With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


dvertising Age : 


Second Class Postage Paid at Chicago, Ill. Copyright, 1961 by Advertising Publications, Inc. 


THE NATIONAL NEWSP 


March 20, 1961 
Volume 32 + Number 12 
25 Cents a Copy + $3 a Year 


CHICAGO 11 + Published Weekly at 
200 E. Illinois St. - DE 7-5200 

NEW YORK 17 

630 Third Ave. * YU 6-5050 


‘Couldn't Say Good-bye’ 


Anaconda Shifts 


National BBB Raps 
Denver Truth Drive 


as Rule Violation 


K&E, Appoints 


March 
in advertising” 


New YORK, 
“truth 


16—The 
program 


| undertaken by the Denver Better 


Wilson, Haight 


New York, March 16—Anaconda 
Co. has switched agencies for its 
corporate account and for the ac- 
count of its subsidiary, Anaconda 
American Brass Co. . 

Wilson, Haight & Welch, Hart- 
ford, will service American Brass 
Co., Waterbury, effective June 1, 
to effect “a closer liaison” between 
client and agency, the parent com- 
pany said. Kenyon & Eckhardt, 
New York, is the former agency. 
The account billed about $600,000 | 
last year, Anaconda estimated. 


® Meanwhile, corporate advertis- 
ing for Anaconda has been shifted 
to K&E. Joe Hobbins, Anaconda ad 
manager, said today that K&E was 
appointed “because we wanted to 
keep its services.’ Albert Frank- 
Guenther Law is the former agen- 
cy on this account. Although the 
company said the account could 
bill “a potentially big’ figure, it 
estimated last year’s billings at 
$200,000. 

Two of Anaconda’s subsidiaries 
will keep their present agencies, 
the company said. Anaconda Wire 
& Cable Co. will remain with G. M. 
Basford Co., and Anaconda Alumi- 
num Co. will stay with Griswold- 
Eshleman, Cleveland. + 


Business Bureau violates the poli- 


| cies of the Assn. of Better Business 


Bureaus and could terminate the 
bureau’s membership in the as- 
sociation, the national group says. 

Following ADVERTISING AGE’s re- 
port of the Denver program (AA, 
Feb. 27), the association issued a 
memorandum to its member bu- 
reaus pointing out that long-stand- 
ing policies prohibit any commer- 
cial use of the BBB name. 

Under the Denver program, 
members who pledge to observe a 
10-point advertising code are en- 
titled to display a special ‘““emblem 
of truth.” The program is open 
only to those who subscribe $180 to 
help defray promotional and polic- 
ing costs. 


@s The Denver bureau was advise 
on Sept. 22 that bureaus “could 
not endorse, approve or recom- 
mend directly or indirectly any 
company, service, product,” etc. 
Such policy could be changed 
only by the association member- 
ship, the bureau was told. It was 
warned that unless the program 
was altered or terminated, the bu- 


Q. 


reau’s membership would be jeop- 


ardized. 

The matter is 
study and report at the associa- 
tion’s annual meeting, May 7-12 in 

(Continued on Page 102) 


Ad Field Not Seriously 


Hit by Slump, AA Finds 


Some Clients’ Cutbacks 
Offset by Budget Hikes 
by Others, Survey Shows 


CuicaGco, March 17—The current 
business recession is apparently 
having a very limited effect on 
the advertising business. 

A check of leading companies 
and advertising agencies by ADVER- 
TISING AGE this week shows that 
advertising cutbacks are occurring 
mostly at companies where sales 
are down—primarily among big- 
ticket items like autos, appliances 
and furniture. 

Agencies, operating under the 
tried and true maxim of not put- 
ting all their eggs in one basket, 


|are not 


for the most part report that bill- 
ings cutbacks by some clients are 
offset by increases on the part of 
others. 

While there is no consensus on 
when the economic picture will 
return to normal, it seems evident 
from the survey that advertisers 
being frightened 
heavy budget slashing as a precau- 
tionary measure. 

From advertisers and agencies 
come these individual reports: 


a Ted Bates & Co., New York, an 
agency heavily weighted with 
package goods accounts, reported 
its standard budgets—omitting any 
increase from new business—up, 
(Continued on Page 109) 


Auto Makers Optimistic About Spring Sales 


Detroit, March 17—Reports on 
car sales for the first ten days of 
March give indication that the 
spring upturn in the auto industry 
is on the way: 


e American Motors reported Ram- 
bler sales for the first third of the 
month were highest ever recorded 
for a comparable period, and 31.2% 
ahead of the first ten days of Feb- 
ruary. 


e Lincoln-Mercury sales for the 
period were 20% higher than a 
month ago. 


e Pontiac had its best ten days 
this year, a 17% increase over the 


previous ten days. 


e Ford division passenger car sales 
were up 13% over the first ten 
days of February, and Ford Motor 
Co. said it had hiked its second 
quarter production schedules by 
25% over the first quarter, with 
indications that the boost may be 


'“too modest.” 


e Chrysler Corp. announced it was 
increasing its March production 
schedule by 25%, due to “con- 
tinued improvement in retail de- 
liveries and dealer orders.” The 
company’s retail sales during 
March 1-10 were 16% above the 
daily zate im February. + 


scheduled for | 


GETADIXIECUP WE 


Kintner Goes Out Like Lion... 


GIVE YOU 
FOR 


LL 
DISPENSER FOR AFREE ONE 
YOUR KIECHEN lug 
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FTC Complaints Deny 
Pain Pills Vary Greatly 
in Speed of Relief 


For news of the FTC order 
on oil company sales contracts 
with Firestone and Goodyear, 
see story on Page 3. 
WASHINGTON, March 17—The 

Federal Trade Commission rattled 
TWO-FOR-ONE—Dixie Cup will the nerves of the leading analgesics 
|\launch its two-for-one dispenser Seaae cadek Ghyll Gee ger 
|offer with this one-time-only color twuth to cleime that one brand re- 
lieves headaches faster than an- 
| other. 


A Dive Cup Dispenser in your kitchen means far fewer glasses to wash 
And. kids love to help themselves with colorful Dixie Cups. A Dixie 
Dispenser in the bathroom replaces the glass that could spread the 
‘bug that lays the whole family low. JF pa FREE DIXIE CUP DISPENSER 
Keep one in each room. See if your ef ; 

family doesn't have fewer colds! 


|ad with coupon in the April 15 is- 
|sue of The Saturday Evening Post 
(See story on Page 8). 


N eC li Shif |ing claims of this kind. It con- 
|tended, “The truth is, there is no 
” aro Ina l ts pe nl ditindanes te the rate of 
$375,000 Account 


| speed with which these or any oth- 
Back to Bennett 


|er such preparations relieve pain.” 
Scooped up in FTC’s industry- 

Ad Group Takes Cue That 

‘Today’s Custom’ Is to 


| wide drive were: 
|e American Home Products Corp., 
‘S dA d’ 
pread Account Aroun 


|New York, for Anacin. 
|e Bristol-Myers, New York, Buf- 
ferin. 
e Sterling Drug Inc., New York, 
Bayer aspirin and Bayer aspirin 
for children. 
e Plough Inc., Memphis, St. Jo- 
seph aspirin. 

A second Bristol-Myers product, 


By Lawrence Bernard 


| RALEIGH, March 15—North Caro- 
|lina tourist and industrial adver- 


The commission said five leading | 
, brands have been making conflict- | 


| tising—billing a minimum of $750,- 
|000 over the next two years— 
| was awarded tonight to Bennett- 
Advertising, of High Point, at the 
close of a tension-packed day in 
the course of which nine agencies 
made public presentations before 
the North Carolina Board of Con- 
servation & Development. 

Two of the agencies were from 
New York, six from this state and 
one from South Carolina. A tenth 
agency, from Philadelphia, bowed 
out at the last minute. 


Excedrin, was also cited. Contrary 
to Bristol-Myers’ ads, FTC said, 


FTC Hits Analgesics, 
Colgate, Alcoa, Tires 


Alcoa Hit by Consent 
Order; Colgate Loses 
‘Invisible Shield’ Case 


WASHINGTON, March 17—-The 
Federal Trade Commission wound 
up action in two advertising cases 
this week, involving Alcoa and 
Colgate. 

The FTC today announced a 
consent order which requires Al- 
coa, Wear-Ever Aluminum Inc. 
and Ketchum, MacLeod & Grove to 
stop using ads misrepresenting the 
qualities of Super-Strength Alcoa 
| Wrap, and disparaging its competi- 
| tors. 
| The commission’s case against 
|Colgate’s “invisible shield” culmi- 
|nated Wednesday in a decision or- 
|dering Colgate to avoid any ad mis- 
|representing the degree of protec- 
|tion against tooth decay afforded 
| by its dentifrice. 

. Colgate had dropped the dis- 


| puted ads soon after FTC issued a 
|complaint in November, 1959. An 
| opinion by Commissioner William 
| C. Kern said today that the order 
was still necessary because Colgate 
has continued to insist there was 
(Continued on Page 101) 


| Dixon— in Like Lion... 


Dixon Seeks 


Excedrin is not an extra-strength | 


pain reliever, nor is it 50% strong- 
er than aspirin. 


FTC actions culminated a long| 


period of investigation, while the 
commission reportedly secured spe- 
cial scientific research. 

The complaint against Bufferin 
singled out the statement, “Buffer- 
in adds special ingredients to its 
aspirin that rushes the pain re- 
liever through your system. For 


into | 


The state account spends about, as aspirin.” 
$375,000 annually in commission- Also mentioned by FTC were 
(Continued on Page 102) (Continued on Page 101) 


Last Minute News Flashes 
Bristol Labs Names Sudler & Hennessey 


New York, March 17—Bristol Laboratories, ethical drug division of | 
Bristol-Myers Co., has revamped its agency roster. Sudler & Hennessey 
has succeeded Sproul & Associates as Bristol’s second agency, and | 


there will be a product realignment, with most of Bristol’s new prod- 
ucts (notably Staphcillin) assigned to Burdick & Becker. Bristol will 
be spending about $2,000,000 in 1961, with Burdick & Becker slated for 
about 60% of these billings. 


Standard Screw Switches to Buchen 


BELLWOop, ILL., March 17—Standard Screw Co. has appointed Bu- 
chen Advertising, Chicago, to handle all advertising for its fasteners 
and plumbing faucet products, effective at once. The company, which 
reportedly has been billing about $125,000, may bill up to $300,000 this 


year. Roche, Rickerd & Cleary, Chicago, is the previous agency on this 
account. 


Italian Line Asks Five Agencies to Bid for Its Account 


New York, March 17—The Italian Line, after “extensive research,” 
has invited five agencies to make presentations for its account, which 
has been at Cunningham & Walsh since 1950. The move was prompted 
in part by the return of American Export Lines to C&W (AA, Jan. 23) 
and its current ads which picture Uncle Sam and urge readers to ship 
on American lines. 


(Additional News Flashes on Page 101) 


Ways to Speed 
Work of FTC 


FTC Boss Tells Senators 
False Ads Can Injure 
Public, Build Monopolies 


millions, Bufferin acts twice as fast | 


WASHINGTON, March 15—Paul 
Rand Dixon was ready to take 
charge of the Federal Trade Com- 
|mission this week, after giving 
Congress a detailed picture of the 
| new powers and procedures he has 
in mind to speed the commission’s 
work. 

Drawing on nearly 20 years of 
experience as a member of FTC’s 
staff, and as chief counsel of the 
Kefauver anti-monopoly commit- 
tee, he told the Senate commerce 
| committee this week that “justice 
delayed is justice denied.” The 
committee noted its agreement by 
|promptly clearing his nomination 
for Senate action. 

While Presidential appointees 
normally beg off from any detailed 
discussion of their plans, Mr. Dix- 
on willingly spread his ideas on 
the record. Committee members 
welcomed the opportunity to 
probe, and the routine confirma- 
tion hearing eventually blossomed 
into a two-day session. 


# Although most of his experience 
has been in the anti-monopoly 
field, the new chairman clearly 


|welcomed the opportunity to 


(Continued on Page 101) 
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Domination via 
Concentration Is 
Alcoa's Ad Plan 


‘Adikam’ Revamp of 
Market Strategy Stresses 
More Ads in Fewer Media 


Detroit, March 17—Aluminum 
Co. of America has revamped its 
marketing structure, concentrating 
its advertising in key markets and 
in fewer than half its customary 
media to achieve dominant impact. 

Alcoa’s Adikam program—‘Ad- 
vertising Dominance in Key Alu- 
minum Markets”—reportedly has 
given “Alcoa the means to make 
an impression in these areas that 
hold the greatest sales potential.” 

Details of the Adikam plan are 
revealed for the first time by Jay 
M. Sharp, manager of general ad- 
vertising, in an address prepared 
for delivery here March 20 at an 
observance of Industrial Advertis- 
ing Day. 

Instead of its previous 52 sepa- 
rate product programs—and 52 
“separate little ad departments’”— 
Alcoa this year has seven market- 
oriented programs and an inte- 
grated plan, and it believes it is 
covering all the products and in- 
dustries it did before. 


@ Last year Alcoa bought space in 
242 magazines. This year, with 
about the same budget, Alcoa ads 
are only in 118 books, chosen as 
best for its purposes. But the ads 
are bigger and appear more often; 
the company has no doubt that 
the impact is much stronger. 

“Reach buyers in terms of what 
they buy and where they buy it” 
is the “golden rule” of Adikam, 
evolved with the full cooperation of 
Fuller & Smith & Ross, the Alcoa 
agency. The agency was credited 
by the company for “contributing 
much to the original concept.” 

Concentration and dominance 
constitute the basis of Adikam. 

Alcoa believes that all advertis- 
ing must be concentrated (1) by 
medium; (2) by creative theme or 
approach; (3) in accordance with 
major market and use categories; 
and (4) to reach key geographical 
areas. 


# Dominance, 


to Alcoa, means 
that every campaign must have 
continuity. This translates into 
frequency—‘“fewer books, more 
ads.” Also, the company believes 


that economics dictates dominance 
in only the top media. Frequency 
and continuity, as a consequence, 
thus apply to prime buying audi- 
ences only, Alcoa believes. 


Further, dominance must be 
carried out physically in large 
space units—full pages, spreads 


and multiple page inserts. It must 
also be carried out creatively 
through the use of major themes. 

Because Alcoa advertising is 
“stronger,” more dominant, and 
especially because it is ‘“market- 
oriented in depth,” the company 
believes it can use it to gain sales 
promotion and merchandising in 
depth. 

Mr. Sharp, who also is chairman 
of the board of the Assn. of Indus- 
trial Advertisers, expressed the 
company’s conviction that its con- 


centrated, highly coordinated mas- 


ter media plan has given it a 
“communications crossover” effect 
which is “powerful, cumulative 
and unbeatable.” 

Among reasons for the radical 
change were: 


e Alcoa’s realization that the 
large volume of ads in all media 
today is tending to cbscure one 
another and making it difficult for 
any advertiser to stand out. 


e The fact that buying power is 


concentrated geographically in key 
market areas (in metalworking, 
69% of the industry in the USS. is 
in 38 markets). 

Mr. Sharp said he is “Quite cer- 
tain that the ‘all things to all peo- 
ple’ advertising approach is gone 
forever. This is luxury that even 
the largest advertising budget 
cannot support,” he said. 

He called the “battle for atten- 
tion” one of the “great challenges 
of our time.” + 


L&M Drops ABC's 
‘Untouchables’; 
New Sponsors Set 


New York, March 16—“The Un- 
touchables,” 
drama which rates 
Americans generally, but which 
has been subject to great pressure 
from Italian-American groups who 
claim it maligns them, has lost its 
principal sponsor. 

Liggett & Myers Tobacco Co., 
the principal target of boycott 
threats by Italian groups and by 
the International Longshoremen 
Assn.’s head, Anthony Anastasia, 
announced that “The Untouch- 
ables” would not be renewed for 
the coming season. 

The tobacco maker also dropped 
its participations on two other 
ABC shows—‘“Asphalt Jungle” and 
“Adventures in Paradise.” Mc- 
Cann-Erickson, agency for the 
company on these shows, said L&M 
canceled because all three of these 
hour shows have been moved from 
a 9:30 to 10 p. m. (EST) starting 
time, beginning next fall. 


® Sources at ABC said that the 
L&M time on “The Untouchables” 
immediately was snapped up by 
three other companies, but they 
would not say who the new spon- 
sors are. 

Other present co-sponsors, ac- 
cording to ABC, are sticking with 
the program. They include Bee- 
cham, Armour, Corn Products and 
Whitehall Pharmacal. These, too, 
can expect to hear from Italian- 
Americans, who don’t like the de- 
picting of Italian-named gangsters 
in the series. Rep. Alfred E. San- 
tangelo (D., N.Y.), a leader in the 
move against the show, told ApvEr- 
TISING AGE this week that there | 
are plans to “go after” other spon- 
sors on the show. He indicated that 
the campaign would be pushed in | 
cooperation with unions and re- 
tailers. 

“The Untouchables,” 
Jungle” 
dise” 


“Asphalt 
and “Adventures in Para- 
are being moved to a later 
time period to accommodate shows 
that are co-sponsored by Brown & 
Williamson Tobacco Co. and Proc- 
ter & Gamble. + 


the ABC-TV crime | 
high with | 


s ao N yy 
tir good living... 


spring campaign, 


FOR FATHER’S DAY—Sony Corp. of America will tie in with Manhattan 
Shirt Co. in this color spread in the June Esquire. For its regular 
Sony is using six magazines and newspapers in 


| over 100 markets, backed by dealer aids. Willsted & Shacter, New 


York, is Sony’s agency of record. 


New YorK, March 
Collins, president of the National 
Assn. of Broadcasters, continues 
to tell the broadcast industry not 
only what he thinks is wrong with 
it but what he believes should be 
done about it. 

His latest shake-them-up speech 
to broadcasters, who have been 
used to association executives who 
tell them how wonderful they are, 
came today before the Radio & 
Television Executives Society. 

After assuring his audience in 
charming southern gentleman fash- 
ion that he was really on their 
side, Mr. Collins said he didn’t 
take his NAB job to be a front 
man who kept “everybody happy 
by stroking the fur of the right 
people in the right direction.” 

He said he wanted the job only 
if he could provide effective lead- 
ership for the improvement of 
broadcasting and for public sup- 
port of broadcasting. 


# Mr. Collins called for improve- 
ments in two areas that obviously 
jare of much concern to him: (1) 
| Excessive violence on tv and (2) 
it the amount of “very-high level 
| programming in prime time.” 

| He asked the industry for prompt 
| action on these two specific pro- 
posals: 


e “Let us make a more concerted 
effort at all levels of film produc- 
tion, network programming and 
station programming to eliminate 
the employment of excessive vi- 
olence—which is projected without 
regard to plot. 


15—LeRoy | 


Heartening begin-'| 


Collins Urges Putting Quality Shows: 
in Prime Time, Soft Pedaling Violenc 


nings in this direction have been 


made by the networks and through | 


the efforts of our NAB code ad- 
ministration. But we need to de- 
velop cooperatively a workable set 


of guide-lines that will go further | 


toward eliminating the most ob- 


jectionable occurrence of violence- | 


for-the-sake-of-violence from the 
American television screen 


e “Let us seek to increase and im-| 


prove the amount of very-high 
level programming in prime time 
—programming in such areas as 
outstanding drama, fine music, 
public information and education, 
programming which through its 
quality will prove highly enter- 
taining to substantial segments of 
the audience. 

“Specifically, it is my hope that 
the three great television networks 
will undertake to present an 
agreed-upon amount of such pro- 
gramming, say perhaps a com- 
bined total of six hours a week in 
prime time, so that throughout 
each week there would be an as- 
sured diversity including the avail- 
ability of such blue ribbon pro- 
grams. 

“Then let us strive to obtain 
sponsorship of such programming | 
and get the stations throughout 
the country to agree to carry it 
during the evening hours. 


which all of us can participate— 
networks, stations, 
alike ... If this degree of coop- 
eration requires clearance from 
the Department of Justice, we shall 
(Continued on Page 102) 


Highlights of This Week's Issue 


Marvin Bower, managing director, Mc- 
Kinsey & Co., says the marketing ex- 
ecutive can best help his company face 
the present period of intense competi- 
tion by helping develop some simple 

concepts and a of competi- 

tion ne Page 6 


Dixie Cup division of American Can Co. 
will launch its first coupon offer since 
last year with a four-color page ad in 
the April 15 issue of The Saturday 
Evening Post Page 8 


Swedish government takes action to pre- 
vent ships from sending commercial 
radio programs from international wa- 


ters in the Baltic to beat the ban on 
commercial broadcasting in Scandi- 
navia Page 15 


Industrial Marketing survey reports busi- 
ness publication advertising page vol- 
ume in February dropped 11.2% below 
the volume for February, 1960 _Page 30 


In a unanimous reversal of 


a previous 
theory, the 


New York court of appeals 
rules that a grocer is now liable to the 
family of a shopper to whom he 
harmful food, 
ual shopper 


sells 
as well as to the individ- 
Page 32 


Albert J. Wood, president of A. J. Wood 
Research Corp., says advertising has 
been neglecting such important seg- 
ments of the market as the older age 
group and teen agers Page 36 


Airequipt Mfg. Co. launches a $300,000 
campaign to introduce its new Superba 
Sonic wireless-controlled slide pro- 
jector Page 39 


Robert M. Bell, supervisor of conventions, 
meetings and special activities in the 
merchandising department of the Frig- 
idaire division of General Motors Corp., 
is promoted to advertising manager of 
the division Page 42 


Stephen White, writer in Horizon, says 
the level of taient on display in adver- 
tising is far higher than that on view 
in the popular arts Page 43 


Crowell-Collier Publishing Co. reports 
consolidated sales of $44,498,146 for the 
year ended Dec. 31, compared with 
$35,491,211 in 1959 Page 4 


Advertising Requirements will change its 
name to Advertising & Sales Promotion, 
effective with its May issue Page 60 


Vance Packard's 
ceives new 
publication 


“The Waste Makers” 
criticism, 


re- 
following British 
Page 69 
International Salt Co. 
pers and outdoor 
mote ‘“‘salad time” 


will use newspa- 
advertising to pro- 
this spring Page 74 


Cc. J. Hibbard, director of public rela- 
tions of Pet Milk Co., denies a pub- 
lished report that the company will drop 
out of national advertising Page 75 


FIGURES TO FILE 


Top Advertisers, Brands 

in Net TV . Page 12 
Consumer Magazine 

Linage apepen Page 44 
Nielsen Net TV ‘ Page 60 
1961 Battery of Radio- TV 

Baseball Sponsors . Page 70 
Top 10 Variety Chains, 

1959-'60 Page 74 
Advertisers in 10 Canadi- 

an Magazines in 1960 Page 9% 
Advertisers in 11 Canadi- 

an Magazines in 1959... Page 98 


This | 
would be a cooperative venture in| 


advertisers | 


REGULAR FEATURES 


Advertising Market Place ... 106 
Along Media Path .................. 78 
Coming Conventions ivan ? ‘ 76 
Creative Man's Corner “ 90 
Editorials . 18 
Employe C ommunications 90 
Getting Personal ... 22 
Information for Advertisers 40 
McMahan on TV ; . 92 
Obituaries 56 


Photographic Review 
Rough Proofs 

This Week in Washington 
Versatile Adman ‘ 
Voice of the Advertiser 


Ads’ Din Drowns 
Out Health Info, 
Forum Is Warned 


Speakers Urge Criminal 
Prosecutions by FTC in 
False Advertising Cases 


NEw YorK, March 16—The 
health commissioner of New York 
Ctiy said this week that the health 
field must find some way to com- 
bat advertising and get its mes- 
sage across to the public. 

Dr. Leona Baumgartner told the 
National Health Forum that many 
lives could be saved if diseases 
were discovered early enough. 

Another speaker at the three- 
| day conference urged more vigor- 
ous policing of drug advertising. 


Maye A. Russ. director of the 
| Seed, drug and cosmetic division 
| ot the National Better Business 


| Bureau, asserted that the govern- 
|ment should file criminal suits 
against “purveyors of worthless 
remedies.” 

| Dr. Baumgartner said that “an 
estimated one-half of all cases of 
| cancer” could be cured by finding 
| them soon enough. She complained 


| that too many health workers talk 
to themselves instead of the pub- 
llic. And she complained that 
| health messages are drowned out 
| by advertising. 

“If we present statistics showing 
the relationship between smoking 
and cancer, we are fighting two- 
page ads in full color telling peo- 
ple to enjoy the refreshing flavor 
of a good smoke,” she said. 


s “We plan a tv show, and it is 
snowed under by a giant spectac- 
ular on another network under- 
written by hundreds of thousands 
of dollars and oozing with glam- 
our. 

“We are fighting a barrage of 
fast-gun experts; tired blood; 
fast, fast relief; money-making 
schemes; cut-rate book offers; and 
bunkum and baloney—all of it 
extremely loud.” 

Reviewing the regulatory pow- 
ers of the federal government, 
Miss Russ said government bodies 
are hampered at many points. 
| She cited the case of Regimen 
‘tablets, advertised as a “wonder 
drug for no-diet reducing.” Miss 
| Russ related that the Post Office 
got the Regimen promoters to stop 
|using the mails, but, she said, the 
company “had already effected 
drug store distribution, and ad- 
|vertising containing essentially 
the same claims continued un- 
abated for more than three years, 
until the New York County district 
/attorney issued a criminal infor- 
mation charging conspiracy and 
false advertising in June, 1960.” 


s Miss Russ added that by the 
time the Post Office issues a fraud 
order, the “advertiser may have 
already launched a similar adver- 
tising campaign for another prod- 
uct, or the same product under 
another name and using a differ- 
ent address.” 

Miss Russ noted that in the past 
two and one-half years the Feder- 
al Trade Commission has stepped 
up its activities in the area of 
false advertising, but she lamented 
that some of these actions have 
been limited to the honesty of 
television demonstrations, rather 
than the merits of the products 
themselves in relation to the ad- 
vertised claims. 

She added that if an action is 
directed only against an allegedly 
deceptive visual demonstration, 
“then I think the impression is 
created in the minds of many that 
there is no question concerning 
the accuracy of all other claims, 


which is not always the case.” + 
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Few Sponsor Holdouts as Expanded 
Big League Baseball Nears Air Time 


NEw YorK, March 14—Base- 
ball’s radio-tv sponsorship lineup 
began to shape up earlier than 
usual this season, despite the fact 
that the addition of two new teams 
in the American League has in- 
creased the number of stations 
vying for advertisers’ dollars. 

Most radio and tv stations car- 
rying major league baseball al- 
ready have sold out their coverage. 
KHJ-TV’s telecasts of the Los 
Angeles Angels, new to the Amer- 
ican League this year, have spon- 
sors, while one-sixth of these 
games remain open on radio sta- 
tion KMPC. The Washington Sen- 
ators of last year have moved 
north to become the 
Twins. Tv coverage of the Twins 
on WTCN is about half sold, while 
WCCO’s radio broadcasts are two- 
thirds sold. 


s The newly organized Washing- | 
ton Senators have moved into the | 


nation’s capital, to make ten teams 
in the American League. Each 
club in the league will play 162 
games this season, while the Na- 
tional League will continue with 
the traditional eight teams, each 
playing 154 games. 

The battery of sponsors again 


Tire Sales Deals 
With Gas Stations 
‘Unfair, Says FTC 


Ruling Hits Atlantic, 
Shell Arrangements with 
Firestone, Goodyear 


WASHINGTON, March 16—In 
major attack on sales arrange- 
ments for accessories in the filling 
station business, the Federal Trade 
Commission ruled today that ‘“‘sales 
commission contracts” between 
tire companies and big oil compa- 
nies are an unfair trade practice. 

The decision, which rates among 
the most important of recent years, 
is directed at arrangements which 
enable Atlantic and Shell to col- 
lect 74% to 10% 
Firestone and Goodyear products 
sold through Atlantic and Shell 
stations. The opinions, by outgoing 
Chairman Earl] Kintner, said sta- 
tions were coerced, and smaller 
tire companies were shut out of 
important distribution channels. 

After lengthy hearings dating 
back to 1956, hearing examiner 
Earl Kolb had ruled in October, 
1959, that the oil companies were 
asserting illegal coercive power 
over the stations. In today’s deci- 
sion, however, Chairman Kintner 
carried the responsibility back to 
include the tire companies, too, 
as the commission issued a cease 
and desist order covering both the 
tire companies and the oil com- 
panies. 


s About a decade ago, Chairman 
Kintner noted, the big oil compa- 
nies were securing tire-battery- 
accessory supplies competitively 
under purchase-resale arrange- 
ments. In the early 1950s, they 
switched to the sales commission 
system, which provided a commis- 
sion and relieved them of the ex- 
penses connected with financing, 
warehousing and delivery. 

In 1955, Atlantic collected over 
$1,063,000 in commissions from 
Goodyear and Firestone, on $11,- 
262,000 of purchases, FTC found. 
By 1957, Shell was collecting $3,- 
500.000 annually from the two tire 

(Continued on Page 102) 


commissions on | 


this season shows a small number 
of rookies, while many of the old- 
timers are returning for the fourth 
season or more. Leading the league 
once more are beer companies, 
with a brewer’s dozen included in 
the roster. Heavy backing is sup- 
plied by Ballantine, Hamm, An- 
heuser-Busch and Falstaff. 


s American Tobacco is far and 
away the sport’s biggest fan this 
year, providing money for about 
12 radio and tv pickups. Some five 
tobacco company backers are 
matched by an equal number of 
oil companies, with Atlantic Re- 
(Continued on Page 70) 


Minnesota | 


Ludgin Drops Easy 
Washer Account as 


Sales, Billings Decline 

Cuicaco, March 16—Earle Lud- 
gin & Co. has resigned Easy laun- 
|dry division of Murray Corp. of 


|America after more than four 
| years on the account. 
| George Rink, vp and general 


| manager of Ludgin, told ADVERTIS- 
ING AGE that Easy has been a dor- 
|mant consumer advertising ac- 
|count for the past two years, and 
the resignation is being effected to 
“free the agency for other possible 
appliance business.” Ludgin will 
continue to service Easy until an- 
other agency is chosen, Mr. Rink 
said. 

Easy, at one time a major ad- 
vertiser, has done little consumer 
advertising for the past two years. 
No budget has been approved for 
1961. The account billed about 
$200,000 last year and $350,000 in 
1959. When Ludgin landed Easy 
in 1956, billings were estimated at 
$2,000,000, but this figure was re- 
| vised by Ludgin to be much closer 


| to $750,000. 
a 


a Easy, which manufactures 
washers, dryers and combination 
washer-dryers, has reduced its ad- 
| vertising budgets over the past 
four years to compensate for re- 
|ported declining sales. The com- 
|pany has been plagued by two 
|preduct failures (combination 
| washer-dryers in 1956 and 1957), 
|and it hit a soft market about two 
|years ago. 

Because it is a single-line ap- 
pliance manufacturer, Easy 
had tough sledding in competition 
with the full-line appliance giants. 

Ludgin’s resignation follows on 
| the heels of a major shift in Easy’s 
top management. Parker H. Erick- 
sen resigned last month as a vp of 
Murray and general manager of 
the Easy division. Mr. Ericksen 
and the Ludgin agency were also 
associated when he was general 
manager of the Crosley & Bendix 
appliance division of Avco Corp. 
He has not announced his plans 
and his successor has not been ap- 
pointed at Easy. 


# Ludgin snared the Easy account 
more than four years ago, succeed- 
ing Batten, Barton, Durstine & Os- 
born, which resigned Easy to take 
on Philco (AA, Nov. 5, 56). = 


‘Advertising Age’ 
Opens L. A. Office 


Los ANGELES, March 16—ADvER- 
TISING AGE has opened an editorial 
office in Los Angeles. The address 
is 5880 Hollywood Blvd. and the 
telephone numbers are Hollywood 
4-8411 and Hollywood 2-1133. 

Denis Higgins, who has been an 
associate editor in AA’s New York 
office, has transferred to the West 
Coast to man the new editorial 
office. = 
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DREAMLINED—Maidenform 
troduce its suits via this page in 
Harper’s Bazaar and Glamour. 


will 


in- 


Too Often Form Was 
Used for Wrong Reasons, 
Grey Exec Declares 


NEw York, March 15—Are tv 
specials doing the job they’re sup- 
posed to? 

“As originally conceived,” A. L. 
Hollender, exec vp and head of 
broadcast activity at Grey Adver- 
tising Agency, said in an interview 
with ADVERTISING AGE, “the special 
was to deal with an important, 
exciting, non-weekly, non-contin- 
uous form of tv programming. In 
osc cases, however, it became 


TV Specials Not Very 
Special; Cutbacks Loom 


just an excuse to put a one-time 
advertiser on the air, or, for net- 
works, to fulfill commitments with 
actors.” 

Such haphazard approaches to 
specials, he added, can be harmful. 
The advertiser on a special is often 
disappointed because he doesn’t 
get the exciting programming he 
expected. Sponsors of the regu- 
larly scheduled show, which was 
pre-empted for the special, can be 
harmed when the special fails to 
pull the anticipated rating; it takes 
time to rebuild the rating of the 
regular show. Finally, the barrage 
of so-called specials may kill pub- 
lic interest. 

Grey, he said, led the agency 


league in the specials duri 
Maidenform Dreams Up New Product ‘tse'9s0%00 season. ‘witn's wieisen 


average audience rating of 27 and 


. . ‘ * |an average audience share of 49. 
—Swimsuit; Augments Media Lineup **:2": = & Pec", wim 2 
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Despite Critics, ‘Dream’ 
Ads Have Given Company 
20% Share of Bra Market 


New York, March 14—One of 
advertising’s oldest continuous 
campaigns—and one of its most 


criticized—is starting its 12th year, 
stronger than ever. It’s the Maid- 
enform “dream” campaign which, 


despite what its critics say, is 
credited by the company with 
making Maidenform the largest 


bra manufacturer in the U. S. 
Although the campaign has 
stirred up plenty of criticism—by 
both professionals and consumers 
—through the years, it has stirred 
up plenty of sales, too. Gross sales 
were $14,000,000 in 1949, when the 
first Maidenform model sallied into 
print with the improbable state- 
ment: “I dreamed I went shopping 
in my Maidenform bra.” By last 


$35,000,000 while the Maidenform 
models kept on dreaming. 


= The company says that 20% of 
the bras sold in the U.S. are Maid- 
enform, and it is estimated that 
than of its competitors has more 


than an 8% share of the market. 
So why stop dreaming, the compa- 
| ny asks, as it continues to allocate 
almost 10% of its annual gross to 
its dream campaign, currently run- 


Buyers Get More 
Impulsive; $1.25 Is 
“Concern Point’ Now 


CHICAGO, March 15—Not as 
carefree about their spending as 
they would like to appear, Amer- 
icans begin to show concious con- 
cern about money—on the aver- 
age, in impulse purchases—at the 
$1.25 price level. 

So says John K. Diederichs, di- 
rector of techno-economics re- 
search at Armour Research Foun- 
dation. He told bankers and other 
business men at the American 
Institute of Banking today that in 
1933 this ‘concern point” was 5¢. 


s Called the “impulse level of 
buying,” the new economic yard- 
stick was determined by studies at 
the foundation. 

Mr. Diederichs explained 
the impulse level can be tallied 
with income, so that in wealthy 
suburbs it may be 50 times higher 
than his national average, based 
on a $5,600 annual family income. 

According to him, the urge to 
consider credit buying is roughly 
100 times the cash impulse level, 
or about $125 for the average con- 
sumer. 


that 


year, sales had increased 250%, to| 


| ning close to $3,500,000. 


# This year the company is under- 

| taking the first product diversifi- 

cation in its 37-year history, the 
(Continued on Page 108) 


Toro Drive Aims 
at Grass Roots 


MINNEAPOLIS, March 15—Toro 
Mfg. Corp. is getting ready to mow 
"em down—the lawns of America, 
that is—with what may be the 
| biggest power mower ad budget 
| thus far. 

The company hopes to reach 
| America’s grass roots via a ‘$1,- 
| 000,000-plus” ad and sales promo- 
|tion investment, of which nearly 
| $600,000 has been tabbed for con- 
|}sumer and trade media, plus co- 
op advertising. 


® Double-page units have been 
scheduled through April, May, and 
June in Life, Popular Gardening, 
Reader’s Digest, and The Saturday 
Evening Post. During the latter 
two months, the Digest and Post 
will be teamed on split-run pro- 
motion of specific products in re- 
gional markets. 

Toro will attempt to convert its 
national efforts into local store 
traffic by plugging, in all ads, 
free 16-page “Lawn Games by 
Toro” booklet, available only from 
company dealers. In the process, 
Toro hopes dealers will pick up 
related seed, sprinkler, and equip- 
ment sales as the consumers angle 
for more fun on the grass. 


s The company expects distribu- 
tor-dealer tie-ins via newspapers, 
radio and tv, with one distributor 

-Toro Power House Inc., White 
Plains, N.Y.—planning a $75,000 
co-op mower push by 200 dealers. 

On the trade side, Toro’s promo- 
tional swath will cut through 
Building Products Dealer, Building 
Supply News, Electrical Merchan- 
dising Week, Farm Store Merchan- 
dising, Garden Supply Merchan- 
diser, Hardware Age, Hardware & 
Housewares, Hardware Retailer, 
Hardware World, Implement & 


Tractor, Mart Magazine, Modern 
Garden Center, and Southern 
Hardware. 


In Canada, Toro will use Farm 
Equipment Dealer, Garden Supply 
& Hardware Dealer, Hardware 
Merchandising, and Le Quincailler. 

The company said Toro trade 
ads “will be used consistently 
throughout the year to level out 
the seasonal nature of the power 
mower industry.” 

Batten, Barton, Durstine & Os- 
born, Minneapolis, is handling the 
campaign. + 


23 rating and a 40 share; followed 
by McCann-Erickson, with a 23 
rating and a 38 share. 

| 

|@ Unless there is an event of 
|overriding importance, Grey usu- 
|ally thinks of specials in terms of 
important personalities, Mr. Hol- 
lender said. The agency selected 
Debbie Reynolds, for example, for 
her first special because of her box 
office appeal and her rare tv ap- 
pearances. Harry Belafonte was 
chosen because he is a popular 
personality infrequently seen on 
tv. Bobby Darin was tagged be- 
cause of his “tremendous record 
success.” 

| Grey developed the Miss Uni- 
| verse special, basing its selection 
}on the success of- the tv coverage 
| of the Miss America _ contest. 
| Also in the Grey camp are the 
|Oscar awards, the Emmy awards, 
| Macy’s Thanksgiving Day parade, 
and such classic shows as the “Wiz- 
ard of Oz” and “Peter Pan.” 

| The big specials-buying clients 
are Procter & Gamble, Revlon and 
| Benrus, among others. 


| ® “As soon as you start doing spe- 
|cials on a mass basis,” said Mr. 
| Hollender, pointing out that NBC 
|set aside 104 hours in the 1959- 
|’°60 season for the purpose, “you 
| start losing quality.” 

| He added that when the network 
did have a good special to put 
|on in the designated time slot the 
| show was done as economically as 
| possible. 

NBC and other networks real- 

(Continued on Page 104) 


Toy Makers See 
TV Code Causing 
Few Ad Changes 


TV Ads ‘No Guarantee 
of Toy Success,’ but 
‘Retailers Demand ‘em’ 


New York, March 14—The toy 
industry—current “Peck’s bad boy” 
of tv advertising—is bristling over 
criticism leveled at it but probably 
will accept temporary guidelines 
proposed recently by the New York 
office of the National Assn. of 
Broadcasters’ tv code review board. 

This was the indication as the 
58th annual American Toy Fair 
yesterday opened a ten-day stand 
here. Some 13,000 toy buyers are 
expected to trek through two ho- 


tels, and dozens of permanent 
showrooms in a quest for 1961 
playthings. 


At a press breakfast sponsored 
by the Toy Manufacturers of the 
U. S. A., the most lively reaction 


ie a Te eee ee eee gwen a SS” ot Ai, ee ce 0d) ne ey = gw PPV 3. Sm i a i ct» Sar Pee Sm ox. aoe Be OS pee Py Kae ee ge Rete era ce SN no ie Be ae ay | eae BAUS OS iS Rat oa. ie oR on a 
ao: aes 5 eon ae gS cS a eee 1 4 —: ie ae i ee Roe ee ile: is eae eo.) pean ee a ha oi pres as ee Deas pa ncuebhceet ke ices Pao wa Sugar Ss anton om 
ee ¢2 pwcien BM capia "| rahe ey 2 ae e Re eats ta, ar Puy Te ee ara ihe a aS PoC hapa © Bie ey ears Bx Aah Re a Rea ee SARE TN SONG SAIS CS Te we eRe oF See, Seip. ne re — 
ie ae 2 Te ek a a enn an, SM Sec cM RT iy eh yee ee Stee ee ete oS Ce ee REN oe ae ere a Seta ieee 
es iad: oo. eee ee tee er oo ie ae se yom a Oe a pian ae near bem aget  2ts 9 ne ry es ie 
, oes fac, 
> ea 
: he 
a 
a | . 
: , iy 
a 
a - C 
‘eanggs 
ee F S Ss! 
3-8 
eur 
a Ne , 
a : 
* itbeerees've 
i. 
oe : 
> en 
\ > WM Reeve * 2 | 
l rd ee * 
= _ . 2 
. ee ia ys 
: cee : - cowrk a 
iv - at age : 
ee eee Sees 5 ee seas 
Cs 
Bok elem eee 
oe owe 
Seah ee =. 
iS eae 
ee had ay 
r es 
re, - 
: a aa 
: 
vse at tae 
oe aaa 
ee we 
pe - ee ee ee 
Bn me Rg Lia 
PY Sora aee 
a er ee 
eh cae 
terse Sted Aor s 
eS as ee 
‘ - 
Be Bele = 
eee 
ee 
, mc ane 
weg dee agile 
a foie: ee 
a aaa oe . 
ie Bu 
oh eg 
a DOE ae 
| <p 
ae a 
| Re 
: a eae ae i 
| co: are. 
ay “ 
ot . 
ik , 
| eee 5. 
ha ; 
| i he 
| c.g ee 
se . 
| oneal 
ae Sa ere 
paseg kis ts 
eee e 
7) eee 
| gee f a 
Se Tie hess 
ev con 
Bley eee 
ie, bya ter 
ee as a 
y a ae r 
Seek Bash ret 
ean , 
: Pe ie 
este ey 
a 


4 


came when a reporter asked for, valid, but in the main it does not 


comments on the industry’s tele- 
vision black eye. 


es Edward P. Parker, association 


that is completely unjustified.” 

The proposed guide for televi- 
sion toy advertising found no ob- 
jections among advertisers pres- 
ent. Mr. Parker said, “I doubt if 
it’s as necessary as it seems, but 
we would not oppose it.” 

He noted with some annoyance 
that the association, which repre- 
sents about 400 manufacturers and 
includes many of tv’s top toy ad- 
vertisers, had not been approached 
by the committee constructing the 
code. 

TV toy advertisers spent prob- 
ably $7,000,000 last year, of which 
more than $5,000,000 was for spot, 
according to preliminary estimates 
by the Television Bureau of Ad- 
vertising. 

“Sometimes criticism becomes a 
vogue,” a toy company president 
commented. “Some criticism was 


eit 


You can now cover one of the na- 


have justification.” 


He said remarkable consumer 
|values are being offered in toys, 


U. S. manufacturer. 


/# An eastern manufacturer who 
is a major tv advertiser, com- 
mented: “Too many people are 
looking for hidden meanings in 
our advertising. God forbid we 


should simply say the kids like} 


what we are selling and that’s 

why they buy it.” 
Another said 99% 

advertised on television are ‘good 


buys” and that he is “all in favor’ | 


of the proposed code. He indi- 
cated he didn’t feel it would harm 
any legitimate advertiser. 

Mr. Parker told the press meét- 
ing: “The only question the buy- 
er ever asks is, ‘What are you go- 
ing to have on tv?’ The hardest 
thing is to sell an item on tv.” 

Pointing out that department 
stores use their toy departments 


as evidenced by a 1960 profit ra- 
president, said, “The whole indus-|tio of 1.95% —about one-third the 
try has been tarred with this brush, figure registered by the average 


of the toys | 


to bring in traffic (“They always 
|stick them on the fifth floor’’) 
Mr. Parker added, “It’s going to 
be an awfully difficult thing for a 
department store not to carry tele- 
vision advertised toys.” He said 
most stores will stock tv promoted | 
| toys. 


The following do’s and don’ts 


companying story. 


I. Dramatic Representation | 
/@ Another industry executive| A. Avoid — Demonstrations | 
commented: “Tv does not guaran- | or dramatizations that show a) 
tee success of a product. There | toy in use in a manner that is | 
|are many more flops than success- | not authentic; dramatizations | 
es, and many items sold year from real life staged without | 
‘round never go on tv.”’ More than clear qualification; demonstra- 
600 toys were advertised on tv last | tions suggesting attributes not | 
\year and “many of them did not | inherent in the toy as priced; 
sell,” he said. unfair glamorization of the| 

At the fair itself, the trend to| product via large displays;| 
science toys continued strong as | dazzling visual effects and | 
ever, abetted this year by special | sounds of the real objects. 
emphasis on Civil War centennial | 


. Peer | B. Seek—Reflections of the | 
items. Character merchandising | toy in the framework of a| 


lines, drawn from television per- play environment, performing 
sonalities, real and animated, con- in a way actually representing | 
tinued to make important sales | the toy; sounds, movements | 


gains. and settings for the toy which | 
a child is reasonably capable | 


® Retail toy volume in 1960 was of producing. 


$1.7 billion, according to the toy 
II. Sense of Value (Price and. 


A ONE-IN-A-MILLION TEST MARKET 
ont NEWSPAPER +2 * MILLION wore PROSPECTS 


| Status Motivation) | 
A. Avoid — Oversimplifica- | 
tion such as “only” and “just,” | 
applied to the price of a toy 
exceeding a few dollars; in- 


Advertising Age, March 20, 1961 


Proposed Code for Toy Advertising on TV 


are scheduled for consideration 


at the next. meeting of the tv code review board of the National 
Assn. of Broadcasters. It was their release on the eve of the an- 
nual Toy Fair which provoked the discussion reported in the ac- 


ferring [sic] that a toy re- 
quiring a material investment 
can be had for the asking; pre- 
sumptions that every boy and 
girl wants, or should have, a 
toy, especially when it is high 
priced; appeals contending 
that if a child has a toy, he 
betters his peers or, lacking it, 
will invite their contempt or 
ridicule. 

B. Seek—To present a toy 


| on its actual merits as a play- 


thing; to make clear the spe- 
cial nature of the toy of above 
average cost. 


III. Method of Presentation 


A. Avoid — Hammering the 
sales message, whether it be 
by high decibel volume or 


|other means which demand a 


child’s attention. 

B. Seek—An approach to 
children appealing to their 
imagination while supplying 
them with the facts. they 
should know about the toy. + 


| manufacturers—an increase of less | 
than 0.5% over 1959. Manufactur- 
ers expressed confidence’ there 
would be increased sales, profits 
|and advertising budgets this year. 


IDEAL TOY SETS 

$3,000,000 BUDGET 

| New York, March 14—Ideal Toy 
|Corp. said today it will spend $3,- 
| 000,000 for television and maga- 
|zine advertising in 1961, and called 
|it “the largest single advertising 
|budget in the history of the toy 
industry.” 


Filmed color commercials will be 
used for the first time in a pro- 
gram which covers five divisions, 
including toys and dolls, hobbies 
and a new large-scale venture into 
the games field. Grey Advertising 
Agency is the agency. 

Last year Mr. Machine sold more 
than 500,000 units and was the 
year’s most popular toy, according 
to Ideal. In 1961, the company 
hopes to top Mr. Machine with 
Robot Commando, a battery-oper- 
ated remote control one-man army 
that responds to voice commands. + 


| 
| 
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GREEN THUMB 


Total Retail Sales 


tion’s top three test markets (and the 
Number One test market in New Eng- 
land!) thoroughly and economically 
with The Providence Journal-Bulletin. 

And you'll like what The Provi- 
dence Journal-Bulletin delivers. This 
one medium is the strongest selling 
force throughout New England’s sec- 
ond largest market . . . a million-plus 
interstate population center where buy- 
ing power is BIG... bigger than ever, 
as Sales Management shows, 

In ABC Providence alone, The 
Journal-Bulletin gives you 100%-plus 


coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% 
coverage. 

Isolated from other major markets 
... representative and well-balanced be- 
tween urban and suburban . . . cosmo- 
politan in composition ... the bustling 
Providence market offers you the ideal 
testing grounds for new products, new 
packaging, or sales promotion ideas. 


SPOT COLOR NOW AVAILABLE 


Write for rates and details 


PROVIDENCE 


JOURNAL— 


BULLETIN 


_ Stands Out in Furniture, 


Plant your household advertising in Greensboro—the market 
with a knack for making sales grow. Greensboro sells a lot of 
furniture, household goods and radios—trails just behind 
such primary markets as Knoxville and Little Rock. 22% gain 
1959 over 1954—a not uncommon sales gain for advertisers 
in the Greensboro News & Record—the only medium with 
dominant coverage in the Greensboro Market and selling 
influence in over half of North Carolina. Over 100,000 circu- 
lation; over 400,000 readers. 


Write on company letterhead for “1960 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets 
of the South and in the Top 100 of the Nation 


greensboro News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 
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SING IT This Weel 


In today’s savagely competitive market, THIS WEEK delivers the impact 
where you need it most week after week—in 13,500,000 American homes— 


in 43 “make-or-break” markets where 73% of all retail sales are made! 


March 26, 1961 


THiS WeeCK _ .s ones newsrarcns 


MAGAZINE 


New medical 
research seeks 
the secret of 
“Cancer Miracles” 


PAGE 8 


~ Ja Benny i how 
“tote d laugh 


PAGE 14 


The Good Friday 


Ne from the 
New English Bible’ 

— retold in the 

language of todayy 


PAGE 16 


Walking on air: 

Cover girl Natalie Wood 
is doing the 

“West Side Jump” 


PAGE 20 


ere Sia Sk OS 


Check these top advertisers 
who are using it this week! 


PAGE 


Campbell’s Soups 
Gulf Oil Corporation 
Libby’s Beef Stew 
Mutual of Omaha 
Pittsburgh Paints 
Wallhide Contest 
Revlon ‘Persuade’ Hairdressing 
Sanka Aroma-Roast Coffee 
Tang 


SEVEN-TENTHS OF A PAGE 


General Mills, Inc. — 
Betty Crocker Scalloped Potatoes 
Betty Crocker Au Gratin Potatoes 


Wolverine Shoe & Tanning Corp. 
Hush Puppies 


THREE-FIFTHS OF A PAGE 
Log Cabin Syrup 
HALF -PAGE 


E. R. Squibb & Sons— 
Vigran Multi-Vitamin Capsules 
General Mills, Inc. — 
Betty Crocker New Instant 
Mashed Potatoes 
Karo 
Swift & Company— 
Swift’s Premium Bacon 


OTHER 


Absorbine, Jr. 

Adolph’s Meat Tenderizer 

Cuticura Soap & Ointment— 
A Product of 
Cuticura Laboratories 

Doan’s Pills 

Dr. Scholl’s Foot Powder 

Fasteeth 

Fidelity Capital Fund— 
A Mutual Fund 

Geritol 

Knapp Aerotred Shoes 

Lewis-Howe Co.— 
Nature’s Remedy 

Lysol Brand Disinfectant 

Midol 

Miles Products— 
Alka-Seltzer 

NP-27 

Ronson Flints 


To move goods fastest...use 


THE MOST POWERFUL SELLING FORCE 


IN PRINT! exo» 13,500,000 
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Pay Less Attention to Ads, More to 


Product, Bower Tells Marketing Men 


Consultant Also Urges 
Less Reliance on Agency 
for Marketing Ideas 
Cuicaco, March 14—The mar- 


keting executive can best help his 
company face the present period 


of intense competition by helping | 


develop some simple concepts and 
philosophies of competition, ac- 
cording to Marvin Bower, manag- 
ing director, McKinsey & Co., 
management consultant. 

Among the concepts and philos- 
ophies Mr. Bower recommended 
were concentrating on the product 
performance and service rather 
than on spending more on adver- 
tising, and depending less on the 
company’s advertising agency for 
marketing ideas. 

Mr. Bower addressed the joint 


jmeeting of the 


Sales Marketing 
Executives of Chicago and the 
American Marketing Assn. chap- 
ter here yesterday. 

He gave the group four steps 
that a marketing executive can 
take to help his company in a 
competitive situation: 


s “1. Develop a deep understand- 
ing yourself of the real role of 
profits in a competitive economy 
and of how closely that role is 
linked with the marketing func- 
tion; and try to develop that un- 
derstanding in your top manage- 
ment.” 

Mr. Bower said that the first 
thing is to realize that profit is not 
the real objective of business. The 
true objective is to sell a product 
or service of such value to the cus- 
tomer as to entitle the owners of 


2 i 


the business to a profit. 

Therefore, he said, the way the 
marketing function can help is by 
providing leadership in shaping 
the company’s effectiveness in: (1) 
product performance; (2) service; 
(3) brand acceptance; and (4) 
price. 

Mr. Bower went on to say: “Ex- 
perience of the leaders indicates 
that a dollar spent on improving 
product performance and service 
will do more than several dollars 


spent on increased advertising. 
Such efforts will improve your 
brand acceptance and give you 


something on*which to draw for 
the future.” 


a “2. Intensify your 
build a distributor franchise for 
your company as well as a con- 
sumer (or user) franchise.” 

The importance of building a 
distributor franchise grows in pro- 
portion to the product’s lack of 
uniqueness or distinction, accord- 
ing to Mr. Bower. He pointed out 
that the strong competitive posi- 
tions of Zenith and Armstrong 


efforts to 


eee 


rae 


. 


1 TV buy in St. 


has been established on the basis 
of equal or superior product per- 
formance and strong distributor 
franchises. 


e “3. In order to help your compa- 
ny cope with the profit squeeze, 
expand the amount and effective- 
ness of the direct assistance that 
your marketing function provides 
for the other functions of the busi- 
ness.” 

Mr. Bower said that this simply 
means that the marketing execu- 
tive must understand “how mar- 
keting actions affect the other 
functions or departments of the 
business and how to shape up 
marketing actions so as to maxi- 
mize company profits by optimiz- 
ing marketing and non-marketing 
results and costs.” 

In order to achieve this, he said, 
the marketing management must 
understand 


ing executives—for example, the 
real effects on manufacturing costs 
of specific product characteristics 
and of product line proliferation,” 


“the inter-actions be- | 
tween marketing and non-market- | 


Advertising Age, March 20, 1961 


NEW DRESS—After an 
study, Schlitz has changed its la- 
bel. The new label uses more white 
space, simplified and centralized 
globe framed with scroll lines and 


18-month 


rectangular instead of rhomboid 
body labels on the bottle. 


and it also requires “a manage- 
ment information and control sys- 
tem that provides cost and other 
information in proper form for in- 
tegrated decision making by ex- 
ecutives in all departments.” 


a “4. Develop in your marketing 
department the concepts, policies 
and organization capable of pro- 
viding competitive leadership for 
your business as a whole—not just 
your department.” 

In order for the marketing de- 
partment to provide such leader- 
ship, he said, it must be equipped 
with “concepts, policies and or- 
ganization adequate for the job.” 

This means that the marketing 
program must be founded on facts 
—‘facts about consumers and dis- 
tributors and the conditions affect- 
ing the purchase, use, distribution, 
promotion and sale of your prod- 
ucts,” he said. 

One way to achieve this, he said, 
is to have an adequate staff for 
fact gathering, but the chief im- 
petus comes from the insistence on 
facts for decision making by the 
chief marketing executive and 
from his personal leadership in 
making fact-founded rather than 
un-founded decisions. “‘He should 
avoid too many ‘experience’- 
founded decisions.” 


es Mr. Bower noted that the mar- 
keting department must be 
equipped with the talent to lay out 
the competitive strategy and tac- 
tics for each product line. 

He said that one reason for de- 
ficiencies in marketing strategy is 
the tendency in many companies 
to leave too much of the market- 
ing planning to the advertising 
agency. “In my opinion, no market- 
ing department is fully equipped 
unless it has its own talent to do 
strategic marketing planning. Of 
course, that talent should draw on 
the thinking and skills of its ad- 
vertising agency; but the, agency 
should think ‘with’ and not ‘for’ 
marketing management,” he con- 
cluded. + 


Robbins Pushes Mortgages 

Robbins Associates, New York 
investment house, has scheduled 
a spot radio campaign in about 
eight markets to promote FHA in- 
sured mortgages. These govern- 
ment insured mortgages recently 
have been made available for in- 
vestment by the general public 
Metlis & Lebow Corp. is the agen- 
cy. 


Bell, Gornick Join NL&B 
Stephen P. Bell and Joseph L. 
Gornick have joined the account 
executive staff of Needham, Louis 
& Brorby in New York. Mr. Bell 
was formerly an account supervisor 
with Batten, Barton, Durstine & 
Osborn. Mr. Gornick is a former 
account executive with McCann- 
Erickson and J. M. Mathes Inc. 
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Good morning. You in advertising? Lot of talk, 
these days, about hard sell. Seems to us you 
need a medium that is welcomed by the peo- 
ple with money to spend...and gives you the 
time to sell them. That would be the reading 
weekly, The Saturday Evening Post. Our 
readers are eager to hear what you have to 
say. Your Post ad page gets millions more re- 
peat exposures to younger, larger, higher- 


income families than the same ad in the pic- 
ture magazines. And with $12 billion in ad- 
vertising competing for the buck of today’s 
tight-fisted customer... even the hardest- 
selling ad needs all the help it can get. We 
offer a thought for the day to wide-awake ad 
men: the number-one magazine for reading 
is your number-one magazine for selling... 
The Saturday Evening Post. 


ese to rae a 2 A yh Lae Me Se mete Bhi, 5: Tein Ty Ser ea yes ae oR cad eee “Zales oa Se eS Sk ne 3s SL Kr MRE eck eet ee WS A es me in ie nigel oe sae “3 i 44 eae 
ae a ie cc alles ac, i ae ene ee CRM cg; GR: a ro 
et. aimee ei es RN ae” Re a eee, SRM «ics DUmeiMeR ne ered) orgie ea gt) uc enema meen) ot ER RED 
Sar aa Fe os Aged ae ee conan < setae re dees. ee <a Been Bees: eee as ~ eee ae cogs OT TR a Se ee nO |e RRS ee ne eee he 3 i i ‘ 
42a ae Sei tacel dacs MM gE EE sv) eg eS a at eee Te Se I ee eS. Aa tls gat 1, SIR lie aR IR ae oe eT) arene Fo 9 _ os aaa <a se e 
; a i . ‘ , nee ” Fe — ie a is 
a rf 2 
v2 
t 
; Etec Se as 2S rr SMMC NT ER 5 r y f 
. $ 6 me was rs . : * 
: ; 
a4 2G 
4 2 i: 
” ee * a “ . eal S Se te 
P > a Se a ; 
~ i ees Sue : : i a 
“ 3 . *S = eae ~ 
: if 4 — > — 
O33 * > if 
; 2? {= ae ws x 
" er . Ge ie 
hai om /’ i ii a. 
J es Oe a 5 eR teen a ae sh in es oe 
.. a et ee 7 
, : a 4 . 4 eT eg oe 
F a oe 4 3 i be lari ‘ ee a ~y 
Abie g's - y” ee y «> i a re 
oe - es 3 _ “: —_— bi ae iy 
; wr Ss wi” 4 ae pe om fs . nin Shieh 
- 5 aus. * e ae J “ ae eae ae 2 he ome ot 
/ eS iy oon j : é ? x ony . eae hr 
: ‘ A ae : ‘ i ‘ Sb Dlg ae be Pie Ne 
: . > oe ; iz) - ue >> ee Sa Rea 
: = 4 oO Pe ; 3 
: e. ; % i da ij or > © Si ee 
: & % . 1 ® coe eS _ ‘ees Rw 
7 —_ ff . 3: 7 are Bee 
: = # / % = Paige 
ts ae € z é s “ft ¥4 & - = a Ate ipa 
: - va P. ae “? : : : Be ae oe 
t. ae “28 5 — or cae 
fe & me ; 4 Rs r eens ; 2 ee. 
‘1 B ag . sates ; | d i ek. 
e ig ? , Pe oo é ' saith Bo 
— F tae — : a a 
2 i sae , aah j bet ee. ae a 
‘7 ee Fs 7 wee tou “ . : ee ae? 
ay a i f ae “ g ote eae 
— / as b ; aes 
i — : ; ae 4 } i 8 ee age 
: , = . ie ee 3 oS eee 
| ae  « 2 ty d Be A 
a ee ight lien = ‘a A rr 
”~ a Pat F F ee nig. Parke eee cee, ri aati 
: re - * f al rR i ee Pee nS 2 > a ™ 
- ae * Z a ame Gt » a 2 ‘ Pe Pah 1: i 7 
— — ee —— RAS oe és ms Se ae See be, sh ke 7 
F - ae ae = ss Pk P St ee ee 
4. a, i > PY we a b t " 4 ae f 
‘ % a oJ f ae ‘-* i et ead = ea 
a  - _ eee ber be — —_ 
” Se é vo i 7 ae . 
‘ P — ae . ti « ; 
‘ % * ~ te 4 > oe nee i ae 
: by os oe ! sa,” a i. se a ies = ae 
; ey, ae te ee S ® *. st at uy... ie aK a : : 5 ; 
‘ee ts ¥ At . Sy vs vp 3 Masi P ee Pee 
~ 2, ean t “i et + tne . ea te eae ee ee wipe as 
% Mey e \ ; ij Gs - _ ee 
aa ; r : > So Seneca 
wR 4 ay) _ Ca P mb ig f a yee ? £ 
> “ie red | ae x eae a 
cE ¥. 4 - : ‘ 
ie ee yt ale at 5a, «ai ai sh ahi Pidgs 
i a = 9 ek, *\\e Vhs ue: Sek ae aie 
" se bo iA? ae - y** 7 e raat “os 4 Sati tae ee ies fc 
™ & ‘~ ve we eoet a : es Birt 7 
my i% > ue = ; , 4, st? 3; ‘ v - 7 if 
. . : in ane Phe nor an R ie eke 
le ~~ Be *¢ oN ¢hal : 0 : - 
: py OT ee ey ee me Pec Te Ge eee) ce fer Sal 
be 1 +See we eo : ay ot, r » bs ae" 5 A mae Bo elo ae ce a A Pas : = i 
a . its ae, eee tot Lael 4 At, . a8 Feet se PR eg me Be a eg 
: , 7 oe Fe ee ee a ae eee 
a Tt eae es es eae ; * eae “a - CONE a eee, OO 5 eee = Me ee fo 
o « t % %y ;¥ ™% Pe ane’ eee _ ae *1 ee ake “3 oe Ath oe “a Re ie en ok | a Eo ea sae a bie at 
athe * soe Pat... 3% = TE tee oe eee ee? Ye Daas all Bae: * 
we » 3 el, ie oe : ee NS “i a gee geet ; ies : 3 — ; ort 
“pe tq bi 4 rs ~~ ** 1g Mich © ce as ft 2 me: eae a - Aik 8 : ae tae Pri) ; a bin WEES 
‘ “ otis or ' a. ke “a4 it = Ace 7 Sea aa) aNd tad ¥ * a ee ee Se 
n Ue | $ 4 a i +3 4a : Bae stomps : RD a oF te ea 
¥ ee Sew OM" ve KORE Oo” ee E. fae ite nae 5 Pes aa 
= re * \ #3 atte Mat onl Bs Eco Lee ih haat Pnge Rm e 
er, . % elim Vo Mis SS @ ad Fon ee a ne ae Duy : vs 2 ae a 
Dee. % * 4 we Re WP ve Aer aa 4 ee 2 pas : be eee : 
cA SD Ev) a % * wona®, ~ ee ee eg Y ne : : - ene : 
— or , is > © ae ee fF r 5 ; se 
eer mg, mas we € wel . 4 as Fite ‘ E : fo fe tenn Wee. 
has: Se ia *, * % a er ens - ' ere P Ts bk Pr.” “e ee ah BEE ‘ ge y 
a ae. 3 * . 4 2 yout" i \ eee ae ; ier Coes ; HUN ae 
a - 5 py ait %», % \eet ‘a a . E * ia : : Me ee a 
sets : ¢ on aK + yeol™ a ad : ‘ be ‘ ay . =] eee eee a 
ot: — me TS B, mont? Fat _ ie gs a ‘ j Seer arsine 
ie P i = - : “Re : 
oe — | ji ad i 
* a a 4 ©) ie 
ai Res Sng a Pi ios a "aa ee 
ig LEE sat — , = a iene 
lies a es... _ itt a = — = (eis 
ay = i: : ee eats ae eS poe ane 
War P ee me es kh F Mo ot Tae z. 
ms %. a ; ashe a ‘ ae 
ae ~ 4 . ‘ ~ rage ae “A +5 ~ ; ; « ; , ae 
é.. _ i en =e : cae, aa | |  . 
a — ee , ) ~ S Soh ll : phir a Fenes 
ae — . Si el le — ' nite , Bey 
ee a i —— — ll eel Pr te, 
oe — ies Py —" Berea ee nse, rae ~ ‘ ae . 
a a —— % Poe os? ae aati ay Soy meee set 2 . tae AS — ee as 
“7 be é k aa os f- s 
“i : eee - i 
“Sa be : . : 
? 3 ate eee ~~ He sg gue : eaiA es oe sche 
ce ~ aoe hk eae oe, a Pie Beet: Sige 
: : ie Dastpriene Bin kere a) ke ae 
© RG tS i 
Be owe 
- i ES ee a A Oe Ne LE ¥ 3 “7 ; bee A Aiea. joke 
ee i ies fs 5 taf he % a Ba! he él - : at 
Sly te) ; 
wi, ag Sait ee 
geek Te 
; PoE era: 
sews 
- a € me aft 
‘ x 


8 


$90,000,000 Advertiser... 
Harder to Reach 
Consumers with 

Ads, Lever Says 


Too Many New Products 
Helped Cause Dip in 
Sales and Earnings 


New York, March 14—Lever 
Bros. today reported a sharp de- 
cline in profits for 1960 operations. 
Earnings slid 25%, from $15,200,- 
000 to $11,400,000. Sales also were 
down, from $409,600,000 to $388,- 
000,000. 

Lever cited a number of factors 
to explain the poor showing. The 
company said it probably intro- 
duced too many new products dur- 
ing the year. And it said the rapid 


expansion in advertising by all|the commercial messages” carried 

companies made it more difficult} by advertising media. 

to get the consumer’s attention. | “This is a matter of great im- 
About one-third of the $3,800,- portance to the future of the com- 

000 profit decline was attributed| pany,” the report said. “To be 

to “more favorable tax and inven-| heard and to be remembered in 


‘tory adjustments in 1959 than in| today’s advértising conditions re- 


1960.” |quires very skillful work in the 
Turning to other factors, Lever) area of advertising copy. 
noted that general economic con- 
ditions were “less favorable” and | : : 
that “competition within our in- etcteengay Ries gga vo ae 
dustries continued to mount at an) — outstanding re 5 repro 
accelerated pace.” | fairly ordinary. To produce mes- 
sages which are effective in today’s 
climate—messages which get the 
# The company report to employes | interest of the consumer and leave 
then added: |her with a memorable and com- 
“Beyond the industry, competi- | pelling idea—will require increas- 
tion of another sort—the rapid in-| jing skill on the part of our own 
crease in the total amount of | marketing people and our agen- 
advertising promotion effort com- | cjes.” 
peting for the mind and the atten-| Lever reported that it put eight 
tion of the consumer—was alsO|new products in test markets in 
keenly felt.” |1960. These were: Vim heavy- 
Lever, which spends more than| duty low-suds detergent, Nifty 
$90,000,000 annually on advertis- | scouring cleanser, Starlight Sham- 
ing, reported that “a major effort” | poo Puffs, Baby Dove, Mrs. Butter- 
was started in 1960 “to improve! worth’s syrup, Summer County 
the quality and effectiveness of' margarine and Oratabs (a tablet 


s “What was once serviceable has 


|to clean teeth between meals). 

| The company conceded that the 
| timing in the introduction of these 
| products was not the most oppor- 
tune. Noting that most of them 
| were in test markets or in the early 
| stage of expansion during the year, 
|the report stated: “They were 


|costing us money rather than | 


| bringing in substantial earnings 


to replace those of older declining | 


products.” + 


Cal. Yellow Cab to Honig 


Yellow Cab Co. of California on | 


| April 1 will consolidate all its 
advertising with Honig-Cooper & 
Harrington, which has handled 
| Yellow Cab in San Francisco since 
1930. The company’s advertising 
|/in the Las Angeles area has been 
handled for the past 10 years by 
J. Walter Thompson Co. The ac- 
count will be serviced by Honig’s 
Los Angeles and San Francisco of- 
fices. George E. Worster, president, 
said the account bills about $200,- 
000, split almost equally between 
the two cities. 


* 

Women’s, Misses’, 

Junior Misses’ and Girls’ 
Apparel and Accessories, 
Year 1960 (George Neustadt). 


RESPONSE-able 


New York 


takes home the 
WORLD-TELEGRAM 


It’s the family newspaper 


:% Hi i 
a 


...to FASHION-able women whose flair for 
style is backed by their buying power. 


The result is responsiveness that keeps the 
World-Telegram FIRST IN FASHION 
advertising among New York’s weekday 
newspapers: For fashion goes where it sells and 
it sells in the World-Telegram. 


of New York’s 


better-income market, bought by the men, carried 
home to the women and read by both. They watch 
for its timely news, follow its lively features 

and buy from its varied advertising. 


NEW YORK WORLD-TELEGRAM 


New York's qua//ty evening newspaper 


Advertising Age, March 20, 1961 


3 FIRST PRIZES. 
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Avertiomah Panse 


KITCHEN SINK—Armour & Co. 
launches a 13-week “Name _ the 
Recipe” contest May 1 with six 
first prizes of custom-designed 
kitchens by Westinghouse. The 
contest will be promoted in Life 
May 5 and Look July 4; in news- 
papers; and in radio and tv spots. 


Dixie Cup Sets New 
Push in ‘SEP’, TV 


EASTON, PA., March 15—The Dix- 
ie Cup division of American Can 
Co. will launch its first coupon 
offer since last year with a four- 
color page ad in the April 15 issue 
of The Saturday Evening Post. 

The 2-for-1 coupon offer for 
| Dixie Cup dispensers will be a 
| once-only ad confined to the SEP. 
| It is timed for the start of what 
| the company calls the heavy selling 
|season, and is part of its “‘contin- 
uing and long-term effort” to build 
| the use of its products in the home. 
| The Post has a prime place in 
| Dixie Cup strategy. Last year the 
|company ran 19 insertions (about 
14 in full color), with the effort 
| basically behind two products—the 
| dispenser, and the Mira-Glazer cup 
with a polyethylene lining. 
| For 1961, roughly the same kind 
of schedule has been set. 


s First ad in the 1961 series breaks 
March 25. The one-and-a-half page 
four-color ad features a cup full 
| of holes, designed to dramatize the 
effectiveness of the polyethylene 
lining of Mira-Glaze. The “holes” 
| are actually polyethylene windows. 
| In addition, Dixie Cup will be 
on tv, beginning April 17. The 
company will be a participating 
sponsor on “Walt Disney Presents” 
on ABC-TV. The campaign, run- 
ning in spring and early summer, 
| features 60-second animated com- 
mercials described as “very cute.” 

According to Hicks & Greist, 
New York, the company’s agency, 
Dixie Cup is “fundamentally con- 
scious of maintaining one of the 
great brand names that has actu- 
ally been built into the language.” 
An agency man added: “Don’t give 
all the credit to the advertising 
agency for the way the product 
has come along!” # 


_NICB Index Shows Little 
Economic Change in 5 Months 
The economic weather hasn’t 
|changed much since September, 
according to the special barometer 
—an index of classified help-want- 
ed advertising—developed by the 
| National Industrial Conference 

|Board. The NICB said the index, 
based on help-wanted ads run in 
33 major cities, has only varied be- 
tween 82.6 and 79.9 from Septem- 
ber to January. It was 110.1 in 
February, 1960. 

For the past 40 years, help-want- 
ed ads have run parallel to over-all 
business cycles, the NICB pointed 
out, suggesting that the index is a 
useful tool for specific market ap- 
praisal. NICB adjusted its data for 
seasonal and number-ofeSunday 
variations occuring within month- 
ly cycles, and compiled regional 
indexes for the northeast, north 
central, south, and west sections of 
the U.S. 
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More revitalization and expansion is going on in Baltimore now 
than at any time since the great fire of 1904. 


A totally new Charles Center (the 22-acre heart of downtown) 
is under way. A magnificent new Civic Center is also in con- 
struction. Urban renewal projects are rising throughout the 
city. Add to this a boom in private residential building, with the 
new shopping areas and other retail outlets that follow. 


What greater indication of a prospering community! Today 
Baltimore’s buying big. It’s the 8th fastest growing metropol- 
itan market in America . . . and only 3 larger markets exceed 
Baltimore’s rate of growth in total retail sales. 
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How do you reach this tremendous purchasing power? Here 
are some interesting facts. Half the families in the entire state 
of Maryland live within a 15-mile radius from the center of 
downtown Baltimore. In this compact area . . . roughly the ABC 
City Zone . . . an estimated 92% of all retail sales are made. 


This is ‘‘Sunpapers Country” . . . over 420,000 daily circula- 
tion and over 319,000 Sunday. 88% of our daily circulation 
(77% of it home delivered) and more than 82% of our Sunday 
circulation (80% of it home delivered) is in this City Zone. 


With the Sunpapers, you reach the overwhelming majority of 
Baltimoreans where they live, work and buy. 


gs THE BALTIMORE SUNPAPERS 


National Representatives: Cresmer & Woodward —New York, San Francisco, Los Angeles; Scolaro, Meeker & Scott—Chicago, Detroit 


Circulation Figures: ABC Publisher's Statement 9/30/60 
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Plywood Men Weigh Putting $2,000,000 
Extra in TV Ads to Meet Competition 


Rival Materials Pose 
Threat in Soft Market; 
Capacity Keeps Growing 


Tacoma, March 15—Plywood 
manufacturers of the West Coast, 
suffering from substantial excess 
mill capacity, are taking a long, 
close look at a proposal for a new 
tv promotion to cost $2,000,000 a 
year and to extend for two years. 

The tv promotion would be fi- 
nanced by a special levy on mills 
of 25¢ per 1,000 sq. ft. of plywood 
and would be in addition to the 
current industry promotion of 
Douglas Fir Plywood Assn. 

Last year the association’s budget 
reached $5,500,000, of which $1,- 
250,000 was for media; other ex- 
penditures went to support direc- 
tion promotion with a field staff of 
nearly 100, plus quality control, re- 
search and certification of grades 
and standards. The regular 1961 
budget is on the same scale. 

The proposal for an extra ad- 


vertising push came _ originally 
from a manufacturer, Robert G. 


Davis, general manager of South- 
ern Oregon Plywood Inc., Grants 
Pass, Ore. He asked the associa- 
tion’s executive board for an extra 
campaign that would be on top of 
all present industry promotion and 
would take the plywood industry 
for the first time into tv. 


# Subsequently the group’s staff 
made a careful study of all forms 
of advertising that might be used 
in a plus-promotion designed to 
reach consumers and those who 
handle plywood between the mills 
and consumers. 

The study was conducted by 
John G. Ritchie, advertising direc- 
tor. His report to the board stated 
that plywood as a product is not 
well enough known to users and 
that competition of other buildings 
materials is drowning out promo- 
tion efforts of the plywood indus- 
try. 

In the background is the contin- 
ued increase in capacity of the fir 
plywood industry, located in Ore- 
gon, Washington, California, Idaho 
and Montana. Production last year 
reached an alltime high of 8 billion 
sq. ft. Output has risen nearly 
fourfold since 1950. The fir group 
calls plywood “the nation’s fastest 
growing industry outside the de- 
fense field.” 


# But while output has been rising, 
capacity has increased even more 
rapidly. Compared with an increase 
of 3% in production last year, ca- 
pacity was up 11%. Additional 
mills are now under construction, 
even though the industry has been 


INITIAL DIFFERENCE—By coincidence 
these both Warren 
Reynolds. AA regrets using a photo 
of the wrong man on Page 84 of 
the Feb. 27 issue. At left is C. 
Warren Reynolds, president of 
Ronalds-Reynolds & Co., Toronto. 
His picture should have appeared 
with a story on his agency’s bill- 
ings. At right is Warren J. Reyn- 


two admen are 


olds, assistant publisher of Parade, 


whose picture appeared erroneous- 
ly. 


operating at substantially less than 
capacity for a number of months. 


e With these factors in the back- 
ground, Mr. Ritchie told the board 
that overproduction and competi- 
tion are squeezing the profit from 
plywood and that without greatly 
expanded promotion it was doubt- 
ful if the industry could sell all the 
plywood it is capable of produc- 
ing—at any price. 

Some sales-minded plywood 
manufacturers have been smarting 
under the competition of well-pro- 
moted rival materials. Mr. Ritchie’s 
report showed the following per- 
centages of sales invested in di- 
rect advertising: 


| March 


% of TV Budget | 

Sales (000 
Advertiser in Ads omitted) | 
Armstrong ........ 2.60 $5,078 | 
ee 1.70 5,900 | 
So ae 1.70 5,700 | 
Reynolds .......... 1.50 3,300 
i een 0.50 6,225 
Douglas Fir ...... 0.17 none | 


# A $2,000,000 special tv. ‘promo- | 
tion would amount roughly to 0.3% 
of the industry’s 1960 sales. eral 
are expected to rise both in 1961 | 
and 1962, the period contemplated | 
for the new promotion. 

To explain the proposed special | 
tv promotion to the industry, Mr. | 
Ritchie has been holding a series 
of 12 meetings throughout the pro- 
ducing area. At the conclusion of 
these meetings in mid-March the} 
results will be evaluated by the| 
association’s executive board. If the | 
board approves the idea, the mills 
will formally vote on the proposal. 
It is understood that reception by 
mill representatives attending in-| 


dustry meetings has so far been 
favorable 
Whether a tv promotion would 


be handled by the association or by | 
some other industry group is a 
question yet to be handled. The 
group’s advertising is handled by 
Cole & Weber. + 


Defense Contractor 


Ads May Jeopardize 
U.S.: Sen. Cannon 


WASHINGTON, March 16—Sen. 
Howard Cannon (D., Nev.) com- 
plained today that advertising by 
defense contractors has reached 
such a scale that “it could well 
jeopardize our entire defense ef- 
fort.” 

The senator, who is a member 
of the aeronautics and space com- 
mittee and the Senate armed serv- 
ices committee, said the volume of 
advertising activity by defense 
companies has been privately esti- 
mated at $500,000,000. 

“While we all recognize the use- 
ful function of advertising and 
public relations,” he told a missile- 
space conference of the National 
Rocket Club, “the American peo- 
ple are paying this bill. 

“IT am sure that they would be 
highly displeased to learn that the 
beautiful four-color printing ex- 
hibits which appear in our popular 
magazines and newspapers prais- 
ing the wonders of a defense prod- 
uct were actually paid for by their 
taxes.”” = 


Brach Advances Three 

E. J. Brach & Sons, Chicago, can- 
dy manufacturer, has promoted 
Burton N. Lowe, formerly adver- 
tising and merchandising manager, 
to marketing director. Robert J. 


Urban, who joined Brach recently 
from Tatham-Laird, was named 
advertising manager. Earl W. 


Bromstedt has been promoted to 
merchandising manager 


Lewyt Drive to 


| distributors 


Rose Mae <ee 


@ juniors 


v\ 


TIE-IN—Rose Marie Reid is tying in 
its advertising with the movie, 
“Where the Boys Are,” with four 
color pages in Seventeen from) 
to June. This ad shows 
Yvette Mimieux, one of the movie’s 
stars, in elasticized bikini. Carson/ | 

Roberts is the agency. 


Promote Compact 


Vacuum Cleaner 


New York, March 15—Lewyt 
| Corp. is heralding the coming of | 
spring cleaning time with a com- | 
pact new vacuum cleaner backed | 
by “a good, healthy campaign” in 


| magazines and newspapers. 


The new Lewyt vacuum cleaner, 
complete with cord rewind and 
wheels, will be featured in b&w 
pages in April issues of Ladies’ 
Home Journal, Life, McCall’s and 
The Saturday Evening Post. The 
company also is planning heavy 
co-op newspaper advertising, with 
schedules up to 1,000 lines. Lewyt 
estimates that its 1961 ad expendi- 
tures will hit $1,000,000. 

Lewyt ads also will appear in 
trade publications, including Home 
Furnishings Daily, Electrical Mer- 


|chandising and Mart. 


Distribution of the new vacuum 
cleaner will reach the 100 or so 
Lewyt used for last 


year’s model, a conventional up- 


| right cleaner. Advertising expend- 
|itures for the 
|*rather light” in 


old model 
1960, the 


were 
com- 
pany said. 


s Lewyt has realigned its market- 
ing and sales force to create wider 
distribution of the product. James 
Farrell, formerly national sales 
manager of the York division of 
Borg-Warner Corp., has been 
named national sales manager, and 
Hank Dorff, previously in charge 
of Lewyt’s marketing, has been 
given added responsibilities as vp 
in charge of marketing and mer- 
chandising. The company says 
other new products will be intro- 
duced later this year. 

Geyer, Morey, Madden & Ballard 
is the agency. = 


Steel Named Publisher 
of ‘Telegram & Gazette’ 
Richard C. Steele will resign as 
vp and general manager of the New 
York Herald 
Tribune to be- 
come publisher 
of the Worcester 
Telegram & Ga- 
zette April 1. 
He will be 
succeeded at the 
Herald Tribune 
by Thomas L. 
Robinson, who 
was publisher 
of the Charlotte 
News until that 
newspaper was 
sold two years ago to the Knight 
chain of papers. 


Richard C. Steele 


Advertising Age, March 20, 1961 


Last year, 


Advertising media, 


will be accepted. 


cies, 


stated. 


Chicago 11, with any necessary 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


ADVERTISING AGE is looking for all the market data it can get 
from advertising media, trade associations and other sources. The 
data will be used in AA’s Market Data section, which will be 
published for the 14th consecutive year in the May 8 issue. 

The data will be described briefly, 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 
some 1,750 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for more than 92,000 individual pieces. 
associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1960, 


2. It must contain market facts. 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
preferably without charge. 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 3, 1961. 

Market data material scheduled for publication before Sept. 1, 
1961, will be listed in a “not yet published” 
that a 50-word description of each such item reaches ADVERTISING 
AGE before April 3. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ADVERTISING AGE, 200 E. Illinois St., 


and classified by type of 


Booklets or brochures which 


If there is a charge, or other 


tabulation, provided 


explanatory notes. 


poner Airlines 
Names Ross Ad VP, 
Opens Astrojet Push 


New York, March 16—American 
Airlines, the nation’s 7 gest air 
carrier, made news on several 


fronts this week. 

American put 
its 707 Astrojet 
into service 
(AA, March 
13), named a 
new advertising 
chief and ran a 
statement from 
the president as 
a full-page ad 
in the March 17 
Life. 

Appointed vp 
in charge of ad- 
vertising was 
Thomas J. Ross Jr., formerly as- 
sistant to the president at Lennen 
& Newell. Mr. Ross, as the airline 
was quick to point out, “is no 
stranger to American.” He was 
account executive on American for 
12 years at Ruthrauff & Ryan and 
Lennen & Newell before the $6,- 
000,000 account moved to Young & 
Rubicam in 1958. 


Thomas J. Ross Jr. 


s Mr. Ross, the son of public rela- 
tions pioneer T. J. Ross, fills a 
spot vacated by Charles R. Speers, 
who has been named vp in charge 
of a newly created traffic admin- 


istration and development depart- 
ment. 

These appointments are effective 
April 1. Messrs. Ross and Speers 
will report to Richard L. Fitzpat- 
rick, vp, sales and services. 


@® The Life ad (it is running in 
only one magazine) is headlined, 
“The Astrojet,” and is somewhat 
reminiscent of the classic “Some- 
where West of Laramie” ad for 
Jordan autos-—both in the artwork 
and the low-pressure copy. It is 
signed by C. R. Smith, president 
of American. 

In his statement, Mr. Smith 
promises that American will not 
indulge in “a coast-to-coast jet 
race.” He reports that American 
has “noted with modest satisfac- 
tion” that in test flights the Astro- 
jet has flown faster than airplanes 
widely advertised as the ‘world’s 
fastest jet airliners.” 

(Note: Trans World Airlines has 
been featuring its Convair 880 as 
the fastest jet.) 

However, Mr. Smith says Ameri- 
can will not “make a great deal 
|}of the speed of the 707 Astrojet.” 


David Simmons Named 

David N. Simmons has joined 
Devney-O’Connell, New York, ra- 
dio-tv station representative, as vp 
in charge of television. Mr. Sim- 
mons headed his own company and 
before that was vp of John Blair 
& Co. Most recently he was with 
Trand Associates for a short time 


THE ASTROJET 


ofc. of 


ANNOUNCING — 
American Air- 
lines introduces 
its 707 Astrojet 
with this Life ad 
telling why the 
company will not 
stress the speed 
the plane in 
future ads. 
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Men who sell the West with Sunset 


— 


Jean C. Witter of Dean Witter & Co. says— 


In 1924, Dean Witter & Co. opened a one-office 
investment banking business in San Francisco. 
Today, Dean Witter & Co. operates 46 offices, from 
Waikiki to Wall Street. According to Fortune 
Magazine it is the sixth largest investment broker- 
age house in the nation. 


Ask Jean Witter why the company advertises in 
Sunset. ““Sunset’s geographical coverage,” he says, 
“suits our needs perfectly.” Dean Witter & Co. 
has 35 offices in the West and Hawaii. Sunset pro- 
vides compact coverage of the most influential 
customers in this market. 


“We like to talk to the people to whom Sunset 
talks,” says Mr. Witter. When Sunset “talks,” 
2,000,000 readers listen, because it speaks their 
language. 51% of them own corporate stocks and 
bonds. Average for the nation: 12%. 


“Sunset is an ideal medium to build confidence in 
our company,” says Mr. Witter. Sunset readers 
have confidence because Sunset endorses the ad- 
vertising it accepts. 23 categories of advertising 
are not accepted by Sunset. Integrity and good 


“SUNSET IS A SOUND INVESTMENT 


taste are primary yardsticks for both editorial 
and advertising content. 


“Sunset is a sound investment for us,” says Mr. 
Witter. Results, he means. Recently, Dean Witter 
& Co. ran an ad in Sunset with headline, “Start 
a Kitty for a Cruise.” Couple of days later a youn, 
lady walked into the company’s San Jose office 
with $2,000 and said, “this is to start a kitty for 
a cruise.” It was the first of many responses. 


This kind of immediate, confident response ex- 
plains why Dean Witter & Co. and 1429 other 
advertisers used Sunset in 1960. Marketers of ap- 
pliances, cars, clothes, cameras, foods, garden 
supplies, homes, furnishings, insurance, invest- 
ments, petroleum products, travel, many others. 


Sunset will be a sound investment for you, too. 
You can use all of Sunset or any of its three local- 
ized zone editions. (Sunset has published zone 
editions ever since 1932.) Either way, you reach 
the best customers in the West and Hawaii. 
They’ll respond because they have confidence — 
in The Magazine of Western Living. 


THE MAGAZINE OF WESTERN LIVING 


FOR US” 


Mr. Witter reviews Sunset 
advertisement with Richard 
E. Cruikshank, account 
executive of Albert Frank- 
Guenther Law, and Alfred 
Runner, advertising man- 
ager of Dean Witter & Co. 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORNIA 
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At the NAWGA Convention... 


Educational Push Needed to Boost 


Reputation of Food Field: Mortimer 


Cuicaco, March 14—A proposal 
that food industry groups join in 
an educational campaign to combat 
“a totally unwarranted and ap- 
palling loss of public confidence in 
America’s food supply” was put 
forth here yesterday by Charles 
G. Mortimer, chairman of General 
Foods Corp. 

Keynoting the National-Amer- 
ican-Wholesale Grocers’ Assn. con- 
vention, Mr. Mortimer urged sup- 
port of a campaign already 
launched by the Nutrition Foun- 
dation, of which he is president. 

The foundation recently hired 
Jo Hubbard Chamberlin as direc- 
tor of information, and has allo- 
cated a reported $75,000 annual 
budget to begin the work. 


s “Triggered by scare heads and 
fueled by misinformation, public 
confusion and doubt are mounting 
with respect to the wholesome- 
ness—and even the  safety—of 
products we are offering to con- 
sumers,” Mr. Mortimer said. 

“Tt’s time for the food industry 
to take the offensive,” he said. “We 
must move to achieve consumer 
comprehension of the importance 
of proper nutrition and the vital 
contribution the food industry 
makes to our national well-being. 
We need to bring home to Amer- 
icans the realization that we have 
the best, the safest, the most var- 
ied food supply in the world.” 


s Mr. Mortimer said public doubt 
and lack of understanding “foster 
the climate in which was born the 
already repressive, excessively rig- 
id regulatory legislation on the 
books.” 

In New York, Mr. Chamberlin, 
who formerly worked on the res- 
toration project of Sunnyside, in 
Tarrytown, N.Y., said there is no 
advertising involved in the Nu- 
trition Foundation program. 


s The problem of what the food 
industry can expect from the new 
Kennedy administration was dis- 
cussed by a panel of business ed- 


itors, moderated by Attorney Ken- 
dall B. DeBevoise, counsel for 
NAWGA. 


Mr. DeBevoise said changes in 
Washington will come about not 
so much by changes in law as by 
changes in emphasis. He cited as 
an example the anti-trust division 
of the Justice Dept., which is help- 
ing private parties seeking treble 
damages in civil suits. 


8 John Crichton, editor of ADvER- 
TISING AGE, told the NAWGA 
group: “You may look for a re- 
vived and vigorous interest in 
Robinson-Patman. Rand Dixon, the 
new chairman of the Federal 
Trade Commission, is known to feel 
that Robinson-Patman has never 
really been enforced.” 

Mr. Crichton also reported that 
“one thing we have noticed about 
the new administration and its 
staffing of the regulatory agencies 
is the relatively heavy weight giv- 
en to people who have been spokes- 
men in Washington for small busi- 
ness.” 


s Hobart Rowen, business trends 
editor of Newsweek, urged busi- 
ness men to match the candor of 
the current administration in mak- 
ing known their situation and 
desires in Washington. “The ad- 
ministration will be receptive and 
anxious to find a community of 
interests with business,” he said 


® Richard L. Waddell, senior ed- 
itor of Business Week, said people 
in the new administration seem to 
differ about the current status of 


the recession, but he predicted a 
key month for determining future 
action will be April, “when we 
see what the consumer is going to 
do.” 


es A comprehensive study of bul- | 


letins sent by wholesale distribu- 
tors to their retailer customers was 
presented by Daniel J. Bartz, of 
Frazer & Torbet accountants, Mil- 
waukee. 

“A majority of distributors con- 
sider retailer bulletins the best tool 
for keeping retailers 
Mr. Bartz said. + 


Gibson Returns to 
National Ads After 
Five-Year Hiatus 


GREENVILLE, MICH., March 14— 
At a time when many appliance 
manufacturers have curtailed their 
advertising budgets, Gibson Re- 
frigerator division of Hupp Corp. 
will reverse the trend and will re- 
turn to national advertising after 
a five-year hiatus. 


s Gibson plans to invest $200,000 
this year for one spread in Life 
and two consumer contests which 
will be tied in with the Life ad. 
Radio spots will be used to mer- 
chandise the Life ad and the con- 
tests. 

The “M-Day” spectacular is 
scheduled for the April 21 issue 
of Life. All seven regional editions 
of Life will be used so dealers 
throughout the U.S. will be listed 
in editions covering their regions. 


s A total of 6,200,000 insert cards, 
each bearing a different number, 
will run with the spread and will 
reach all home subscribers of Life. 
There will be 500 winning num- 
bers and consumers must visit a 
Gibson dealer to find out the lucky 
numbers. Winners will receive 
their choice of any Gibson appli- 
ance. The prizes are valued at 
$200,000. 

On the back of the insert card 
is an entry blank for a trip con- 
test being sponsored continuously 
by Gibson. A total of 20 trips for 
two to Panama will be awarded 
to consumers by the company this 
year. Gibson also is planning on 
awarding more than 7,000 dealers 


with Panama vacations for sales 
performances. 
® Some 12 spot announcements 


will be used on NBC Radio on 
April 20 to merchandise the Life 
ad and the contests. The entire 
promotion is being handled by 
Gibson’s agency, Creative Group 
Inc., Appleton, Wis. + 


COPIED REFRIGERATOR 
NO FREEZER 


OF THE YEAR 


THIS WILL BE THE MOST 


MARKET MASTER—Gibson Refrigerat 


informed,” | 


_ Out of Space Te 
Blade That Takes Friction 


of Shaving 


READ ALL ABOUT IT—ASR Products is 
running this newspaper-style ad in 
three markets—New York, Chicago 

and Los Angeles. 


ASR Products Breaks 
Push for New Pal 
Blades in 3 Media 


New York, March 
Products celebrated the arrival of 


blades in the nation’s three biggest 
markets today with 1,900-line b&w 
newspaper ads. 

The first phase of a “multi-mil- 
lion dollar” campaign got under 
way via ads in the New York Times, 
the Chicago Tribune, and the Los 
Angeles Times. Neither the agency, 
Benton & Bowles, nor company of- 
ficials would reveal how soon ad- 
vertising will break nationally. 

The Pal ads appear in news- 
paper-style format with a two-line 
headline proclaiming, “Out of space 
technology comes the blade that 
takes friction out of shaving.” A 
hand breaks through the “page” 
and offers a pack of blades. 

Individual newspaper “articles” 


One, for instance, reports that the 
blade glides across the face on “a 
tiny liquid ball-bearing blade coat- 
ing.”’ A picture shows a Pal blade 
splitting a hair. 


8s “A combination of media” is be- 
ing contemplated once the national 
push gets rolling, ASR said. The 
company, a division of Philip Mor- 
ris, will announce the new blade 
on at least four CBS-TV network 
shows—“Rawhide,” “Route 66,” 
“Douglas Edwards and the News” 
and “Perry Mason’’—which are 
sponsored on a participating basis 
by Philip Morris. Magazines will 
be used also. 

Supporting the campaign is point 
of purchase material for drug and 
tobacco stores and “blister packs” 
for supermarkets. A newly- 
designed package, “with crisp new 
type faces and sharp color con- 
trasts,” will house the Pal blades. + 
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or division of Hupp Corp. will fea- 


ture its Market Master refrigerator and two consumer contests in 


this unusual spread, whi 


ch must be read sideways. 


its new Pal premium edge injector | 


tell the story of the new Pal blades. | 


Advertising Age, March 20, 1961 


Top Advertisers, brands in Net TV 


Fourth Quarter, 1960, Gross Time Only 
Source: TvB figures from LNA/BAR 


Top 25 Advertisers 


1. Procter & Gamble ............ $11,911,680 
2. American Home Products .. 8,497,325 
3. General Motors ................ 8,400,044 
BD TRS. svccticcccisiserisnce 5,834,086 
5. General Mills .................. 5,740,264 
6. Colgate-Palmolive Co. ...... 5,255,139 
7. General Foods Corp. ........ 4,714,695 
8. R. J. Reynolds Tobacco Co. 4,670,033 
By IE MIG dcisceccevenseveeseisnne 3,575,597 
10. Sterling Drug 

ig. WEEE. Gidacasdactcdecexecete oe J 
12. Philip Morris Inc. ............ 3,069,438 
13. Liggett & Myers ........000..... 2,843,632 
14. Brown & Williamson ........ 2,816,376 
1S. Ford Motor Co. ...0::00600.... 2,788,617 
16. Bristol-Myers Co. «0.0.0.0... 2,767,222 
17. National Biscuit Ce. ........ 2,703,867 
Ras RIP TBS sciceiarcinteeencices 2,621,780 
19. E. |. du Pont de Nemours 2,422,691 
20. Miles Laboratories ............ 2,365,498 
21. American Tobacco Co. .... 2,188,646 
22. National Dairy Products .. 2,180,338 
Sey Fi CRPRIE GB. ceccctciccscsens 2,114,756 
24. J. B. Williams Co. ............ 2,064,780 
25. S$. C. Johnson & Son ........ 2,061,827 


Top 25 Brands 


2. een: TE ccc $2,891,973 
2. Winston Cigarets ................ 2,034,383 
3. Salem Cigarets ...........00..... 1,626,371 
4. L&M Filter Tip Cigarets ... 1,563,588 
5. Texaco General Promotion 1,496,770 
6. Chevrolet Passenger Cars .._ 1,470,326 
7. Colgate Dental Cream ...... 1,414,295 
8. Bayer Aspirin Tablets ........ 1,387,188 
9. Dristan Tablets ......0000000..... 1,335,401 

. Oldsmobile Passenger Cars 1,299,319 

. Polaroid Land Camera 1,279,529 
12. Crest Tooth Paste ....... ee 
13. Betty Crocker Cake Mix .... 1,235,652 
We FR istanmainaatietnn 1,216,602 
Wels OID: © cckisleveraceinava vedinioretancs 1,210,029 
16. Marlboro Cigarets ............ 1,193,792 
Ree WN SIU scicnciesinsessacves 1,157,264 
TE: GU DOOW vsicitcstsriscias 1,135,454 
19. Ford Passenger Cars ........ 1,116,437 
20. Viceroy Cigarets ................ 1,107,936 
21. Pall Mall Cigarets ............ 1,104,473 
22. Commander Cigarets ........ 1,085,811 
23. Phillips Milk of Magnesio .. 1,059,889 
24. Gillette Razors & Blades .. 1,048,351 
25. Gleem Toothpaste ............ 1,031,543 


“ae ‘American Motors, Past Winner of Mobilgas 


Economy Run, Drops from Race; Cries Foul 


Detroit, March 16—‘‘Foul,” cried 
American Motors, the company 
that built a storybook success by 
heralding the gasoline economy of 
its Rambler car, while branding 
competitors as “gas-guzzling dino- 
saurs.” 

Wails of “discrimination,” with 
an echo of “favoritism,’’ came from 
AMC headquarters when Rambler 
pulled out of the annual Mobilgas 
economy run, which ended today 
in Chicago. 

Rambler planned to enter four 
cars in two categories, but when 
the feather-footed field left Los 
Angeles March 11, the Rambler 


| drivers merely watched. One pair 


of entries was barred by Mobilgas 
officials on a price technicality; 
the other two cars were withdrawn 
by AMC in a dispute over a car- 
buretor. 


# Rambler has been a heavy win- 
ner in past Mobilgas runs, and 
Mobilgas picked up valuable tie- 
in publicity through the Rambler 
advertising that played up the 
economy run. But Mobilgas did 
not stand to suffer from Rambler's 
absence, since this year’s winners, 
with bigger ad budgets, probably 
will give Mobilgas more exposure 
than they would have received 
from Rambler. 

Roy Abernethy, AMC exec vp, 
said that an economy run that 
bars readily available stock cars is 
not a true competitive test of 
economy. 

AMC entered its American Cus- 
tom, with standard transmission 
and overhead valve engine, in the 
Class A competition, for lowest 
price compacts. Mobilgas ruled out 
the entry because there is another 
American, the Deluxe, with the 
old L-head engine, that costs less. 

Rambler won with the L-head 
engine last year, but wanted to use 
the more efficient OHV engine 
this year. 

According to one AMC spokes- 
man, “The rule book does not say 
anything about prices—that clause 
was added later.” 


# In Class B, Rambler entered two 
American Customs with automatic 
transmission, but pulled out just 
before the run started in a squab- 
ble over what carburetor could be 
used. 

Mr. Abernethy said a running 
change in carburetors was made 
at the factory on all 125 hp over- 
head valve engines. This change, 
he maintained, was made prior 


to the Jan. 23 deadline specified 
by the Mobilgas rules. He said it 


was “completely arbitrary” to bar 
the improved carburetor, since it 
was already standard equipment 
before the deadline. 


NO COMMENT: MOBIL; 
"MISUNDERSTOOD’: USAC 

New York, March 14—Socony 
Mobil said today it had no official 
comment on Rambler’s withdrawal 
from the economy run. Instead, the 
company passed on a statement by 
A. C. Pillsbury, chief steward of 
the U.S. Auto Club, regretting that 
Mr. Abernethy was “not truly 
aware of the intent of the USAC 
ruling.” 

The petroleum marketer empha- 
sized that it is merely the sponsor 
of the run, while USAC handles 
organizational matters. “The rea- 
son we have a body like USAC 
handling the event is just because 
of the possibility that such events 
may happen,” Mobil said. 

In his statement Mr. Pillsbury 
said: “Our first obligation in su- 
pervising the run is to assure the 
motoring public that the competing 
automobiles are typical production 
cars, the same as anyone might 
buy.” + 


Ad Criticism May 
Prove Disastrous, 
McGaughey Warns 


Santa BARBARA, March 17-—The 
Assn. of National Advertisers will 
wind up its 15th annual western 
meeting here tomorrow. 

The tone of the opening session 
on Thursday was set by Emmett 
C. McGaughey, exec vp of Erwin 
Wasey, Ruthrauff & Ryan, Los An- 
geles, who urged ANA members to 
talk back to numerous critics who 
portray admen as bad men. 

“Perhaps we’ve become too ac- 
customed to the backhanded swipes 
handed so freely to our business in 
general,” said Mr. McGaughey. “So 
accustomed, we're inclined to dis- 
miss such criticism too lightly.” 


8 “It’s my conviction,” he contin- 
ued, “that if those who seek to dis- 
credit advertising are successful, 
the adverse effects and reaction 
upon our way of life could be ap- 
palling. And the constant drip, drip, 
drip of unanswered—or unjustified 
—criticism could eventually be dis- 
astrous.” = 
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At home in the 
country or the city... 
wherever important 
things are done 

or discussed, vou'll 
find the” Metropolitan 


personality.” 


METROPOLITAN 
BROADCASTING 


205 Eust 67th Street, New York 21, N_Y. 


TELEVISION STATIONS 
WNEW-TV. New York, N.Y. 
WTTG,Washington,D.C. 
KOVR-TY, Sacramento 
Stockton , California 
WTVH, Peoria, llinois 
WTVP, Decatur, Illinois 
RADIO STATIONS 
WNEW, New York, N.Y. 
WELK, Cleveland Ohio 
WIP. Philadelphia, Pa. 
INTERNATIONAL 

WRU L.Worldwide 
Broadcasting System 
OUTDOOR ADVERTISING 
FOSTER & KLEISER 
operating inWashington, 
Oregon, Arizona 

and California 

Gown by Lanvin-Castillo, Paris 


Photograph by Peter Fink 
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IN THE RECESSION-PROOF CATHOLIC SCHOOL MA 
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You can’t turn off the equipment and 

supply needs of more than 5,000,000 Catholic 
school children. Here is an independent growth 
market unaffected by economic fluctuations. 


Catholic School Journal reaches the greatest single 
concentration of Catholic educators and administrators 
who must meet the needs of this growing enrollment. 


1 Send Today for Brochure and Sample Copy 


HOLIC SCHOOL JOURNAL 


400 North Broadway ° 


Milwaukee 1, Wisconsin 
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Massey-Ferguson Sets TV Show 

Massey-Ferguson, Toronto, man- 
ufacturer of farm equipment, pre- 
|miered a new half-hour tv show 
lcalled “Five Star Jubilee” on 
|NBC-TV March 17 (8 p.m. EST). 
| A country and western music pro- 
| gram, it will feature five stars on 
a rotating basis—Snooky Lamson, 
Tex Ritter, Rex Allen, Jimmy 
|Wakely and Carl Smith—and is 
| scheduled to run through Septem- 
ber. Needham, Louis & Brorby, 
| Toronto, is the Massey-Ferguson 
| agency. 


Gulf Publishing Boosts Hart 

| Gulf Publishing Co., Houston, has 
|appointed Gene Hart mid-conti- 
/nent manager, with headquarters 
|in Tulsa. Mr. Hart wili now repre- 
lsent World Oil, Pipe Line Indus- 
| try, Composite Catalog and Pipe 
| Line Catalog. Mr. Hart joined Gulf 
lin 1950 and was eastern advertis- 
|ing representative for Petroleum 
Refiner, with offices in New York, 
| prior to moving to the Houston 
‘headquarters in 1958. 


SPECIAL EFFECTS: 1001 special reasons why your commercials should 


be du SCOTCH® BRAND Live-Action Video Tape! 


There is nothing new about special optical effects in TV. What is 
new... excitingly new in video-taping special effects on “Scotcn” 
BRAND Video Tape is the instantaneous speed, ease and economy 
with which tape does the whole bag-of-tricks . . . does 90 per cent 
of them merely by pushing a button! No waiting for days, weeks, 
while lab work and processing laboriously create an “effect.” 
On video tape you create electronically, instantaneously. And 
"1001" is just a number —in creative hands there is no limit! 


By pushbutton and an electronic special-effects generator you can 
create thousands of variations . . . wipes, dissolves, fade-outs . . . 
you ean matte a person or product from one scene into an 
entirely different one . . . combine several images of the same 
person on the sereen . . . introduce pixie or giant characters 
with normal-size people . . . do split-screen “before and afters,” 
or a montage of different scenes . combine photographs, 
miniature sets, drawings, cartoons, movies, with live or tape 


Mimnesora [twine ano [/fanuracrurine company ES 


.. WHERE RESEARCH IS THE KEY TO TOMORROW 


scenes .. . produce pop-on overlay effects, faces, product labels 

. do limited animation of titles, cartoons, as well as smoothly 
integrating film animation with tape . . . create rain, snow, fire, 
smoke, even dream sequences —you name it! 


And special effects are just the dressing on the salad. Basic video 
tape advantages for black and white and color, include: (1) new 
picture quality, “real-life” presence, (2) immediate playback that 
eliminates errors . . . provides “how're we doin’?” feedback, 
(3) time and money savings. 


Get the tape story! Next TV storyboard you produce, take to your 
local video tape house for analysis —and a bid that will surprise 
you. No cost or obligation. FREE ILLUSTRATED BOOKLET: ““Tech- 
niques of Fditing Video Tape’ —a sampling of ideas used by 
video tape editors in building shows from tapes, splicing and 
special effects. Send to: 3M Company, St. Paul 6, Minn. 
"SCOTCH" is a registered trademark of 3M Company. © 1961, 3M Co. 
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Advertising Age, March 20, 1961 


Homemaker Panel 
Likes Private Labels, 


Spurns Premiums 


New York, March 14—A pan- 
el of five homemakers was in- 
terviewed by the merchandising 
and sales promotion group of 
the American Marketing Assn. 
last week, and what came forth? 
Paeans of praise for the A&P 
and its private brands—and 
only a cold shoulder for such 
brand name allurements as cou- 
pons and premium offers. 

All the panel members were 
from Westfield, N. J.; four were 
married, three had children. The 
moderator was Charlotte Mont- 
gomery, ad consultant and Good 
Housekeeping columnist. Most 
of the questions dealt with spe- 
cial promotion techniques. The 
answers were not too reassur- 
ing to the audience. 

All but the unmarried panel- 
ist expressed unswerving loyal- 
ty to private brands, because 
they are cheaper and just as 
good or better—and, as one 
woman explained, “They are 
made by the same companies 
as name brands.” Four of the 
five estimated that 50% or 
more of their supermarket pur- 
chases consist of private brands. 
The unmarried member esti- 
mated private brands account 
for only 6% of her purchases. 


® Do they send away for pre- 
miums offered in advertising? 
Definitely not. One woman said 
she didn’t believe they offer 
good value: “They’re just some- 
thing someone wants to unload.” 
Another panelist said premiums 
are usually “something I al- 
ready have and never use.” 
Another said she would never 
send for clothing offered as a 
premium because “clothing is 
something I'd want to see before 
I bought.” Another said she 
sometimes saves the coupons, 
but rarely gets around to mail- 
ing them. 

What do they do with coupons 
that come in the mail? Two 
women toss them into the waste- 
basket—“I don’t even open 
them.” Two said they would use 
the coupons if they were for 
brands they customarily use. 
The fifth said she “sometimes” 
uses them. 

Would they try to redeem the 
coupons for money without pur- 
chasing the product promoted? 
Two said yes; three said no. 


@ What about coupons featured 
in magazine ads? “‘They’re too 
much bother” was the consen- 
sus. Four said they never clip 
them. One said she might use 
a Magazine coupon. 

Do they buy their drugs at 
the supermarket? Only the un- 
married panelist said she goes 
to the drug store to purchase 
drugs that are available in su- 
permarkets. Three buy their 
drugs at the supermarket, while 
one patronizes the local discount 
house. 

Did trading stamps lure them 
to one particular store? Since 
the majority of the ladies were 
inveterate A&P shoppers, they 
weren’t very interested in sav- 
ing stamps. The only stamp col- 
lectors were two women who 
said they saved them, not from 
grocery purchases, but from gas 
stations. # 


Parker Runs Radio Push 

Parker Bros., Salem, Mass., 
started a two-week radio push 
March 17 on four New York 
stations to promote its new Civ- 
il War game, “1863.” Approxi- 
mately 200 announcements, 
made up of minutes and 30- 
second spots, will be aired. 
Badger & Browning & Parcher 
is the agency. 
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Biller Nat | 


UTTER NUT—Butter-Nut Foods Co. | 
kicks off its 1961 campaign for| 
Butter-Nut coffee with this ad| 
in western editions of Reader’s | 
Digest and in Sunset during | 
March, D’Arcy Advertising Co. | 

is the agency. | 


Sweden Moves | 
to Bar Bootleg 
Ads from Ships 


STOCKHOLM, March 14—The 
Swedish government last week 
took action to prevent ships 
from sending commercial radio 
programs from international 
waters in the Baltic to beat the 
ban on commercial broadcasting 
in Scandinavia. 

A new shipping decree, ef- 
fective April 1, makes it an of- 
fense for any vessel in Swedish 
waters to carry radio or tele- 
vision transmitting equipment 
which, if used on Swedish ter- 
ritory, would conflict with ex- 
isting international broadcast- 
ing agreements. 

Nils Horjel, permanent secre- 
tary in the Swedish communi- 
cations department, explained 
the decree meant Sweden could 
confiscate such equipment if 
the ships put into a Swedish 
port. 

“To make the decree effec- 
tive, however, we must have the 
cooperation of the other Scan- 
dinavian countries,” he added. 


® Two ships at present are 
broadcasting from international 
waters in the Baltic. These are 
the Radio Nord and Radio 
Mercur. 

They transmit programs re- 
corded in on-shore studios by 
Scandinavian and other artists. 
The items are interspersed with 
advertising commercials. <A 
number of big Scandinavian 
advertisers have bought air 
time. 

If Sweden can persuade Den- 
mark and Finland to issue simi- 
lar decrees, the ships will be 
forced to go into West German 
or Eastern Bloc ports on the 
Baltic for supplies. 

Sweden repeatedly has made 
it clear that she fears foreign 
powers may follow the example 
of these ships and bombard her 
from international waters—not 
with entertainment and adver- 
tising, but with propaganda. + 


Reinhold Boosts Hoagland 
Donald Hoagland, sales man- 
ager of the catalog division of 
Reinhold Publishing Corp., New 
York, will become division man- 
ager and publisher of Chemical 
Engineering Catalog and Chem- 
ical Materials Catalog March 31. 
He succeeds H. Burton Lowe, vp 
and publisher of the division, 
who will retire after 35 years 
with the company. Harry I. 
Martin, formerly a district man- 
ager, succeeds Mr. Hoagland. 


Saks 34th St Uses timated that more than 100,000|Nelson, previously with the Los 
Ss 


/persons pass the window during | Angeles office of Fuller & Smith & 
‘the d “We get tremendous ex- ss, has joine ac s s 
Projector in Window the day. g Ss ex-| Ross, has joined MacManus, John’s 


tra circulation and prolong the/| Los Angeles office as broadcast di- 


Your Script or Copy 
may carry the haz- 


ard of claims for 
life of our advertising,” he said. + | rector in charge of the western di-| LIBEL, SLANDER, 
to Prolong Ad Life | porwreang . INVASION OF PRI- 


| VACY, VIOLATION OF 
NEW YORK, March 14—Saks 34th MacManus, John Names In New York, MacManus, John COPYRIGHT, PIRA- 
St. is attempting to compensate | Statt has named three to the group han- | SCREEN CY, PLAGIARISM. 
‘ Seven to Three Staffs : | ; 
for the ‘‘one-day pull of newspaper dling Scotchgard Stain Repeller. | 
ads” by a continuous projection of MacManus, John & Adams,| James Norris, formerly with Mc- || You CAN'T pull 
its daily newspaper ads on a 3’ | Bloomfield Hills, Mich., has pro-|Cann-Erickson, has been named | an] = bac 
screen in one of its main show | moted Bruce Unwin, who joined | | account executive. Jack Woolf, for- 


EMPLOYERS 
have our Unique 


REINSURANCE 
windows. the agency in 1955, to executive | merly with Mogul Williams & Say- ae RATION 
The device is used Mondays and art director. William B. Everson, | jor, becomes art director, and Nan CORPORATI 


the loss — ade- 


fie 21 W. Tenth, Kansas City, Mo 
Thursdays. account supervisor, and Colin H.|Braman, formerly in the agency’s ae 7 New York,'107 William St. 
Edward J. Brown, executive | John, account executive, have been | Bloomfield Hills office, joins the || Write for details Chicago, 175 W. Jackson 


. and rates. San Francisco, 100 Bush St 
head of the department store, es-| named vps. Harmon O. (Ham) | account as a copywriter. 


“We have been a regular user of Emery Air Freight for the past two years,” said Mr. Thomas Falvey, 
‘Trafic Manager of Lambert Hudnut, makers of such well known products as Listerine and Anahist. 
“Emery is part of eur planned every-day operations. By using -mery we save on warchousing costs 
yet keep our distributors supplied. with our fast-moving products. During the year we launch many 
new products. It’s impossible to know exactly when one of them will catch on. But when one does, 
you must have it on the counters. Fast, dependable delivery can mean the difference between profit 
and loss. We rely on Emery to deliver special promotion material on time and to keep our distributors 
stocked with our products to mect unexpected demands.” To find out how much faster emery 


can 
deliver your shipments anywhere in the country, call your local E-mery man, or write... 


EMERY A/R FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 
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- INSIDE TELEVISION: The CBS Television Network broadcasts more of the 
Most popular programs (Top 10-20-30-40) 
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‘combined: And i it tops off this achievement with the biggest average au- 
-dience in all television, just as it has done year after year since 1955. CBS 
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The Editorial Viewpoint... 


Fun & Frolic in Adland 


Yes, we know this is the same title we put on an editorial in this 
space last week. Last week—discussing the manner in which com- 
petent working admen and women get pushed out of jobs when 
agencies lose clients—we were feeling sarcastic and a little embit- 
tered. This week we’re simply confused. 


We’re confused because it seems to us that a good many workers 
in the advertising vineyards seem to confuse fun & frolic with the 
serious business of turning out advertisements that move merchan- 
dise. (Maybe, after all, there is some relation between this kind of fun 
& frolic and the job losses of which we spoke last week.) 

What we’re talking about is the lack of relation between two sim- 
ilar items which appeared in these pages last week. One was Bill Ty- 
ler’s selection of what he considers the ten best ads of 1960. The oth- 
er was the announcement of six “gold key” winning awards by the 
Advertising Writers Club of New York. 

Tyler selected his ads, “not for what they did, but for the talent 
and taste and selling sense that went into their creation.” This year’s 
selections, he said, are more direct than those of previous years. “With 
few exceptions, they tell their story substantially in picture and head- 
line. Copy is used to advance and expand the headline promise, to 
pile on selling points, and to lend conviction. In other words, most of 
these ads work two ways. They make a selling point with even the 
casual scanner. And they do a deep selling job on the ad reader.” 

The six “gold key” winners of the New York advertising writers 
club were picked “not from the standpoint of lyrical artistry, but for 
[their] contribution in expressing the sales idea.” 

Sounds pretty much the same, doesn’t it? So it isn’t surprising that 
one ad campaign appears in both lists—the Steuben Glass ads by 
Louis Redmond. 

But there the similarity seems to end. Mr. Tyler’s choices are smart 
and intriguing, but—as he says—there is no beating about the bush. 
They tell their stories substantially in pictures and headlines, and the 
body copy, if any, re-enforces and expands the initial impression. 

This also may be said, probably, for four of the six “gold key” 
winners. But the other two—one a radio commercial and the other a 
tv commercial that never ran (it won the award for “the best ad I 
ever wrote, which never ran’) are definitely of the “cute” school. 
They may eventually make their sales points, but their initial aim is 
to shock or surprise and presumably thus to rivet attention. 

These may be extremely effective ads, worthy of their awards, and 
we are not criticizing them. We are, however, pointing out that juries 
—including especially juries of advertising writers or art directors— 
have a tendency always to go overboard for the cute, the unusual and 
the offbeat, without too much regard for such mundane things as 
practical marketing effectiveness. 


It is more fun to work on ads like this, where flights of fancy may 
be nearly unrestrained, and it is more fun to give awards to such ads. 
It is not necessarily more fun to pay for them. 


Hurrah for the British! 


The comparison that doesn’t compare anything suffered a severe 
setback in Great Britain last week when the Independent Television 
Authority, governing body for commercial tv, banned comparative 
claims in detergent and soap powder advertising. Brand X, the “or- 
dinary” washday product, will presumably disappear from the air. 

The British soap and cleanser people are not very happy about the 
banning of comparative claims in this category, insisting that there’s 
much more dirty linen to be cleaned up outside the sudsers category 
than in it. 

They may be right. But the overworked comparisons in all fields 
between Our Wonderful Product and “Brand X, the ordinary brand,” 
are so obnoxious that their disappearance can scarcely be mourned. 

In this country, at least, the “ordinary” brands of products which 
are used for television demonstrations seem frequently to be extreme- 
ly un-ordinary. And right now we’d like to nominate for oblivion the 
“ordinary” soap in the Lifebuoy tv commercial which washes right 
off, whereas Lifebuoy somehow doesn’t. 

We've watched this scene with fascinated intentness a dozen or 
more times, and we still think the “ordinary” stuff and Lifebuoy do 
exactly the same visual disappearing act under the impact of water. 


Supermarket Threats 


Sidney R. Rabb, chairman of the Stop & Shop supermarket chain in 
New England, told the New York Sales Executives Club the other day 
that nationally advertised brands can’t escape private label competi- 
tion if they “disregard our need for a fair profit on his item.” 


This scarcely classifies as news, nor does Mr. Rabb’s statement that 
private label goods can sometimes be sold. But don’t kid us, Mr. Rabb, 
the super needs pre-sold labels as much as the labels need the super. 
That’s the reason supers carry national brands—and always will be. 


| 
| 


Gladys the beautiful receptionist 


? ae | mY 


—Bill Arter, Byer & Bowman, Columbus, O. 


“His output for today was one headline, ‘Buy or I’ll Cry’.” 


What They're Saying. . . 


Two Roads to the Same End 


|face froth that gets whipped about 


I do not want to defend the 
American consumer or even the 
American people blindly, without 
an appraisal that is both objective- 
ly honest and soul-searching. But, 


by the winds of publicity. Under- 
neath there is the great solid sea of 
an American nation as simple in its 
aspirations, as traditional in its 
virtues, as conscious of its high 


destiny as any there has ever been 
in the old world. 


“Here is a people rather baffled, 


being an American, and being an 
American who believes so strongly 
in the economy and the people, ad- 
mittedly makes it difficult to be|but a people resolved to know; a 
sure of such objectivity. It is re-| people faced, as it seems to them, 
assuring, then, when one finds a| with a whole globe needing to be 
learned outsider who takes the| set to rights, but determined, either 
facts apart and examines them | with or without it, to get things 
one by one and who comes to the | done. 

same conclusion. I would like to| “Of all nations, its history has a 


read you a statement made at the | higher proportion of greatness than 
time of the Suez crisis, when, if| 


you'll remember, it seemed the! tives are the least suspect. Its er- 
whole world had turned against us, | pors have been, and are, many. Its 


by the influential editor of The | instincts have been, and are, mag- 
anon Times, Sir William poe /nificently right. We see the small 

It is easy to be superior about) aonits from day to day. Let us look 
American brashness and naivete, 


: | h redit through 
to be scornful of material progress eopagnaadlinen - = — 
; , the years. 
as a purpose; to picture a whole 
continent slowly being moulded to 
the ideas of Hollywood,” he wrote. 
“These things are only the sur- 


—From a speech by E. A. Schirmer, 


February Southwest Council meeting 
of the Four A’s. 


jot baseness; of all peoples its mo- | 


senior vp, Campbell-Ewald, at the | 


Advertising Age, March 20, 1961 


Rough Proofs 


VanSant, Dugdale addressed a 
| message about a job to “a writer 
| who finds the Wall Street Journal 
as exciting as Playboy.” 

At different times of the day, of 
course. 


Olin Mathieson Chemical Corp. 
is to be known hereafter as Olin, 
and invites customers to “call us 
by our first name.” 
| And think of all the paper, print- 
ing and typing that reduction in 
| syllables will save. 
| e 

The Tyrex rayon group is 
thumping its nylon competitors by 
saying tires of that material “de- 
Velop flat spots—make you feel 
like you’re riding on _ square 
| wheels.” 
| You can get away with calling a 
| competitor almost anything except 
| a square. 

# 

| An agency looking for a copy 
|man indicates that one of his 
| chores will be speech-writing. 

That’s client service, all right, 
but is it commissionable? 

e 


When broadcasters buy maga- 
zines, and magazines and news- 
papers buy radio and tv properties, 
it seems fairly evident that media 
competition is strictly at the selling 
level. 

e 


“Brand X banned in detergent 
ads on tv in Britain,” the headline 
says. 

Now the consumers will lose 
their only chance to find out some- 
thing about X, the unknown quan- 
tity. 


. 
Time is money, and Time is the 
\shape of the money market, a 
| timely ad addressed to financial 
experts and other money moguls 
says. 


° 

| The Arthritis & Rheumatism 
Foundation is having conferences 
with advertisers on the subject of 
|misleading ads it says sell $250,- 


/000,000 of worthless drugs every 
year. 
So far the foundation isn’t able 
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/to come up with a product that will 
do the job for these patients. 
e 


| It’s reported Prof. Galbraith is to 
‘be the new Ambassador to India, 
|where his ideas on “The Affluent 
| Society” will be even harder to 
‘understand than right here in the 
U.S.A. 


“Farm families are larger, eat 
more individual meals at home 
than the average U. S. family,” re- 
marks Progressive Farmer. 

And hard work outdoors prob- 
ably means that those meals are 
bigger than average, too. 

a 


| 


| “Aggressive advertising support 
| chroughout the year contributed 
| substantially” to the record-break- 
ing sales and earnings of R. J. 
Reynolds in 1960, the annual re- 
port says. 
Fortunately its advertising dol- 
lars all went up in smoke. 
. 


The appearance of the President 
at the Bureau of Advertising din- 
|ner at the Waldorf April 27 indi- 
cates that he is fully aware of the 
relationship between publicity and 


advertising. 


| Copy CuB. 
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71 PERCENT 


OF DELAWARE VALLEY’S 


AUTOMOTIVE SALES 


ARE MADE 
IN THE SUBURBS 


The Philadelphia Mnguirer delivers your advertising to 33% more 


suburban men readers than does any other Philadelphia newspaper. 


\ 
, , camoun \. 
_ Counrr county” \ 


NEW JERSEY 
f arianric 
AN{ coumrr 


Sources: 1960 Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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Some seconds count for more than others. An average 
commercial minute on the CBS Radio Network during 
1960 drew 28 per cent more homes than on the second 
network...117 per cent more homes than on the third 
network... 120 per cent more homes than on the fourth! 
And this year, with a new expanded program schedule — 
more news, information, special features and sports, 
plus the most popular personalities on any network — 
you can count on CBS Radio for even bigger audiences. 
In all network radio — whether your commercial is 30 
seconds in one show or you buy a saturation campaign — 


every second counts most on TH b CBS 
RADIO 
NETWORK 


SOURCE: NIELSEN RADIO INDEX, 
SPONSOR CUMULATIVE AUDIENCE SECTION; 
12 FOUR-WEEK REPORTS, 
DECEMBER 7, 1959—DECEMBER 4, 1960. 
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Honoring the Minds 
that meet the Challenge 


of the 


.. for 


Improvements m Communications 


1960's Morris Liebmann Memorial Prize goes to J. A. 
Rajchman, of RCA Laboratories, for helping develop 
magnetic devices to process information. IRE is proud 
to honor Mr. Rajchman, and to salute all who, in this 
challenging decade of the "60s, work for the advancement For a share in the present, 
of the radio art and apply it to the betterment of our lives. and a stake in the future, 

moke your product NEWS in 


Your company, too, has to meet the challenge of the '60s in the vast 

radio-electronics field; to do so, it too must “remember the man” — 

must reach the top-level minds who control purchasing for electronic 

~~ equipment, components and supplies. 65,243 (ABC) of them read 

iy % Proceedings every month — ACT on what they read. Present your com- 
A > -pany’s facts in Proceedings — and watch the reaction! 


REMt a, 


Proceedings of the IRE e The Institute of Radio Engineers 


Adv. Dept. 72 West 45th $t., New York 36,N. Y¥. © MUrray Hill 2-6606 BOSTON + CHICAGO + MINNEAPOLIS * SAN FRANCISCO + LOS ANGELES 


STOP SITTING 
ON YOUR HANDS! 


Sale-O-Rama PROVES 
you can MAKE business GOOD 
with proper NEWSPAPER PROMOTION. 


Let's look at the record: 


With a special section in the Sunday, February 26th 

issue of the Akron Beacon Journal, members of the 

Akron Automobile Dealers Association announced a 

united automobile Sale-O-Rama event to be held in 

individual dealer sales rooms for one full week. 

The results were outstanding. New car sales showed an increase 
of 61% over the preceding week. At the same time 

used car sales moved ahead for an increase of 3412%. 


This promotion was so successful that dealers announced 
extending Sale-O-Rama for a second week in order to close 
hundreds of prospective deals they were unable to handle. 


THIS PROVES WITHOUT A DOUBT THAT 
BUSINESS IS AS GOOD AS YOU MAKE IT. 
THIS ALSO PROVES THAT WELL PLANNED 

PROMOTIONS IN NEWSPAPERS DO THE BEST 
SELLING JOB. 


You too can economically make your business good by planning and placing your sales 
promotions in Akron’s ONE and ONLY daily and Sunday newspaper. 


Daily Sunday 
Circulation Circulation 
167,123 177,638 


The AKRON BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 


J. S. Knight, Publisher 
Represented Nationally by: Story, Brooks & Finley, Inc. 


Advertising Age, March 20, 1961 


Getting Personal 


Sidney J. Wolf, president of Keystone Broadcasting System, and 
his wife left March 8 for a 10-week world tour which they planned 
as a business vacation. Besides sightseeing, Mr. Wolf will call on top 
broadcast executives in several countries 

John L. Magro, president of his own agency and board chairman 
of Madison, Magro Associates, Cincinnati, was presented recently 
with one of Italy’s highest civilian awards—the Order of Cavalliere 
Della Ordine Al Merito Della Republica Italiana—for his “outstand- 
ing efforts in furthering Italian-American relations” .. . 

It’s That Time of Year—Two admen of the year awards presented 
by local adclubs recently went to Ben McKinnon, general manager 
of WSGN, Birmingham, Ala., and to Arthur Towell, head of his own 
ad agency in Madison, Wis. After the awards dinner Mr. Towell and 
his wife left for a Mexican holiday, joining Mr. and Mrs. J. E. Davis. 


Mr. Davis, now retired, was Chicago manager of Curtis Publishing 
. ae 


OUTSTANDING—Paul Willis (right), vp in charge of advertising for 

the Carnation Co., beams as he accepts the plaque and title of Ad- 

vertising Citizen of 1960 from Carl Falkenhainer, president of the 

Western States Advertising Agencies Assn., at an association dinner 
in Los Angeles. 


Never underestimate the power of you-kKnow-what: Joseph (Pete) 
Hanson Jr., New York advertising sales representative for Ladies’ 
Home Journal, and wife Helen welcomed their fifth daughter and 
eighth child, Helen Marie, on March 1. Pete’s only comment: ‘“Be- 
fore joining the Journal in 1952, the Hansons had three sons. Since 
then we’ve produced nothing but girls!”’...It’s also a girl for Bill 
Mandel, vp marketing services at Revlon. Patricia Anne, the Man- 
dels’ third child, was born Feb. 28... George Auerbach, president of 
Advertising, Radio & Television Services Inc., New York, is cele- 
brating the birth of his first son, fourth child, William Abraham, 
March 7... 

Topsy-turvy—William Wurster, head of the Seattle agency bear- 
ing his name, did a real flip in an automobile collision that left his 
car upside down, the doors pinned shut and Mr. Wurster temporarily 
locked inside, lying on what was the car’s ceiling. When finally ex- 
tricated, he spent two days in the hospital, luckily only with 
bruises... 

Charles R. Hook Jr., president of Kudner Agency, has been ap- 
pointed ad, publishing and entertainment chairman of the commerce 
and industry section of the °61 fund drive for the Red Cross in New 
3OEe <> 

J. Donald Ferguson, who retired this January as editor of the Mil- 
waukee Journal and president of the Journal Co., was given a cita- 
tion by the University of Missouri school of journalism “as an in- 
dication of the pride in an alumnus who exemplifies the ideals and 
leadership so necessary to preserve our American society”... . 

Awards Lineup: Saidie Adwon, an account exec for KTUL-TV, 
Tulsa, was named outstanding “salesman” by the Tulsa Sales Exec- 
utives Club. She’s a three-time winner and the only woman to hold 
that title . . . C. Brooks Smeeton, marketing consultant and Mar- 
quette University marketing professor, was honored recently as the 
outstanding advertising leader in Milwaukee . . . Robert E. Dunville, 
president of Crosley Broadcasting Corp., accepted the first Mike 
award presented by the Broadcast Pioneers on behalf of WLW, Cin- 
cinnati... 


Authors Row: Willard Pleuthner, vp of BBDO, edited the ideas of 
23 top advertising experts on marketing research, copy, layout and 
media for a book aptly titled, “Secrets of Advertising Experts,” pub- 
lished this month by Thomas Nelson & Sons... 

Sidney Eaton Evans, daughter of Homer H. Evans, ad vp of Gen- 
eral Dynamics Corp., was married March 4 to Richard Wallace 
Montague, son of Theodore G. Montague, board chairman of Borden 
Co.... Pamela Maher, daughter of Edward Maher, vp of National 
Assn. of Manufacturers, is engaged to Jeffrey Winant Clapp Jr. of 
Kudner Agency, son of Jeffrey Clapp Sr., a vp of National Distillers 
& Chemical Corp....Harvey Chertok, United Artists Associated’s 


supervisor of advertising and publicity, was married March 12 to 
Barbara Ann Broudy... 
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AUTHORIIATIVE? 


About to be whirled head-over-heels in a dizzying 
sequence of spins and pitches, Geographic Assistant 
Editor Allan Fisher is getting first-hand experience 
in this complex training device for Mercury astro- 
nauts. As an award-winning writer of aviation and 
science articles, he felt the best way to report 
authoritatively for the Geographic’s 2'%4 million 
families on MASTIF (“multiple axis space test 
inertia facility’) was to try it out for himself. 


“Authoritative” is outstandingly descriptive of re- 
ports appearing in the well-read pages of National 
Geographic. Its enormous audience is the first to 


say so — as demonstrated by the nationwide Bolger 
Study, probing attitudes toward 11 leading maga- 
zines among their regular readers. Respondents 
were asked to grade them on 32 basic image traits 
at one of six qualitative levels (from “definitely” 
yes to “definitely not’’). In 11 of the 32 basic traits 
— of which ‘authoritative’ was one — Geographic 
readers gave their magazine the most positive score 
of any publication surveyed. 


This is the kind of solid editorial climate wherein 
advertising messages find high acceptance. The 
Geographic’s reputation for authoritativeness 1s 
only one of many reasons making it an ideal medi- 
um for quality advertisers. 
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They laughed when I sat down... 


“But I just smiled at the ‘impossible’ 
deadline. I knew that I could depend on 
Century to come through—and with 
Century’s usual top quality, too!” 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, Inc. 


Electrotypes « Travis R.O.P. Glass Mats 
Plastic Plates «+ B &W and Color Proofing 
Duplicate Photoengravings 


160 East Illinois St., Chicago 11 « DElaware 7-1541 


Canadian Football 
TV Muddle May Go to 


Broadcast Governors 


MONTREAL, March 14—Alphonse 
Ouimet, president of Canadian 
Broadcasting Corp., has_ invited 
tv stations affiliated with the CBC 
to make representations to the 
corporation if they want to carry 
Big Four football this fall. 

Mr. Ouimet made the statement 
as he was quizzed once again in 
the House broadcasting committee 
on the muddy picture of Big Four 
television coverage. 

He also hinted that the whole 
matter would likely come before 


| the Board of Broadcast Governors, 


Canadian broadcasting’s regula- 


tory body. 


# Members of the committee have 


shown great concern over football 
coverage ever since the announce- 
ment a few weeks back that a 
private Toronto television station 


ml 


bo 7 "WBE os : 
CuPER SERVICE 


OW okie 


“Well, after all, these Cincinnati Enquirer families have 


$600 a year more to spend than the average Cincinnati family!” 


eee eeeeeeeeeees SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in solid 
with them when you advertise in their newspaper . 


. . the Cincinnati Daily 


Enquirer. For more facts on the market-that-matters in Cincinnati, write the Cin- 
cinnati Enquirer's Research Department for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


{Four football. In 


there’s an 
unmistakable 
quality about 
Hill and Hill ... 


vara with he havo 


QUALITY—National Distillers is pro- 
moting its Hill & Hill Kentucky 
whisky with newspaper ads like 
this. The brand is regional with 
sales mostly in the West and 
Southwest. Fletcher Richards, 
Calkins & Holden is the agency. 


has purchased sole rights to Big 
previous years 
the CBC has purchased the rights 
and broadcast the games through 
its network of CBC stations and 
affiliated stations. 

Crux of the matter is a BBG 
regulation stating that no affili- 
ated station can accept other net- 


| work programs without prior per- 


mission of its parent network, in 
this case the CBC. 

Mr. Ouimet defended this pro- 
vision in a lengthy statement to 
the committee, which was inter- 
preted by some as meaning that 
some arrangement to carry foot- 
ball could be made. It appears 
likely that the CBC, without 
breaking up its own network of 
affiliates, might work out an ar- 
rangement with Toronto Station 
CFTO-TV for carrying the games 


to most parts of eastern Canada. 


es Mr. Ouimet stressed that the 
CBC must have the authority 
within itself to keep its network 
intact, in order to carry out its 
parliamentary mandate. This did 
not mean that the affiliated sta- 
tions could not make temporary 
arrangements with CBC permis- 
sion. 

“There have been hundreds of 
requests for such permission, and 
very few have been refused,” he 


| said. 


“Is this the kind of problem that 
should come before the BBG, or 
should it be left completely to you 
and your affiliates?,’’” Mr. Ouimet 
was asked. 

Mr. Ouimet replied that it would 
have to come to the BBG because 
CFTO has no authority to operate 
a proposed network among major 
eastern cities. 


s Would CBC affiliates in cities 
outside such a proposed network 
be allowed to go to the BBG to 
enter into such a football agree- 
ment? 

Yes, replied Mr. Ouimet, but be- 
fore going to the BBG, they should 
make their representations to the 
CBC. He said the corporation “felt 
strongly” about the need for keep- 
ing its network intact. + 


N. Y. Visitors Bureau Reports 
City Hosted 753 Conventions 

New York City was host to 753 
conventions last year, a decrease 
from the record 782 chalked up in 
1959. And the 3,259,598 delegates 
who attended them (up 180,000 
people) spent $202,658,780 in New 
York, down from the 1959 figure of 
$222,900,000. 

These figures were announced 
by the New York Convention & 
Visitors Bureau, which is seeking 
a budget increase from $600,000 to 
$700,000. Very little of this money 
has gone to advertising New York’s 
charms, since the bureau uses only 
direct mail and shows. Most of the 
budget goes in salaries, services 
and staff travel expenses. 
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He lives in a village half a world away. He can't read or write. He earns less 
in six months than most of us do in a week. Yet he —and others like him — 
holds the key to one of the most critical problems facing America. 

For this man is an African... citizen of a continent gripped by 
cataclysmic social and political upheavals ... one of millions awakening 
to a new sense of dignity, a new awareness of strength. 

Africa has become a battle ground for ideologies of East and West. 
How well we succeed depends on how well we understand the people of 
Africa — their needs and wants, hopes and fears. This is why Look recently 
sent two writer-photographer teams on separate tours of the troubled land. 
Their assignment: to bring back the story of Africa in terms of its people. 

That story (in 23 pages, 13 of them in full color, including the only 
up-to-date map of Africa) appears in the current Loox. It ‘s a story of great 
issues—colonialism vs. nationalism, American influence vs. Russian, Islam 
vs. Christianity—seen through the eyes of people involved. 

You meet a cattle herder in Nigeria and a university student in 


Uganda . . . a witch doctor in Tanganyika and the first Negro Cardinal... 
an Angolan rebel and the brilliant, harassed King of Buganda. Leaders and 
followers. The well-known and the obscure. The people of Africa. 

In today’s tense world, an understanding of people—all kinds of 
people everywhere—is perhaps the most urgently needed, and elusive, 
commodity of all. For only by understanding others can we resolve our 
differences where possible ...can we take stronger action, with firm 
purpose and telling effect, when necessary. 

To achieve this understanding . . . to communicate it with clarity and 
warmth through the exciting story of people . . . is Loox’s editorial goal and 
a mark of Loox leadership. It builds a close rapport between Look and its 
27,500,000 readers. It creates a uniquely favorable climate for advertising. 
It explains why, in the past five years, gy 
Loox has gained more circulation and 
advertising revenue than has any 
other major magazine in America. i 
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TUCSON’S STAR AND CITIZEN 
WINNERS OF 7 OUT OF 8 TOP 


AWWA 


D 


1961 ARIZONA 


The 


Ist 


Arizona Daily Star 


Arizona Daily Star 


IN MECHANICAL 
EXCELLENCE 


for Metropolitan Dailies at the 
NEWSPAPERS ASSOCIATION CONVENTION 


The Arijona Buily Star Tucson Daily Citizen 


RECOGNIZED AS THE 


FINEST 


NEWSPAPERS 
IN ARIZONA 


In competition judged by a special committee 
of the California Newspaper 
Publishers Ass‘n. 


The Tucson Daily Citizen 


Ist 
Ist = IN COMMUNITY 
IN GENERAL Arizona Daily Star SERVICE 


Ist 
IN GENERAL 


EXCELLENCE 


AN: 
DEPARTMENTAL 


NEWS 
COVERAGE 


Tucson Daily 
Citizen 


2nd 


IN GENERAL 
EXCELLENCE 


The 
Arizona Daily Star 


Ist 


IN EDITORIAL 
PAGE 


The 
Arizona Daily Star 
Ist 


IN ADVERTISING 
CONTENT 


Place your advertising in the Tucson Star and Citizen for sales action! 
Benefit from dominant coverage of the Southern Arizona Market by the 
two daily newspapers recognized as the finest in the state. 


Population % of Coverage 
CITY ZONE 241,660 97.3 
METRO. TUCSON 265,660 91.8 
S Fs 408,225 66.3 


If you want to cover Arizona the Star and Citizen are a must. 


Wisdom of New 


P.O. Rules for 
Contests Doubted 


| 
| 


| 
| 


|experts are questioning the wis- 


Publishers Protest 
Threat to Circulation 
Promotion Contests 


WASHINGTON, March 14—Contest 


dom and usefulness of new Post 
Office “lottery” proposals, but the 
most excited reaction is coming 
from newspaper publishers. 
Contest people say the more 
| stringent judging procedures re- 
| quired by the new rules will sim- 


| 
ply increase costs, without elimi- | 


| nating any real injustice. Publish- 


ers are concerned that the depart- 
ment’s tougher attitude toward | 
“reasonable facsimiles” may | 
tually eliminate newspaper circu- 
lation promotion contests. 


s The rules circulated by the de- 
partment Jan. 26 (AA, Jan. 30) | 
deal generally with two 
types of contest problems. 

One part, designed to clarify the | 
department’s attitude toward 
“chance” in mass merchandising 
contests, sets up a series of rules 
to make sure that contestants have 
a chance to display their skill, and 
that judging is based on clearly 
disclosed standards. Another part, 
prompted by the department’s 
concern with “consideration,” 
tightens up on the use of “reason- 
able facsimiles.” 

Contest experts have been gen- 
erally restrained in their reaction 
to the new standards, but several 
were skeptical of the need for a 
rule specifying that “finish the 
sentence” and essay contests must 
involve at least 40 words. Philip 
G. Meyers, Chicago attorney for 
several advertising agencies, said 
Shakespeare demonstrated crea- 
tive skill in the three-word phrase, 
“Et tu, Brute,’ and Roosevelt in 
the expression, “We have nothing 
to fear except fear itself.” 


broad | 


= George Hopper, of the legal di- 


| have no difficulty whatsoever ap- 


vision of Procter & Gamble, said 
13 years of experience with con- 
tests shows that contest judges 


plying “criteria of originality, apt- 
ness and sincerity” to sentences of 
25 words or less. Giles B. McCol- 
lum, vp of Reuben H. Donnelley 
_Corp., Chicago, commented, “In- 
| deed, it could be argued that brev- 


| procedure, according to postal ex- 


| blanks involving artwork or a rel- 


Advertising Age, March 20, 1961 


SMOOTH AS SILK 


eS 


ee sae nee on 


| PUGNACIOUS—Kessler Distillers Co. 
has just released this backbar box- 
ing glove display to taverns. 


copy more than a very few words. 
Most box top and label contests 
are already following this kind of 


perts. Newspapers currently enjoy 
somewhat greater latitude under 
existing “facsimile” practices, and 
publishers sense that puzzle entry 


atively large number of words, as 
most newspaper contest entry 
blanks do, will no longer get Post 
Office clearance. 


a J. M. Stenbuck, general circula- 
tion manager of Hearst Newspa- 
pers, declared: “We don’t believe 
lottery laws were intended to bar 
the usual newspaper contest, 
whereby the entrant gets some- 
thing of value, namely the news- 
paper, as well as a contest cou- 
pon.” 

Similarly, Michael Tynan of the 
Miami Herald, chairman of the 
postal and transportation commit- 
tee of International Circulation 
Managers Assn., declared, ““Present 
second class rules were never in- 
tended to bar newspapers from 
legitimate promotions for new 
readers.” 

Other newspaper reaction in- 
cluded W. N. Thomson, general 
manager of the New York Mirror, 
who complained the new plan 
“would place a heavy burden on 
newspapers and penalize them 
for displaying legitimate initiative 
and enterprise in the public inter- 
est.” # 


|ity of expression is a skill in it- 
| self.” Mr. McCollum feared that 
judging costs would increase, and | 
that contests would be forced out | 
of existence. | 
Reuben H. Donnelley Corp. com- | 
ment was also concerned about 
the plan to ban one-line jingle | 
contests and _ contests 
relatively few instructions, 
as baby naming contests, 


involving | 
such 
unless | 


contestants are given a chance to) }\ *. 


explain the reasons for their rec- 
ommendations. Donnelley 


an individual case basis. 


s Contest experts displayed little 
interest in the section of the pro- 
posals dealing with the use of 
“reasonable facsimiles,” 
paper publishers dispatched a 
flock of indignant letters and tele- 
grams in an effort to get this mod- 
ified or set aside. 

Designed to eliminate any in- 
centive for contestants to buy 
something instead of preparing 
their own facsimile, this proposal 
specifies that full details on the 
preparation of facsimiles must be 
disclosed in the contest announce- 
ment, and the facsimile must not 
involve artwork nor the need to 


said | 
the proposed ban should be re-| 
placed with a provision for spon-| 
sors to get Post Office approval on | 


but news- | 


The professional, official journal 
of competitive shooting, published 
for the 360,000 members of the 
National Rifle Assn. of America. 


> 


% 
—* AMERICAN 7 
RIFLEMANx,.:.| 


SCOTT CIRCLE WASH.60.Cc. i 


ae oe en ee er te ie le ae eee Ce ee ee ge 3 
oe Gor renee Le fo igs 2 ee a Foie aot mee ye a jae, cael Re es ps ate) Sue Ret. (Ss ous 8s | ee aay s Re RE eter 9 2 OP es ee og PERM Fc metre ims 
Les SO’ Met ck, a eames. eh sca A < SS um 2 Ries gra Wha pees ar eating EE a aN OR Re... q Pre ere ai toe ra vet y y “wiratigueeeaeerioest he 3 oar Fei ola te aa a Jaa? ere wat oy ee ee a or yt 
re He es Dlgtaee eee ee ee Bri ice, i. oe “ ieee Te 3 a Pett oa} ht. eae Be a to a <a a gare ee “al es ee go or ee My é Re hae ey Fe Leste, iene: 
coe ey 0 ee a ee Po er (| ee | a a ae er rr 
SNe: 2a ey.) See es oe Se une fg ae a eee, ee) ¢ ree ap - i i) - ne x wena sch Ne n apie’ <p pbs ao eS ee : TO ae seat Tt eae? : 
; , ; ae aay ae 
x ss ee 
| q eee Bette 
; io | P ; . 
| o i 
7 26 Po 
f 5 
| ba 
i ;, - ' Tg : 
: | E Ba a oy ‘i 
; , Bia ae 
| ‘ 
a i . 
} 
av 
’ . Sag : 
¥ ce 
fs 
i — F 
- oa 4 
“ \ | . ‘s Hea ten “ee $6) , 2 
i -: ge hs : oy 
: , a | —— | Bs a 2 ’ 
; : a poUuBLE ie — 
; ee © : - ie 
, . aa eee 
ne 5 _. iets Bee ie 
& , - ' . ae, 
e a . 2 i 5 j ee A : 
iy og ge 3 
Bre: en wi 
ae ee 4 - 
: : ee SEE En EEE Ye ~ = os 
) an 
te | ieee 
: ) | bescat 
Soe 
ss | Bee 
- : ‘§ i as 
: ee Sees er 
| : % a 
| ‘ vege 
eis Ga 
a ic ae f : Ve 
| | Bes. 
St ie 
oe Bee ie 
; : ee 
. se ee 
2 fies a 
| Cemmenaz: 
a Samer on 
q amen 
Hee ees 
arty i. ay 
anery eas 
te aS 
PRES 
Renee 
ge = “a 
ay 
ee . aig wane 
Ree ape 
: Bee elt: 
@ ne se ie 
i Dineen 
wee : e 
‘ ; ree 
a en ee deg at aes 
c. cae 
3 Y —_— ° Fae 
\ ———" e ¢ 
és a t iad 
. ‘ WE iy ; ee 
ign - ayy | pee 
a wy P, } ae 
om - ey \ ; . xe 
\ 4 Ae 
7 : e 
by t.:) i?) { \ X 
> ie, 
4 sila 6 ag 
\ \ 4 ; he 
= : < \ \ i Nw, Toes: 
> a \ \ | ‘ i , Eee : * e 
| ‘ : ‘ 4 P \ . 
= | ae ee 
is : } a | : 
py \ J / j if x 
, ‘ a a: a | Beats ee 
= \ ’ | | 
i ! be / ss 
a A vA " ) | / ? Tivesise 
log Vi ! 
is pr. 
ae | ef ia 
| a : 4 
, Zor Champions S. 
o : 
: : ° . 4 a 3 > : = ; 
| The Arisona Baily Star = Tucson Daily Citizen’ ; 
b =e 3 ae oc eae ; ‘ fo ks ores 
oi ms MORNING NO. 5 OE RR RES SE ae iy ae eNO SE ea a : mae) ee 
et is sails nate Bias tas te ye a ee ik aes Pe = ia vera Ee : 
= « eet a Baap es ae ar tt se eee ee Po ‘4 i if sie oe Site 7 
. ; 
. . €. epgease 
ie a : ; “2 : : : . Uke ve! - * : ee ee oe a re 


Your selling message gains power from 
the intense farmer interest in locally edited 
INDIANA FARMER. The editor reports 
only the farm articles of greatest signifi- 
cance to. your farm customers and —— ps 


“This “New Look” 


ALLA 


They Ave Seid 00 8 


Fa 


brilliant full color, is- yours with our wh Complete 
with striking, illustrated border, 22 x 27, on durable paper 
letterhead, 


_ stock for framing or wall posting. 
Ts Editor, THE INDIANA FARMER. 


Home State 
Farm Paper Unit 


TOP-THIRD FARM STATES 
TOP-OF-THE-SOUTH STATES 


Write, on your 


Let this “friendly neighbor” — THe INDIANA FARMER 
— carry your sales message to rich, diversified, rural 
Indiana . .. where spendable income reaches $1,642,- 
894,000 yearly! Only 10 states equal this potential. 
Income in Indiana is big and steady — year around. 
It’s a Top-Third Farm income state. 


The Ohio Farmer, Michigan Farmer, Pennsylvania 
Farmer, Kansas Farmer and Missouri Ruralist serve 
markets with similar Top-Third Farm income pat- 
terns. The Kentucky Farmer and The Tennessee 
Farmer serve the rich Top-Of-The-South market. All 
are printed in high-quality rotogravure or offset. One 


set of repro material (gravure) will serve all six roto 
publications. One set of offset material for Kansas 
Farmer and Missouri Ruralist. You get production 
economy plus FREE bleed. 

Localized editing also sets the stage for StRAIGHT- 
Line ADVERTISING in all publications of the Home 
State Farm Paper Unit—advertising directed straight 
to the farmer “where he lives.”” You get strong reader 
IMPACT on the local level for deeper penetration 
and greater results. 

Send for file folder which demonstrates the new 
look in farm paper advertising. 


INDIANAPOLIS 5, 
INDIANA 
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s.. . these 20 top local and 


AMERICAN AIRLINES 
Programs and Announcements 


ANHEUSER-BUSCH 
Announcements 


CHRYSLER CORPORATION 
Programs and Announcements 


CITIES SERVICE 
Programs and Announcements 


CLARK OIL & REFINING CORP. 
Announcements 


spent 


* 2,410 


eS es fe 23 Gee renee han ors a 


national spot advertisers on WBBM-RADIO 


COCA-COLA 
Programs and Announcements 


REUBEN H. DOMNELLEY CORP. 
Announcements 


FORD MOTOR COMPANY 
Programs and Announcements 


GENERAL MOTORS CORP. 
Programs and Announcements 


THEO. HAMM BREWING CO. 
Programs and Announcements 


WBBM Radio's solid LIVE SHOWmanship and motivating 
LIVE SALESmanship produces SALES RESULTS year after 

year! That’s the reason so many of America’s gilt-edge 
advertisers continually depend on WBBM Radio to move 

their products or sell their services in the nation’s second market. 


Call Bill Connelly, WHitehall 4-6000 or CBS Radio Spot Sales 
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PETER HAND BREWERY CO. 
Programs and Announcements 


INTERNATIONAL NICKEL CO., INC. 
Programs 


NORTHWEST ORIENT AIRLINES 
Programs and Announcements 


R. J. REYNOLDS TOBACCO CO. 
Programs and Announcements 


MORRIS ©. SACHS 
Programs and Announcements 


LIVE showmanship 


ST. PAUL FEDERAL SAVINGS & LOAN ASS'N. 
Programs 


SCHLITZ BREWING CO. 
Programs and Announcements 


STANDARD BRANDS 
Programs and Announcements 


UNITED AIRLINES 
Programs and Announcements 


WALGREEN CO. 
Programs and Announcements 


35.54 


LIVE salesmanship 


CBS IN CHICAGO 
CHICAGO’S SHOWMANSHIP 


RADI 


STATION 
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JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 


February Advertising Volume in Business Publications 


February /Volume —11.2% (in pages) under 1960 


ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 

1 the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


a Lilet Stop 


431 S. Dearborn St. * Chicago 5, Illinois 


ERVICE 


providing, for the first time, syndicated and continuing 
total-audience measurements of magazine audiences... 


singly and in combination, 
measured in the same national panel, 
using industry-accepted techniques. 


A.C. Nielsen Company + 2101 Howard Street, Chicago 45, Illinois - 


reporting magazine and television audiences 


NMS Report 
ust published 


FOR ALL THE FACTS 
CALL... WIRE... OR WRITE TODAY 


NEW YORK 22, NEW YORK 


575 Lexington Ave., MUrray Hill 8-1020 


CHICAGO 21, ILLINOIS 


2101 Howard St., HOllycourt 5-4400 


MENLO PARK, CALIFORNIA 


70 Willow Road, DAvenport 1-7700 


Nielsen \iedia Service 


providing continuing measurements of magazine and tv audiences for advertising decisions 


HOllycourt 5-4400 


Page Percent Page Percent 

Industry Division 1961 1960 Change Change Industry Division 1961 1960 Change Change 
Manufacturing 12,198 13550 — 1,352 —10.0 Manufacturing 23,740 25,653 — 1913 — 75 
Transportation ~~ 3,137,—s« 3.949. — 412  —116 Transportation $648 ~=6474— SB 7 
Mining ~557..~=S« 752~=té<‘“‘ !”*C«*dSS)SC 25.9 ~©~—S Mining 1,069 1,365 — 296 =21.7 
Petroleum & Gas 1,654 1,887 - 233° —123 Petroleum & Gas ~ 3,059 3,454 395. —11.4 

Construction 5,905 6,922 — 1,017 14.7 Construction 11,678 13,456 - 1,778 - 13.2 — 
Food 1,571 1,644 73 — 45 Food 3,047 3,108 61 — 2.0 

Services & Distribution 3,812 4,098 286 — 7D Services & Distribution 7,893 8,576 683 8.0 ; 

Institutional 2,452 2,903 451 —15.5 _ Institutional 4,840 5,603 763 ~13.6 : 

Government 423 451 28 — 62 Government 825 872 - 47 — 5.4 5 
Export-Import 881 93 — 72 —76 Export-Import 2,041 2,250 209 —100 
Farm Equipment Distrbn. 195 228 33.145 Farm Equipment Distbn. 385 432. — 47 +« 10.9 
~ Total 32.785 36,937 — 4152 —11.2 Total 64.425 71.243 — 6818 — 9.6 


| vision were down 6.2% 


Advertising Age, March 20, 1961 


‘Business Paper 
Year-to-date /Volume —9.6% (in pages) under 1960 Ad Volume Off 11 % 


in February: ‘1M’ 


Cuicaco, March 14—Business 
publication advertising page vol- 
ume in February dropped 11.2% 
below the volume for February, 
1960. It was also 3.6% lower than 
in January, 1961, when the volume 
was down 7.6% compared to the 
same month last year. On a year- 
to-date basis, ad volume was down 
9.6% compared with the first two 
months of last year. 

These figures are based on a 
monthly survey of 351 publications 
which report their ad volume to 
Industrial Marketing. Publications 
are grouped into 11 divisions ac- 


| cording to SIC classifications. They 
| are then further subdivided 


into 
major industries. 


None of the basic divisions 
showed any gain for either the 
monthly or year-to-date volume 
comparisons. Hardest hit was the 
mining division, which was down 
25.9% compared to February, 1960, 
and 21.7% lower for the first two 
months of 1961. 

The institutional division de- 
clined 15.5% on a comparative 
monthly basis and 13.6% on the 
year-to-date basis. Volume of con- 
struction division publications de- 
clined 14.7% for the month com- 
pared with February of a year 
ago and 13.2% for the year, the 
IM survey showed. 


® Divisions respectively reporting 


lowest losses were those in the 
food and government markets di- 
visions. The food division dropped 
4.5% from February, 1960, volume 
and 2.0% on a year-to-date basis. 
Publications in the government di- 
for the 
month and 5.4% for the year. 

Some individual industry classi- 
fications showed marked gains. 
Within the divisions, on a year-to- 
date comparison, the largest gain— 
23.5% —was made by publications 
serving the motel and resort mar- 
ket. Non-alcoholic beverage pub- 
lications were up 10% over last 
year; those in the canning and 
freezing group were 6.5% higher, 
while the printing and publishing 
class was up 6.1%. 


@ On the negative side were pub- 
lications in the construction ma- 
terials distribution field and coal 
mining and production, both of 


which were down 25% for the 
year. 
A few industry groups were 


holding relatively stable with last 
year’s ad volume. Publications in 
this category included: Packaging 
(+0.8%); finance and insurance 
(+0.3%); instruments (+0.1%); 
and advertising and merchandis- 
ing (+0.01%). = 


Marplan Names Johnston VP 

Marplan, marketing research 
and product planning subsidiary 
of Interpublic Inc., has named 
C. Richard Johnston vp and mana- 
ger of its new Detroit office. Mr. 
Johnston formerly was manager of 
marketing research for RCA’s 
corporate staff, and was director 
of market analysis for the Plym- 
outh division and product re- 
search coordinator for the Ford 
division. Marplan’s new Detroit 
office will serve the local staff of 
McCann-Erickson and its clients. 
Mr. Johnston will be client serv- 
ice director for the Buick and 
GMC truck accounts. 


Murray to Industrial 

Donald E. Murray, formerly op- 
erator of his own publishers’ rep- 
resentative business, has been 
named midwestern representative 
for Occupational Hazards and Re- 
frigeration & Air-Conditioning 
Business. He will be based at the 
Cleveland headquarters of Indus- 
trial Publishing Corp. 
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How they won the big one 


Another vital pass completion by | 
Van Brocklin helps the Philadelphia i 
Eagles down the Packers for the 
1960 Pro Football Championship. 


UPI 


Concentrate where it counts, in the “A” markets 
.»»Where 41,2°) of total retail sales are made 


In these big rich, decision-making markets and contiguous counties, 
American Weekly concentrates 86°/. of its circulation...and works better... 
more efficiently... more effectively than does any other magazine. Where net- [im 
work TV and national magazines “thin-out’, American Weekly “thicks-in”’. [iim 


“American Weekly ( 


wv 
“OVER 1,472,000 READER RESPONSES IN ONE YEAR” 
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MISSILE ROCKET BALL POINT PEN 


HIT The target on your 

ith thi next promotion 
ai “fy Your sales 
different and 
timely pen. promotion or 


premium offer will 
be a perfect shoot 
with this miniature missile 
rocket ball pen. Write today for 

quantity price and sample. 


R-W CORPORATION MFGRS. 
22849 VENTURA BLVD. 
WOODLAND HILLS, CALIF., USA 


Reach, McClinton Names Seven | Wesson, 


Reach, McClinton & Co. has 
named seven persons to its New 
York, Newark and Chicago staffs. 
Leonard Newsteder, formerly with 
Mogul Williams & Saylor, has been 
named director of the agency’s in- 
dustrial division in Newark. In 
New York, Linton P. Meade, for- 
merly with Ellington & Co.; Charles 
Carver, formerly with Lynn Baker 
Inc.; Jay Albrecht, formerly with 
McCann-Erickson; and Jerome J. 


formerly with Pike & 
Becker, have joined the copy staff. 
William Tracy, formerly with 
J. Walter Thompson Co., has been 
named an account executive. In 
the Chicago office, James M. Miller 
Jr., previously with Klau-Van 
Pietersom-Dunlap, Milwaukee, has 
been named a member of the ac- 
count group. 


General Outdoor Moves Unit 
General Outdoor Advertising Co. 


FIRST in Cleveland 
in MEN’S WEAR 


ADVERTISING 


| has moved its highway identifica- 


tion division office from New York 
to the division’s manufacturing 
plant, at 1000 Jefferson Davis Hwy. 
in Richmond, Va. 


Benito Promotes Hall 


Louis Benito Advertising, Tam- 
pa, has promoted John Hall, for- 
merly vp and a director, to exec 
vp and office manager. Edward 
Boese, a vp and a director, has been 
named art director. 


in America in total Advertising 


Cleveland Plain Dealer 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


CLEVELAND 26 ADJACENT TOTAL 

COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
000 (000) 

Total Retail Sales $2,347,689 $1,977,224 $4,324 913 fc 
Retai! Food 581,935 498 319 1,080,254 te 
Retail Drug 92,487 59,441 151.928 | 
Automotive 357,776 368,264 726,040 
Gas Stations 144,966 161,669 306,635 
Furniture, Hsld. Appliances 121,723 86,025 207,748 : 

(Source, Sales Management Survey of Buying Power, May 10, 1960) { 


Akron, Canton and Youngstown Counties are not included in above sales 


HERE IS THE 
COMPACT MARKET 
WITH RETAIL SALES 
LARGER THAN ANY 
ONE OF 35 

; ENTIRE STATES 


Represented by Cresmer & Woodward, Inc, New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network 
Eastern Resort, Travel Representative: The Kennedy Co.,420 Lexington Ave., N. Y.* 9801 Collins Ave., Miami Beach 54. Fla 


*Source: Media Records 


| O’BRIEN’S BUYIN’—O’Brien 


Paint 

Corp., South Bend, will open its 

|spring push with a color page in 

\the April American Home. A small- 

er, eight-page detachable insert 

will explain color planning. Clinton 
E. Frank Inc. is the agency. 


Grocer Liability 
Extended by N.Y. 
Court in Reversal 


| ALBANY, March 14—In a unani- 
mous reversal of a previous the- 
|ory, the state court of appeals 
has ruled that a grocer is now 
| liable to the family of a shopper to 
whom he sells harmful food, as 
well as to the individual shopper. 

The specific case concerned a 
father whose daughter was in- 
|jured by pieces of sharp metal in 
{a can of salmon which he had 


bought. The appellate division 
|had ruled that only the father 
could recover damages, because 


the daughter had not been a par- 
ty to the sale contract—the tra- 
ditional theory on such cases in 
this state. 

But the state’s highest court 
points out the “unfairness of the 
restriction” and declared: ‘“To- 
day, when so much of our food 
is bought in packages, it is not 
just or sensible to confine the 
warranty’s protection to the in- 
dividual buyer. At least as to food 
or household goods, the presump- 
tion should be that the purchase 
was made for all members of the 
household.” 


#® One justice thought the state 
legislature should decide how 
much storekeeper liability should 
be broadened, pointing out that 
it is just as unfair to hold the re- 
tail grocer liable for defects in 
a canned product over which he 
has no control and cannot inspect. 


RAB Boosts Two 


Maurice E. (Doc) Fidler, for- 
merly a divisional manager of 
member service of the Radio Ad- 
vertising Bureau, New York, has 
been promoted to manager of the 
member service department, fill- 
ing a post left vacant by Patrick 
E. Rheaume, when he was promot- 
ed to director of member service 
about six months ago. RAB also 
has named Robert F. Nietman, 
formerly manager of the package 
goods group in the national sales 
department, to the new post of 
manager of recorded services. 


Lynn Named Cochran President 

Andrew (Adam) Lynn, formerly 
in charge of domestic marketing 
for Chesebrough-Pond’s Inc., has 
purchased a major, but not con- 
trolling, interest in Jacqueline 
Cochran Inc., New York, from Miss 
Cochran and was named president 
and chief executive officer of the 
cosmetics company. Mr. Lynn was 
at Chesebrough-Pond’s for three 
years before he resigned last No- 
vember to devote his time to 
“many outside interests.” He was 


|formerly sales vp of Revlon Inc. 
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Copyright © 1952, The New Yorker Magazine, Inc. 


The New Yorker creates 


“The New Yorker creates sales. and that’s why we have used 
Quality retailers know this. The New Yorker since 1926.” 
That’s why The New Yorker 

each week is a showcase ail 
of quality retail advertising, President, Bergdorf Goodman 


Drawing by Garrett Price 
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For a total selling job — in Stouxland — use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 


Che Sioux City 


a 


National Representatives — JANN & KELLEY. inc. 


is 


San Antonio is the Nation's 
17th Largest 


1c Original Station Represen: ati 


‘Int'l Railway Journal’ 


Advertising Age, March 20, 1961 


Is Simmons-Boardman 


Reply to Apathy to ‘Another U.S. Magazine’ 


NEw YorK, March 14—A new 
concept in international publishing 
is being tried by Simmons-Board- 
man Publishing Corp. 

The concept is embodied in the 
company’s new magazine, Interna- 
tional Railway Journal, a monthly 
launched in January from the 
Hague. 

Robert G. Lewis, publisher of 
Simmons-Boardman’s’ weekly, 
Railway Age, is supervising the 
new international venture from 
New York. 

Mr. Lewis, who returned re- 
cently from a trip around the 
world, told ADVERTISING AGE that 
there is a big and growing market 
overseas for railway equipment, 
particularly in countries pushing 
industrialization programs. 

He noted, for example, that the 
construction of four new steel 
mills in India required 200 miles 
of double tracking. 

Mr. Lewis said Simmons-Board- 


man decided that the best ap- 
proach to this worldwide market, 
for a publisher, would be via a 
magazine that is “truly interna- 
tional.” He pointed out that the re- 
action abroad to a publication ex- 
ported out of the U.S. is: “We don’t 
need another American magazine.” 

Simmons-Boardman therefore 
went international by setting up 
International Railway Journal in 
the Netherlands, establishing a 
strong sales representation in Eu- 
rope and adding editorial corres- 
pondents all over the world. 
| IRJ is printed in the Hague and 
/mailed all over the world from 
| this Dutch city. All inquiry cards 
/are returnable to the Hague. 
| The magazine is printed in 
| English but each article is ac- 
/companied by a 200-word precis 
in three other languages—French, 
| German and Spanish. In addition, 
| all pictures are captioned in these 
four languages. 
le A special multi-lingual adver- 
|\tising unit is also offered to ad- 
| vertisers. IRJ’s one-time page rate 
jis $385. The multi-lingual rate is 
| $515 and covers a full page plus a 
facing one-third-page unit in 
which the advertiser’s copy is 
translated into Spanish, French 
and/or German. IRJ will also pro- 
vide translations in other languages 
|if an advertiser so requests. 

IRJ is represented in Europe by 
| London-headquartered United In- 
ternational Industrial Press, or- 
|ganized last year by Max Hol- 
| singer, former Miller Freeman 
executive (AA, Oct. 10). Three 
| salesmen are assigned fulltime to 
|IRJ, and they make call reports 
| directly to Mr. Lewis. 

IRJ has set up a controlled cir- 
culation of 10,000, with the book 
mailed to all potential buyers of 
railway equipment. About 20% of 
the copies are distributed on the 
European continent and another 
18% go to the United Kingdom. 
Latin America accounts for an- 
other 20% of the circulation. 


a Mr. Lewis pointed out, for the 
benefit of any would-be imitators, 
that this is an expensive way of 
getting into international publish- 
ing. Production costs are cheaper 
in the Hague than in New York, 
but, he said, the cost of the maga- 
zine paper easily wiped out this 
|savings. Adding to the costs are 
|postage and cable charges and 
| maintenance of correspondents in 
key cities. 

Mr. Lewis said he is shooting 
for a short-term goal of 40 adver- 
tising pages per issue. He esti- 
mated that it would take 30 pages 
before a profit was made. IRJ 
carried 15 pages in its March issue 
and will carry 16 in April. 


‘FOOD MARKETING 
INT'L’ IS INTRODUCED 

New York, March 14—Food Mar- 
keting International, a new quadri- 
lingual export magazine, made its 
bow last week. Published by John 
Profit Associates, the bi-monthly 
has a controlled circulation of 10,- 
500 among food company execu- 
tives in all parts of the world, ex- 
| cluding North America. 
| Food Marketing International 
has four columns to the page. 
Three columns are printed in Eng- 
lish and the fourth contains sum- 
maries (of articles or ads) in Ger- 
| man, French and Spanish. 
| The onetime page rate is $525, 
|and the initial issue carries ads 
|from B.N.S. International Sales, 
Pacmarine Products, Union Car- 
bide International, Vapor Interna- 
tional and Dictaphone Corp. + 


Dutty, McClure Boosts Wilder 

Duffy, McClure & Wilder Co., 
Cleveland, has promoted Paul W. 
Buchholz to creative media direc- 
| tor. 
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PAINTEC 


FOR ESQUIRE BY AARON A. SHIKLER [ON EXHIBIT AT DAVIS GALLERIES, N.¥.C.) 


“If de Gaulle does not succeed, he will be succeeded by catastrophe.” . 


David Schoenbrun reflects on the disaster that hovers... AFTER CHARLES 


AUTHORITY 
OF FRANCE...in the pages of April ESQUIRE. IN 
Month after month, such widely diversified articles appeal to the well- A 
rounded interests of the ESQUIRE reader. They make ESQUIRE an authority 
a ; eine ; ‘or MAN’S 
editorially...and this authoritative atmosphere permeates the advertising 


pages, effectively selling your products and services. 


| WORLD 
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ENRICH YOUR LIFE 
WITH HOBBY PAINTING 


Serious-minded beginners taught in Oils 
in less than six weeks or fee returned 
Amazingly successful new and simple teach- 
ing techniques: based on proven school 
curriculum. Study at home with help of 
correspondence. Finish quickly or slowly 
as you wish. No boring exercises. Fun from 
start. Paint pictures suitable for framing 
halfway in course. Talent unnecessary 
Unrealized creative ability developed. All 
students enthusiastic. Low tuition. Time 
payment. The best way to a wise decision 
is through leisurely examination of the 
course. Will gladly send it to you for two 
weeks’ preview, free and without obliga- 
tion. Simply write saying, ‘‘I accept your 
conditional proposal in Advertising Age 
for March 20, issue."’ Print name and 
address. The Hartley Course, Westport, 
Connecticut. 


| BBDO, Monsen Win Top Ad Art 


Awards at Chicago Show 

More than 100 works of adver- 
tising and editorial art produced by 
members of the Artists Guild of 
Chicago and published since Janu- 
ary, 1960, are on exhibit during 
March at the Chicago Public Li- 
brary. Winner of the gold award 
in advertising illustration in color 
was work done by Larry Larimer, 
artist, under the direction of Rob- 
ert Dunn, art director, Batten, Bar- 
ton, Durstine & Osborn, for Conn 
organs. Winner of the gold award 
for b&w ad illustration was work 
by artist Phoebe Moore, directed 
by Bernim-Monsen, for Monsen 
Typographers. 

These awards, among almost 50 


to honorable mentions in various 
advertising and editorial categories, 
were presented at a special lunch- 
eon preceding the opening of the 
show. The exhibit will continue 
| April 10-31 at Chicago’s new Vis- 
|ual Arts Center, 27 E. Ohio St. 


Rep Names O’Connor VP 
Arthur O’Connor, radio sales 
|manager of Devney-O’Connell, 
New York, has been named vp in 
charge of the radio division of the 
|radio-tv station representative 
company. Devney-O’Connell has 
been named U.S. representative 


\for CKY, Winnipeg, formerly 
|handled in the U.S. by Forjoe 
& Co. 


others, ranging from gold medals | 


Healy Adds Two Accounts 


Packaging Industries, Montclair, 
N. J., manufacturer of a complete 


line of “blister packaging” ma- 
chinery, and Rohde & Schwarz 
Sales Co. (USA), Passaic, N. J., 


manufacturer and designer of elec- 
tronic measuring devices, have ap- 
pointed Healy Advertising Agency, 
Montclair, N. J., to handle their ad- 
vertising. 


Stitfler Names Jimison 

Stiffler Stores, Jackson, Ohio, 
operator of 13 department stores 
in southern Ohio, has named Jimi- 
son Advertising Agency, Jackson, 
to direct its advertising and pro- 
motion. 


Take the bull by the tail! If high costs are horning in on profits, try this smart 
maneuver. Without giving any ground on quality, save on sales folders, catalogs and 
other printed material by specifying Consolidated Enamel Printing Papers. As the 
world’s largest enamel printing paper specialist, Consolidated offers finest quality for 
less. Get the facts and free test sheets from your Consolidated Paper Merchant. He’s 
ready to help you pull in those bigger profits! 


Available only through your Consolidated Paper Merchant. 


onsolidatec 


notional 


LARGEST ENAMEL PAPER SPECIALIST 


Consoi.Jated Water Power & Paper Co. - Nati. Sales Offices, 135 S. La Salle St., Chicago 


Advertising Age, March 20, 1961 


SPANISH 
GERANIUM 
LANVIN. 


SPRING—Lanvin Parfums Inc. is us- 


|ing this flower display in stores to 


dramatize the new packages for 
Spanish Geranium fragrance. 


Advertisers Ignore 
Teen Agers, Older 
| People, Wood Says 


Houston, March 14—Advertising 
has been neglecting such impor- 
tant segments of the market as 
the older age group and teen 
agers, according to Albert J. Wood, 
president of A. J. Wood Research 
Corp., Philadelphia. 

Speaking before the seventh an- 
nual public utilities seminar of the 
American Marketing Assn. Mr. 
Wood pointed out that in studies 
of various geographical areas, 
only 10% of homemakers 45 years 
or older own electric or gas clothes 
dryers. 

Although it is true that such 
|products have more appeal for 
younger people, little, if anything 
| has been done by appliance man- 
ufacturers or the public utilities to 
stimulate interest in these appli- 
ances among older homemakers. 
Yet it is the latter who “frequent- 
ly represent the largest super- 
|numerary incomes in our econo- 
my” and who can afford to buy 
clothes dryers, he pointed out. 


|s Consumer advertising invaria- 
|bly pictures a young woman and 
this undoubtedly “has the broad- 
|est, most universal appeal. But in 
|seeking a common denominator 
|that represents the consuming 
public at large, important segments 
of the market are ignored,” Mr. 
| Wood said. 

He suggested that to reach the 
|“lucrative, untapped market of 
| homemakers over 45” with such a 
| product as a clothes dryer, adver- 
| tising might be focused on the 
| breadwinner’s approaching retire- 
|ment. Ad copy might read, “Soon 
| you'll be retiring from your job. 
Will you permit your wife to retire 
from hers?” 

Very little is also being done by 
| the appliance and utilities indus- 
|tries to prepare for the teenage 
| market when it peaks within the 
next few years. Although the tra- 
ditional concept of the wedding 
gift has been china, sterling silver 
and such, “in keeping with today’s 
emphasis on the functional, what 
is more practical for a pair of 
|newlyweds than a spanking new 
‘clothes dryer?” # 


|_Lancey,. Ehlinger Opens 

| John P. Lancey, Robert J. Ehl- 
|inger and William A. Moore have 
|}opened a new sales promotion 
|}company, Lancey, Ehlinger & 
Moore, with offices at 273 S. 59th 
| St., Philadelphia. Mr. Lancey, pres- 
ident of the new company, former- 
ly was advertising and sales pro- 
motion manager of the Philadel- 
phia Sealtest Foods division of 
| National Dairy Products Co. Mr. 
Ehlinger was formerly public in- 
formation manager of Smith, Kline 
& French Laboratories. 
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PROBLEM: © | 
_ American Beauty Macaroni Co. 
needed the appetite appeal — 
and label identification of 
— full-color magazine repro- | 
duction, BUT ONLY IN 
‘SELECTED MARKET 
_ WITHIN THEIR 


RLY-RONI 


macARONt) 


Eye-appealing, easy to prepare... this 
new shaped, vitamin enriched American Beauty 
product will delight your 
family. You'll find the recipe for this 
nourishing one-dish meal printed 
right on the back of the package... 
try it soon. 


eT em 


AMERICAN BEAUTY MACARONI CO. 


DENVER * WICHITA * KANSAS CITY * ST. PAUL * LOS ANGELES + ST. LOUIS * SALT LAKE CITY 


The Denver Post 
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SOLUTION: Home Edited Gravure 
Magazines...like the Denver Post 
Sunday Empire Magazine in Denver 


: American Beauty Macaroni,from its Denver plant, is distributed in six states in the West and South- 
west. The only major market in this area is served by a locally edited magazine—the Denver Post 
Empire Magazine. It offered full-color magazine reproduction plus the reach and penetration of 


newspapers. American Beauty merely matched up the magazine to its major market. 


Only locally edited magazines offer regional and national advertisers full-color magazine repro- 
duction in 5,851,749,684,520,334,682,271,908,086,030,848,019,660,800,000,000 different 


major market combinations. Use them as your tactical ad force in 40 major markets. 


The Denver Post Sunday Empire Magazine is 
a member of the Locally Edited Gravure 
Magazines listed below. It is also a member 
of Metropolitan Sunday Newspapers (Sun- 
day) and is one of the 54 individual Home 
Edited Gravure Magazines serving 40 of the 
nation’s leading markets. 


AKRON BEACON JOURNAL « ATLANTA JOURNAL AND CONSTITUTION - COLUMBUS DISPATCH + DALLAS TIMES HERALD « DENVER 

POST +» HOUSTON CHRONICLE + INDIANAPOLIS STAR + LOUISVILLE COURIER-JOURNAL « NEWARK NEWS + NEW ORLEANS TIMES- 

PICAYUNE +» PHOENIX ARIZONA REPUBLIC + PITTSBURGH POST GAZETTE & SUN TELEGRAPH « ST. LOUIS GLOBE-DEMOCRAT - 
TOLEDO BLADE - WASHINGTON POST TIMES HERALD 
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Airequipt Sets 
Drive for New 
Superba Sonic 


‘Preponderant Share’ 
of Budget for Wireless 
Projector Goes to TV 


New York, March 14—Air- 
equipt Mfg. Co. has launched a 
$300,000 campaign to introduce 
its new Superba Sonic wireless- 
controlled slide projector. The 
campaign is the biggest spring 
ad drive in the company’s his- 
tory. 

Airequipt, which has _ been 
selling slide projector accessor- 
ies and components for ten 
years, began to sell its own pro- 
jectors last year, when it in- 
troduced a line of four Superba 
slide projectors. That campaign 
had an investment of some 
$300,000 over a six-month pe- 
riod. 

The current campaign began 
Sunday, with newspaper ads 
ranging from 1,050 lines to 312 
lines in ten markets—New 
York, Los Angeles, Chicago, 
Detroit, Boston, Washington, 
Pittsburgh, Minneapolis, At- 
lanta and Cleveland. The news- 
paper campaign was ‘‘an extra 
push,”’ decided on late in the 
planning. 

Television will get the “pre- 
ponderant share,” according to 
Edgar E. Peck, account super- 
visor at Sudler & Hennessey, 
which got the account last June. 
Tv ads will break April 28 and 
will run through June 1. The 
schedule calls for network par- 
ticipations on the “Jack Paar 
Show” at least once a week, 
making a total of six “for sure, 
with possibly more.” 


e® Mr. Peck said that because 
the Superba Sonic lends itself 
well to demonstration on tv, this 
form of promotion will be a 
feature of the commercials. 

He said the Airequipt line had 
12 participations on the Paar 
and Dave Garroway shows last 
fall: “In my best Anglo-Saxon 
underplaying, the response was 
a smash.” 

Print ads will fall in three 
areas. In the big consumer mag- 
azines b&w bleed pages are 
scheduled for May editions of 
Esquire, Holiday and Sunset 
Magazine, and Sports Illustrated 
May 1. 

In the hobby classification, 
b&w bleed pages will appear in 
June issues of Popular Photo- 
graphy and Modern Photogra- 
phy and the July U. S. Camera 

In business publications, the 
March 12 issue of Photographic 
Trade News carried a b&w bleed 
spread. Photo Weekly will carry 
b&w spread inserts March 20 
and May 15. Photo Dealer will 
carry b&w bleed spreads in 
April and May. 


® In addition, for local dealer 
advertising, Airequipt also has 
a cooperative ad program call- 
ing for use of newspapers, tv 
and radio. 

The Superba Sonic is in 
national distribution. Trade 
sources indicate that competi- 
tive advertising for a wireless- 
controlled slide projector by at 
least one other company is likely 
to break soon. 

Price of the Superba Sonic 
has been set at $219. = 


Hogan Joins Morrissey 

Marty Hogan has joined John 
B. Morrissey Co., Chicago agen- 
cy, as a vp. Mr. Hogan until re- 
cently was general manager of 
WCEL, Chicago. 


Snellenburgs Radio Push 
Uses 13 Radio Personalities 
Snellenburgs, 
partment store chain, launched an 
extensive spot radio campaign 
built around 13 radio personalities 
on six Philadelphia stations. The 


ments between 8 a.m. 
p.m. (EST). 

Each show has one station per- 
sonality handling commercials 
dealing with each specific mer- 
chandise category. The announcers 
also participate in store events. 
Stations carrying the schedules are 
WCAU, WFIL, WRCV, WPEN, 
WIBG and WFLN. Lavenson Bu- 


and 9:30 


. : | 
Philadelphia de-| A qs in ‘Life,’ Supplements 


| Spearhead Brach’s Drive 


a refreshing 


reau of Advertising is the Snellen-| ing. John W. Shaw Advertising, | 
| burgs agency. 


E. J. Brach & Sons, 


rieties in a four-color, page-and- 
one-half ad in the May 3 issue of 
Life. A four-color page will appear 
in the May 14 issue of Parade and 
the May 21 issues of Family Week- 
ly and This Week Magazine. “For 
summer lift... 
Brach’s candy pick-me-ups” is the 
theme of the campaign, which is 
supported by new package design; 
offer of a Candy Susan serving 
tray for $2 and any two Brach’s 
labels; and in-store merchandis- 


Chicago, | 
| will push eight summer candy va- 
chain is backing a total of 13 Mon-| 
day-through-Friday half-hour seg- | 


Chicago, is the agency. 


| 


‘Miami’ Sold in 131 Markets 


dercover” 
Okla., and WJHG-TV, 


sold in 131 markets. 


New Canadian Annual to Bow 

Maclean-Hunter Publishing Co., 
Toronto, will bring out a new an- 
Con- 
in No- 
one-time page ad 


nual publication, Canadian 
trols & Instrumentation, 
vember. The 
rate is $360. 


Ziv-United Artists Television Co., 
New York, has sold “Miami Un- 
to Anheuser-Busch for 
showing on KWTV, Oklahoma City, 
Panama 
City, Fla. The series now has been 
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NEW— FROM BVI! 
Premium Planning Service 


© ‘Package Planning" for top 
premium and stamp plan results 

© Complete merchandising program 

© Profit from BVI leadership in ‘most 
wanted" premiums — Electric Can 
Openers, Paint Sprayers, 


FOR YOU 


Phone, — or write — today! § 
anager, Premium Sales 

-_~ BURGESS i 

cw VIBROCRAFTERS, INC. 4 

Wp Groyslake, Illinois i 

oe 


BAldwin 3-4821 
ee ee 


PLU 


e Almost as precisely as with a builder’s plumb bob, Columbia is centered geo- 
e graphically in South Carolina. Hub of the state, it’s the center to which all eyes 


(like all roads) turn. And people! Total of 257,961 in the 1960 Census, making it the state’s largest metro- 
politan area, and second only to Charlotte in both Carolinas, and still building. o Add WIS-television, 


with its 78.7°% share of the home market audience, according to Nielsen . 


.. add WIS-television’s central 


1526-foot tower that delivers (in this strategic central location) more of the state than any other station 


can reach . 


V V TS television NBC/ABC—Columbia, South Carolina 


Charles A. Batson, Managing Director 


A STATION OF THE BROADCASTING COMPANY OF THE SOUTH ‘2 


G. Richard Shafto, Executive Vice President 


WIS -television, Channel 10, Columbia, S.C. « WIS Radio, 560, Columbia, S.C.» WSFA-TV, Channel 12, Montgomery, Ala. / All represented by Peters, Griffin, Woodward, Inc. 


. . and you come out with a real PLUM of a buy.© South Carolina’s major selling force is 
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| . WANT TO SELL FARMERS OVERSEAS? 


z our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 


Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA 
de las AMERICAS 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


WORLD 
FARMING 


ry 
Advertising Age, March 20, 1961 


Information for Advertisers 


“Playboy & the Men’s Apparel 
Market,” a study of the magazine’s 
audience characteristics in relation 

| to the men’s wear market, has been 
| published by and is available from 
| Playboy, 232 E. Ohio St., Chicago 
Bie 


| 
|e “Spotlight on La Crosse, Wis.,” a 


| market study including data on re- 
tail sales, food sales, drug sales and 
buying income, has been published 
by WKBT, La Crosse. The study 
also includes coverage, circulation 
and programming of the station. 
Additional information may be ob- 
tained from Avery-Knodel Inc., 

| 720 Fifth Ave., New York 19. 


| 

'° Triangle Publications has pub- 
lished its 14th annual survey of 
|sports attendance. Attendance to- 


Eschew the Straw 


pee is as old as getting up before 

breakfast, or older, and there are those 
whose ideas about farmers haven't changed 
since they last saw the sun rise. One finds no 
more straw-chewing hayseeds in Iowa than in 
a rush-hour subway crowd. Don't be misled 


by attire. 


Radio blankets some of the richest farming 
area in the world, including 25% of all the 
Grade A land in the U.S. We start early (5 
A.M. daily) to supply farm service informa- 
tion and entertainment. Last year we had 


more than 100 farm sponsors, 25% of them 


lowa farmers are big businessmen, even 


though they wear few white-on-white shirts 


with us ten years or more. Our farm service 
department is staffed by three full-time col- 
lege graduates, all born and raised on farms. 


Even in moments of stress none chews straws. 


while working. They operate some 190,000 
farms whose average size is 185 acres. They till 
only 1.89% of the total land area in the con- 
tinental U.S., yet lowa ranks second among 
the states in total value of agricultural and 
livestock production (hogs, 22% of U.S. to- Duluth. 
tal; corn, 19%; oats, 18%; soybeans, 12%). Aver- 


age gross income per farm in 1959 was 68% 


above the national average. For the first nine G 
months of 1960 total gross income was $1,808, ° 
592,000—up 5% over the same period of 1959. : 
‘ 
Farms are becoming highly mechanized; 
they grow bigger; fewer people are needed to ‘ 
run them; folks move to town and find jobs 
| ae 
in business and industry. lowa now outranks 
, : 
half the states in number of manufacturing 
plants. . 
lowa’s population increased 5.2% in the last 
decade. The increase in WMT’s home county : 
(Linn) was 31.3%; in Waterloo’s county bd 
: ; 
(Black Hawk) it was 21.9%. Other Eastern f 
lowa counties in our coverage area also show f 
gains above the state average, F 
E 
. e f 
We're carrying the torch for farmers be- 
cause we like torches and farmers—and WMT 
2 
ee 
is 
he 


WMT-—CBS Radio for Eastern Iowa. Na- 
tional representatives, The Katz Agency. 
Affiliated with WMT-TV, Cedar Rapids— 
Waterloo; K-WMT, Fort Dodge; WEBC, 


tals for 1960 and the difference be- 
tween 1960 and 1959 are given for 
17 sports, including racing, base- 
ball, football, basketball, hockey, 
boxing, wrestling, tennis, golf and 
auto racing. Additional information 
may be obtained from Leo Wald- 
man, General Advertising Manag- 
er, Triangle Publications, 525 W. 
52nd St., New York 19. 


e “Research Organizations & Per- 
sonnel in Metropolitan Chicago,” a 
directory of nearly 200 organiza- 
tions engaged in social and eco- 
nomic research, has been pub- 
lished by the research clearing 
house committee of the Chicago 
Assn. of Commerce & Industry. 
The directory provides a ready ref- 
erence to Chicago-based research 
organizations, listing their types of 
research and key personnel work- 
jing on research projects. Copies, 
priced at $3 each, may be obtained 
from the Research & Statistics Di- 
| vision, Chicago Assn. of Commerce 
& Industry, 30 W. Monroe St., Chi- 
|cago 3. 


e “18 Steps to More Profitable 
Consumer Promotions,” a booklet 
reviewing marketing objectives 
which are being successfully 
reached with the aid of consumer 
promotions, has been published by 
the A. C. Nielsen Co. Included in 
|the booklet are pointers on evalu- 
| ating sales and distribution, as well 
|as the product itself, when plan- 
|ning a promotion, and how to im- 
|plement the plan for maximum 
| support of retailers and consumers. 
|Copies are available from Industry 
Relations, A. C. Nielsen Co., 2101 
| Howard St., Chicago 45. 

| 

| 

|e Lawrence Studio Inc., advertis- 
|ing art studio, has published a 
| booklet titled, “What to Look for 
When Choosing an Art Service.” 
Copies are available free by writ- 
ing the studio at 16 E. 50th St., 
New York 22. 


e Conley Associates has published 
a brochure dealing with how ad- 
vertisers and agencies can benefit 
from services offered by executiv:> 
recruiters. The brochure explains 
how executive search companies 
work and how they charge their 
|corporate clients. Additional infor- 
mation may be obtained from Con- 
ley Associates, 135 S. La Salle St., 
Chicago. + 


| 


|Beecham Products Launches 
New Brylcreem Dispenser 

| Beecham Products, Clifton, N. J., 
| is introducing an aluminum aerosol 
dispenser na- 
tionally for its 
Brylcreem, fol- 
lowing intro- 
duction in Chi- 
cago. Beecham 
says the new 
package, the 
Dab__ dispenser, 
is a first in 
the men’s hair 
dressing field 
because of a 
process which 
permits separa- 
tion of product 
and propel- 
lant. 

Because of the size of the piston, 
the new dispenser allows for prac- 
tically 100% usage of the product, 
Beecham says. Consumer and store 
panel testing were conducted in 
New Jersey. Kenyon & Eckhardt is 
the agency. 


|Wittner Names Hugh Smith 


Hugh L. Smith, formerly with) 
J. M. Mathes Inc., has joined Fred 
Wittner Co., New York, as a copy- 
writer. 
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This layout will work magic for you if you sell prod- 
ucts used in constructing, equipping or furnishing new 
custom homes. . . because it enables you to identify 
and influence thousands of definite “buyers-to-be” in 
this lucrative market. It shows how offers of manufac- 
turers’ product information brochures are presented in 
the Guide to Home-Planning Literature. 

Your sales literature is a powerful promotional force. 
It, too, can work magic if it reaches positive prospects 
at the right time. But it’s costly to distribute literature 
to many “wrong” people, hoping you’ll somehow reach 
the “right” people. 

Now, with pin-point accuracy, you can put your 
literature in the hands of thousands of positive pros- 
pects for what you sell (prospects who ask for it at the 
very time they’re selecting the products they’ll soon 
buy for their new homes), through the Guide to Home- 
Planning Literature. Here’s why this systematic plan 
for reaching the right people at the right time pays off 
so handsomely: 

Each year, tens of thousands of persons decide to 
build homes for their own occupancy. They spend an 
average of 35% more to get what they want than peo- 
ple who buy ready-built homes. Every day, 1087 Dodge 
field investigators contact architects, designers, con- 
tractors and other sources to locate these people who 
are ready, willing and able to buy — as they enter 
the market. 


| 
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Within 24 hours, Dodge mails each of these custom- 
home-planners a copy of the Guide containing your 
offer. Only these pre-qualified and committed home- 
planners, and no one else, will see your offer of litera- 
ture in the Guide. 

The result is “magic,” but the details are simple. 
They ask Dodge for literature on products they want 
to consider. Dodge sends you the names and addresses 
of those who request your brochure — on gummed 
mailing labels. You use them to send your literature, 
and you have the names of these positive prospects for 
your “action file.” 

How many qualified requests for literature can you 
expect to receive? The following participants in the 
Guide are getting them at these annual rates: 


Waser ee CARE We COME 6 oc cecsccsssseessss 14,000 
THE FORMICA CORPORATION............... 12,000 
yy Behl yy oeey Pee i» errr 6,500 
UNITED STATE Fisk WOOD, 22 cccacscsceccvcs 9,500 
AMERICAN OLEAN TILE COMPANY .......... 12,000 


See why these companies and many others use the 
Guide? See why you should, if you want to receive a 
steady stream of inquiries each day from positive 
prospects? See the “magic” they could mean in actual 
sales dollars? 

Write, wire, or phone OXford 5-3000 for complete 
information on the Guide. Standard agency commis- 
sions apply. 
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GUIDE TO 
HOME-PLANNING 
LITERATURE 


F.W. Dodge Corporation oep.3: 


i 


corroration 119 West 40th Street, New York 18, N. Y. 
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Frigidaire Names | 
Bell Ad Manager 
as Wright Retires 


DayTon, March 14—Robert M. 
Bell, supervisor of conventions, 
meetings and special activities in 
the merchandising department of 
the Frigidaire division of General 
Motors Corp., has been promoted to 
advertising manager of the divi- 
sion. 

He succeeds Robert C. Wright, 
who retires April 1 after nearly 33 
with the company. Ira G. 


years 


“, 


Robert M. Bell Robert C. Wright 


Hawk, assistant director of pr, has 
been named Mr. Bell’s successor. 

Mr. Bell, who has been with 
Frigidaire more than 15 years, 
joined the company as a sales 
training assistant and script writer. 
In 1948 he was named assistant 
sales training manager in the sales 
promotion department. Four years 
later he was promoted to super- 
visor of sales training in the appli- 
ance sales department. He has also 
served as assistant manager of 
sales planning and supervisor of | 
dishwasher, water heater, refrig- 
erator and food freezer merchan- 
dising. + 


RCA Victor Promotes 
Half-Price LP Record Sale 


RCA Victor Records, New York, 
is running a one-month sale, called | 
“The Greatest Sale on Earth,” | 
starting March 15, offering an Ip! 
album at half-price to purchasers | 
of another album at the regular 
price. The sale is being promoted | 
in commercials on NBC-TV’s 
“Bonanza,” as well as in two-color | 
page ads in Cosmopolitan, Esquire, | 
Hi-Fi Stereo Review, High Fidel- | 
ity, Saturday Review, Schwann | 
Long Playing Record Catalog,| 
Sports Illustrated, The New York | 
Times, The New Yorker and Time. 

Page ad mats, featuring a circus | 
theme, have been distributed to | 
dealers for co-op newspaper sched- | 
ules. Dealers also have received 
extensive merchandising aids in 
addition to catalog supplements. 
The ads were placed through Grey 
Advertising Agency. 


Inside Ad Week Set April 2-7 


The 11th annual Inside Advertis- 
ing Week, sponsored by the Adver- 
tising Club of New York and the 
Assn. of Advertising Men & Wom- 
en will be held April 2-7. Some 
100 honor college seniors will get 
a first hand view of the advertis- 
ing business. This year, teachers 
have also been invited to attend 
the week’s activities. R. Steele 
Sherratt, Sterwin Chemical Co., is 
general chairman of the event. 


C-E-I-R, Facts Merge 

Facts Consolidated, Los Angeles, 
and C-E-I-R Inc., Arlington, Va., 
have signed a merger contract. The 
alliance of the two research com- 
panies, Facts, specializing chiefly 
in motivational and marketing as- 
pects, and C-E-I-R in mathemati- 
cal and computer service, is subject 
to approval by the California cor- 
poration commissioner. 


SPRING 76“"BULBS 


15¢ PER PACKAGE 


ORCHAWAI! oe 


HQ: 305 7th Ave. N.Y. 1, N.Y. + OR 5-6500 
+ AN 3-6622 


BR: 30 W. Wash., Chi. 2, Il. 


Heinz, Mazola Set Joint Push 
“It’s Dress Up Time for Slim 


| Down Salads” is the title of a new 


joint promotion which will be un- 
dertaken this summer by the mak- 
ers of Heinz vinegars and Mazola 
corn oil. Full color spreads are 
scheduled in June issues of Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal and Woman’s Day. 
In addition, a heavy schedule of tv 
spots will run on six CBS daytime 
network shows sponsored by Ma- 


|zola and on 10 NBC daytime shows | quick-delivery and small-order 
|sponsored by Heinz. Maxon Inc.,|needs of all steel users and pre- 
Detroit, is the Heinz agency; Len-| pare steel for fabrication or man- 
nen & Newell, New York, handles | ufacturing. Fuller & Smith & Ross 
Mazola’s advertising. | was the previous agency of record. 


Meldrum Gets Steel Account ‘PAC Sponsors Drug Seminar 

Meldrum & Fewsmith, Cleveland,; The Pharmaceutical Advertising 
has been named agency for the | Club of New York will sponsor an 
Steel Service Center Institute,| “Advanced Seminar for Pharma- 
| Cleveland, association of 500 com-| ceutical Marketing Executives” at 
| panies operating some 900 sarviee | She Harvard graduate school of 
centers. 
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|24. Complete information can be 


obtained from the PAC. Enroll- 
ment is limited to 80. 


Atkins Named Gazette Head 
James H. Atkins, general man- 
ager of the Gastonia Gazette, Gas- 
tonia, N.C., has also been elected 
president and treasurer of Gazette 
Publishing Co. He succeeds the late 
Stewart Atkins. Garland Atkins 
has been named first vp, executive 


The centers service the|business administration June 18-!news director and associate editor. 


Each dollar you invest in the Digest lets you 


double your chances- 


2034 
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Telemeter Appoints Two; 
Sets 4 Shows for Toronto 

Will Baltin, formerly a staff ex- 
ecutive of International Telemeter 
Co., New York, has been named 
administrative assistant to the 
president of the Paramount Pic- 
tures Corp. division. Hy Hollinger, 
formerly a staff writer for Variety, 
has joined Telemeter as public re- 
lations manager of the New York 
office. 


new programs for its pay-tv sys- 
tem in the Toronto suburb of 
Etobicoke, including a live telecast 
of the Broadway musical revue, 
“Show Girl,” April 2. Set for a 
week’s run each are tapes of Gian- 
Carlo Menotti’s musical drama, 
“The Consul,” beginning March 16; 
off-Broadway production of Ibsen’s 
“Hedda Gabler,” starting April 20; 
and “An Evening with Edith Piaf 
in Paris’”’ from the Olympia Thea- 


Biedler Joins Gregory 

Richard T. Biedler has been ap- 
pointed an account executive of 
Willard G. Gregory Co., Los An- 
geles. Prior to joining Gregory, Mr. 
Biedler was advertising manager 
of the American Society of Heat- 
ing, Refrigerating & Air Condition- 
ing Engineers Inc., New York. 


Cornish to NW Daily Assn. 


William T. Cornish, formerly 


manager of F. C. Hayer Co., Min- 
neapolis, has been named sales 
promotion manager of the North- 
west Daily Press Assn., Minneap- 
olis. 


‘KGW Names Busse 


Ed Busse Jr. for three years with 
the advertising and promotion de- 
partments of the Portland Oregon- 
ian, has been appointed promotion 
director of KGW, Portland radio 


Telemeter has scheduled several | ter, Paris, beginning May 4. 


advertising and sales promotion, station. 


0-sell prepared mixes 


Package-goods marketers use Reader's Digest 
to reach their best prospects millions of extra times 


Every time an advertisement is looked at, it 
has a chance-to-sell. And there are huge differ- 
ences in the numbers of chances-to-sell that an 
advertisement gets in leading magazines, 
according to nationwide research by Alfred 
Politz. For example, note the typical two- 
to-one spread in chances-to-sell to people 
who were recent buyers of prepared mixes: 


et 24,933,000 
8 ere err 12,573,000 
ree 11,027,000 
4) re ere 10,216,000 


The number of chances-to-sell to prepared-mix 
buyers that you get per dollar with a 4-color page 
is illustrated at the left. 


And Digest readers are top-quality prospects for 
all package goods 


A typical Digest issue is read by: 


e About 1 out of every 3 recent buyers of facial 
tissues : . . deodorants . . . or aluminum foil. 


@ 12% million homemakers. . . America’s biggest 
assured audience of good grocery prospects. 


e@ Nearly 4 out of every 10 people in the upper- 
income third of the country. 


Whatever product you market, be sure you know 


your chances-to-sell to your own best prospects. 


WHAT ABOUT TV? Because TV audiences 
have not been measured: accurately for proven 
prospects for specific kinds of products, compari- 


sons must be based on chances-to-sell to the entire 
audience. On this basis, a 4-color Digest page gives 
you 60,947,000 chances-to-sell, or 1401 per dollar. 
TV provides only 17,419,000, or 613 per dollar 
(with a commercial minute on the average night- 
time network TV program). 


“Double your 
chances-to-sell”’ 


Libby knows the Digest’s 
extra chances-to-sell get results! 


As part of its national introduction of 

Libby’s Deep-Minted Brand Pineapple 
Chunks, Libby ran a Digest advertisement that 
carried a 10¢ coupon. More than a million were 
redeemed. Libby followed up this success with 
eleven other Digest advertisements. It reports: 
“Never before has a new product become a major 
product in the Libby line in so short a time.” 


Ad World Corners 
Creative Talent, Says 
Writer in ‘Horizon’ 

NEw York, March 14—The level 
of talent on display in advertising 
is far higher than that on view in 
the popular arts. 

Advertising has siphoned off 
people with talent and vitality 
from the creative pool. 

These are two of the opinions of 
Stephen White, writing in Horizon, 
on advertising as a “temple of tal- 
ent.” Mr. White writes regularly 
for Horizon, was once science edi- 
|tor of Look, did a hitch in Grey 
Advertising Agency, and is now 
working with M.I.T. on high school 
|science text books. 

He cites a Maxwell House tv 
spot, which he says has an infec- 
tious melody, better than anything 
he’s heard in musicals since “Guys 
|& Dolls,” and a Johnson & Johnson 
| spot for Band-Aids, which he says 
'is more daring in its use of photo- 
graphic techniques than anything 
he’s seen in movies. 


s Mr. White is inclined to take a 
rather patronizing view of adver- 
tising; readers and viewers who 
|are caught by memorable sentences 
or pictures are “not elated by the 
experience,” he writes. He regards 
advertising as the wedding of “ar- 
tistic talent with commercial 
drive,” and mentions the substan- 
tial dowry which accompanies it. 
He thinks talented people have 
been seduced by an industry which 
pays them well, gives them scope 
and asks only that “they forebear 
to look too closely at the finished 
product.” He thinks talented peo- 
ple may know that what they are 
doing is beneath their dignity, but 
they are well paid, and thus are 
kept “sullen but not mutinous.” 
| He advocates appreciating the 
style and ignoring the content. + 


Anson Returns to N.Y. for CPV 
| R. G. K. (Ted) Anson has re- 
|turned to the U.S. on a short-term 
assignment as North American di- 
rector of CPV International, New 
York liaison office of Colman, 
|Prentis & Varley, London. Mr. An- 
|son, formerly marketing director 
of CPV’s Paris office, succeeds Jer- 
ry Roberts, who has returned to 
the London office. Mr. Anson was 
with the old Colman, Prentis & 
Varley agency of New York for 
eight years before moving to Paris. 


Here’s the Medium 
That Gets Results 


In the rich three-county mar- 
ket of Southern New Jersey, 
it’s the PRESS with a phenom- 
enal increase in circulation 
that more than matches the 
rapidly expanding population 
growth of the area. 


Atlantic City Press 


Southern New Jersey's 
“Good Morning” Newspaper 
ROLLAND L. ADAMS, President 


SCOLARO, MEEKER & SCOTT, Inc. 
National Representatives 
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— Pages , Lines — 
Feb. Feb. Jan-Feb. Jan.-Feb. Feb. Feb. dan.-Feb. Jan.-Feb. 
1961 1960 1961 1960 1961 1960 1961 1960 

Weeklies, Bi-Weeklies, Semi-Monthlies (February) 
era 19.4 15.8 32.6 29.8 8,148 6,636 13,692 12,516 
RPP Seeres tb. 4 6eT rea rees ene 61.2 65.8 119.8 126.6 26,239 28,241 51,406 54,337 
er ee 48.6 33.1 93.1 71.8 20,412 13,916 39,116 30,170 
RPA re eer eer eee rere 20.2 23.7 45.2 49.0 20,190 23,710 45,223 48,991 
Se re re ere 231.6 296.5 403.5 461.8 157,485 201,621 274,368 314,013 
FCCP Creer rere 106.5 114.6 234.7 177.2 72,400 77,955 159,569 120,510 
WE, we ledudencvecas 184.4 274.7 342.7 430.2 77,448 115,374 143,934 180,684 
GY TINIE ivscccsecoanen 335.9 378.8 594.5 676.7 144,096 162,518 225,033 290,304 
0 ER eee 335.9 370.5 594.5 659.4 144,096 158,928 225,033 282,873 
SEE eee cee —- 29.9 60.8 12,823 26,090 
Presbyterian Life ........... 13.5 15.8 25.0 25.7 5,691 6,664 10,528 10,867 
. eo 47.2 32.8 94.2 57.2 19,813 16,148 39,532 26,409 
Saturday Evening Post ....... 156.6 219.7 290.2 386.1 106,496 149,384 197,303 262,528 
Saturday Review ............ 89.2 91.4 185.3 197.5 37,476 38,375 77,834 82,937 
ee ere 12.7 10.9 19.7 12.2 13,791 11,822 21,370 13,267 
tSports Illustrated ......... 11449 1498 189.1 221.7 48,276 62,931 79,468 93,123 
. SSS errr rer rrr 175.3 319.7 349.8 510.4 73,627 134,271 146,895 214,375 
tf Serr re 83.3 60.2 163.3 121.8 15,158 10,955 29,713 22,172 
tU. S. News & World Report . 178.5 248.0 345.9 410.3 74,970 104,160 145,278 172,326 
. f Seer. 1,879.0 2,351.3 3,528.6 3,966.0 921,716 1,164,681 1,700,262 1,949,529 


+Four issues February 1961; five issues February 1960. zNot included in totals. §Total represents national advertising plus 
sectional at a reduced decimal equivalent. *1961 figures include regional pages. 


—— 


March 
1961 
Women’s 
2 aes — 
tBride’s Magazine ......... oe 
POM GORE cn ccc sieves 52.5 
Good Housekeeping .......... 96.9 
Ladies’ Home Journal ...... 78.1 
Ma onosc aces aaveces 104.3 
i rere 93.0 
t*Parents’ Magazine: 

National Edition .......... 75.1 
Metropolitan New York Edition 79. 
DEEN S444 24-beehe G06s 40% 122.4 
ke err Te 49.7 
MEE ED. nt ositcceeas 39.1 
.  . ST oeAe eee 790.8 


Lines 


Pages 
March Jan.-March Jan.-March March March 
1960 1961 1960 1961 1960 
se 132.3 131.3 
a 202.5 226.3 
58.1 139.0 154.3 22,523 24,925 
104.0 219.5 239.3 41,586 44,627 
96.4 194.3 230.3 53,120 65,581 
118.0 248.5 240.0 70,924 80,253 
100.9 215.9 216.8 58,776 63,756 
79.3 181.6 180.6 32,226 34,003 
85.1 195.1 195.2 34,175 36,515 
127.1 275.9 281.4 83,254 86,425 
47.9 120.0 123.9 21,334 20,537 
49.8 125.6 141.5 7,680 9,767 
“$66.6 2,250.2 2,360.9 425,598 466,389 


tions. {No Pacific Mountain edition February and March. 


Jan.-March Jan.-March 


1961 


83,661 
127,980 
59,631 
94,146 
132,128 
168,973 
136,436 


77,946 
83,676 
187,634 
51,506 
24,626 


1,228,343 


General 
American Artist ............ 23.8 24.1 72.8 76.7 10,002 10,106 30,594 
American Forests ........... 16.7 18.7 43.8 54.8 7,014 7,854 18,396 
American Legiin ............ 18.7 15.3 48.1 45.4 7,877 6,446 20,208 
SE: uke leas bas oseusies 52.2 52.0 141.3 127.8 21,898 21,846 59,399 
ree 19.0 26.5 58.7 78.1 8,145 11,354 25,190 
Christian Werald ............ 34.2 39.0 107.2 118.8 14,676 16,766 46,023 
EE acy See eid seed ies 12.7 12.9 35.0 39.5 5,327 5,414 14,719 
OD. .cgeeusaseeee se 32.3 19.1 92.3 73.4 13,848 8,158 39,594 
PS Cin witstiddniadhes.e 46.3 68.5 146.5 188.5 8,334 12,330 25,290 
rere 64.2 81.9 180.6 211.2 43,718 55,753 122,821 
ME Lcuneeeesaes 15.3 13.0 46.2 39.0 6,569 6,005 19,837 
Serre rere 74.5 69.0 176.4 181.9 50,064 46,368 118,541 
CD: *incue cheese nandee 16.3 20.3 43.7 49.6 11,189 13,934 30,021 
| EES ere 47.4 48.0 146.1 168.7 19,891 20,173 61,379 
PT - iciccitussaxuess 27.4 28.9 58.4 55.7 5,372 5,655 17,567 
EE re 29.6 35.1 78.1 $9.0 12,672 15,076 33,471 
Grade Teacher ............ 45.4 48.0 119.8 120.2 20,024 21,269 52,832 
Harper's Magazine ........ 56.2 51.0 143.5 122.7 23,616 21,433 60,265 
Hi Fi/Stereo Review ........ 55.0 58.2 157.4 148.1 23,113 24,431 66,112 
Ear re 55.0 74.0 173.3 205.4 23,100 31,080 72,786 
aS Ea ee 100.7 118.6 268.8 309.8 68,458 80,614 182,797 
ere 31.7 40.3 94.9 111.5 13,328 16,926 39,858 
Improvement Era ........... 26.5 29.4 62.5 711 11,119 12,355 26,252 
yd kine:5 svete a 000 62.1 43.3 122.7 110.2 42,488 29,644 83,984 
Kiwanis Magazine ......... 11.5 6.8 35.7 19.5 4,819 2,845 15,014 
Lion Magazine ............ 12.3 11.7 33.1 31.2 5,239 4,984 14,057 
re 134.2 161.8 475.4 583.0 78,890 95,109 279,535 
See 10.4 16.9 31.9 42.0 4,354 7,084 13,398 
i aaa 15.7 24.4 49.2 64.5 6,608 10,234 20,678 
National Geographic Magazine . 57.0 63.0 119.4 147.6 13,524 14,952 28,369 
eee 28.5 23.8 78.9 57.0 11,958 9,983 33,129 
Popular Boating .......... 96.4 87.6 307.4 297.6 56,677 51,491 180,757 
Popular Photography ...... 59.8 65.1 196.0 206.8 25,108 27,355 82,324 
jake 18.2 23.4 45.7 54.1 7,926 10,012 19,550 
Reader's Digest ....... 88.5 77.5 205.2 185.5 16,107 14,110 37,339 
0 a 54.6 42.8 127.6 107.9 23,430 18,375 54,744 
5 eee 27.3 27.5 78.2 81.1 11,466 11,550 32,844 
EN 8806-18 64%454<43 11.3 5.3 36.4 17.5 4,731 2,209 15,258 
Sports Cars Illustrated ...... 28.1 33.1 81.1 97.8 11,785 13,898 34,079 
2 eres 22.6 23.6 66.3 65.8 9,718 10,130 28,073 
AS ee 11.2 10.9 32.6 27.9 4,789 4,662 13,974 
Town & Country ........... 92.6 78.0 202.6 192.5 58,528 49,306 128,060 
a 30.0 26.2 95.5 68.6 12,863 11,249 40,945 
V. F. W. Magazine ......... 10.1 10.8 314 31.1 4.248 4,545 13,185 
«sss ee 145.0 150.8 525.8 521.8 85,260 88,670 309,170 
ET PP 1,928.5 2,006.1 5,467.55 5,697.9 929.870 963,743 2,672,418 


tTotal represents national advertising plus sectional 


circulation of Western Yachting. 


Home 
American Home ............ 37.8 
EES ee eee 61.7 
Better Homes & Gardens .... 70.8 
nt ME civcteeveseus 6.0 
Flower & Garden ....... 50.9 
Flower Grower .......... 61.1 
House Beautiful ........ 84.3 
House & Garden .......... 69.8 
tLiving for Young Homemakers 48 
Popular Gardening .......... 60.6 
Sunset Magazine .......... 138.7 

fF (ee 686.5 
tCumulative figures contain prorated sectional linage. 
Fashion 
CE tbhwegenesseoese 129.9 
Harper's Bazaar ........... 126.6 
tMademoiselle ............ 108.5 
ME Piet ie ds beteenscecsess 140.2 

We ED eed occescese 505.2 
Sectional linage included. 
Movie-Romance-Radio-TV 
Dell Modern Group: 

Modern Romances ........ 18.6 


“$14.8 


103.4 
123.3 
115.9 
175.3 


517.9 


at a reduced decimal 


1960 


83,054 
143,021 

66,194 
102,640 
156,623 
163,188 
136,992 


77,431 
83,736 
191,349 
53,144 
27,730 


1,285,102 


linage prorated to circulation of regional edi- 


32,205 
23,016 
19,101 
53,686 
33,477 
51,022 
16,609 
31,520 
33,930 
143,618 
17,205 
122,237 


13,089 
306,818 
2,779,021 


equivalent. *Includes sectional linage prorated to 


23,882 28,805 70,841 74,500 

189.0 193.9 18,131 18,934 55,579 57,007 
180.8 232.8 44,771 69,810 114,293 147,111 
8.3 4.0 2,520 924 3,499 1,680 
136.6 144.5 21,362 24,232 57,389 60,695 
159.2 184.2 25,696 29,762 66,921 77,358 
192.4 226.0 53,284 63,839 121,573 142,812 
157.5 156.1 44,114 47,984 99,565 98,683 
104.0 140.0 28,296 42,883 65,732 88,498 
165.0 178.4 25,456 29,782 69,301 74,922 
322.4 324.2 58,285 62,125 135,484 136,210 
1,727.3 1,902.0 345,797 419,080 860,177 959,476 
253.9 256.8 55,735 44,381 108,940 110,213 
296.4 269.3 80,097 77,942 187,319 170,203 
216.5 224.7 46,533 49,735 92,894 96,380 
410.0 467.5 88,626 110,852 259,167 295,437 
1176.8 1,218.3 270,991 282,910 648,320 672,233 
52.6 74.0 7,959 11,360 22,543 31,723 


Advertising Age, March 20, 1961 


March Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


— Pages , —_— Lines 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1961 1960 1961 1960 1961 1960 1961 1960 
Modern Screen ........... 14.0 13.9 34.8 44.0 6,015 5,974 14,961 18,874 
i See 11.9 12.3 31.7 39.4 5,124 5,259 13,627 16,874 
Fawcett Women’s Group: 
Metien Pietare .......... 11.0 13.3 32.6 40.5 4,701 5,750 13,963 17,425 
True Confessions ......... 20.8 24.3 53.6 68.4 8,932 10,406 23,014 29,342 
Hillman Romance Group ..... 2.5 5.3 9.1 13.3 1,088 2,280 3,940 5,767 
Hillman Women’s Group ..... 24.0 20.8 59.9 64.5 10,297 8,965 25,775 27,783 
Ideal Women’s Group: 
| are ree 26.6 28.3 71.8 77.7 11,426 12,132 30,814 33,351 
 & Sarr 24.2 25.7 69.9 70.9 10,369 11,006 29,577 30,426 
Movie Star TV Close-Ups ... 24.2 25.7 68.9 70.9 10,369 11,006 29,549 30,426 
Personal Romances ........ 29.7 28.4 72.5 68.2 12,752 12,189 31,123 29,239 
(i. 2 Sane 24.0 22.0 69.2 71.5 10,301 9,453 29,689 30,672 
See er 12.1 11.5 34.8 33.2 5,210 4,949 14,987 14,238 
Secrets Romance Group: 
Revealing Romances ...... 21.8 22.1 62.5 65.0 9,359 9,479 26,792 27,884 
Confidential Confessions .... 21.8 22.1 62.5 65.0 9,359 9,479 26,792 27,870 
Daring Romances ......... 21.8 22.1 62.5 65.0 9,359 9,479 26,792 27,870 
SE cha aad tok sevaseas 21.8 22.1 62.5 65.0 9,359 9,479 26,792 27,884 
True Story Women’s Group: 
oo . . MEE eer ree 15.7 18.3 42.4 55.3 6,754 7,831 18,205 23,706 
True Experience .......... 9.5 13.7 28.5 43.7 4,089 5,880 12,230 18,753 
True Love Stories ......... 9.4 14.3 28.6 45.1 4,044 6,156 12,274 19,348 
True Romance ............ 9.7 13.6 29.2 43.5 4,177 5,839 12,544 18,674 
| 8665334005085 51.1 54.4 122.1 141.0 21,927 23,339 52,396 60,493 
TV-Radio Mirror ......... 7.5 10.5 22.8 34.4 3,207 4,489 9,767 14,755 
SE Perrer ee 433.7 471.2 1,185.0 1,359.5 186,177 202,179 508,146 583,377 


tAlternates bi-monthly with Silver Screen. 


Magazine Linage Trend 


Figures in Thousands 


WEEKLIES 
1961 
FEB.| 922 | 
JAN.| 720 


S8Business (March) 


Dun's Review & Modern Industry 89.7 
DES Gabddbewh coniadenss 146.3 
Management Methods 56.1 
Nation’s Business .......... 54.2 

EN ids SN peo Ke 346.3 


97.9 


209.3 230.0 37,649 41,118 87,713 96,620 

195.8 400.0 500.0 92,430 123,714 252,800 316,000 
59.3 154.8 161.3 23,562 24,906 65,016 67,746 
60.7 130.4 149.3 22,764 25,480 54,750 62,685 
413.7 8945 1,040.6 176,405 215,218 460,279 543,051 


§Because current month linage figures for several publications are not yet available this group is broken into a March and a 


February section. 


r Pages — Lines 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. dan.-Feb. Jan.-Feb. 
1961 1960 1961 1960 1961 1960 1961 1960 
Business (February) 
SL. cbadctesucuse ars 71.6 84.1 153.0 156.8 46,975 55,137 100,308 102,858 
Business Week .............. 282.5 384.4 541.4 692.0 118,663 161,440 227,383 290,619 
Financial World ............ 25.3 37.5 712 81.7 10,647 15,774 29,927 34,350 
PR SERNA Levadinssinaes 47.7 51.2 105.0 118.1 20,038 21,491 44,088 49,596 
eres 427.1 557.2 870.6 1,048.6 196,323 253,842 401,711 477,423 
tFour issues February 1961; five issues February 1960. 
Farm Magazines 
Farm Journal: (mon) 
#Central Edition ......... 91.2 126.5 266.1 304.0 39,142 54,251 114,175 130,400 
Eastern Edition ........ 77.9 102.3 226.0 246.5 33,423 43,885 96,956 105,734 
Southeastern Edition ..... 59.9 92.6 193.3 210.6 25,699 39,738 82,943 90,345 
Southwestern Edition ..... 64.2 93.3 197.0 211.4 27,560 40,025 84,519 90,704 
ttWestern Edition ......... 72.6 103.8 220.8 252.9 31,135 44,529 94,743 108,508 
Average 5 Editions ........ 73.2 103.7 220.7 245.1 31,392 44,486 94,667 105,138 
Progressive Farmer: (mon) 
#Carolinas-Va. Edition 89.3 104.1 226.7 267.8 60,715 70,872 154,177 182,131 
#Ga.-Ala.-Fla. Edition 90.1 99.5 226.5 260.9 61,287 67,674 154,026 177,422 
#Ky.-Tenn.-W.Va. Edition 81.4 89.0 201.0 237.2 55,347 60,522 136,643 161,265 
#Miss.-Ark.-La. Edition 81.8 92.0 200.3 231.0 55,596 62,550 136,173 157,098 
H#Texas Edition .......... 75.0 91.5 198.0 229.6 51,025 62,197 134,638 156,119 
Average 5 Editions ....... 83.5 95.2 210.5 245.3 56,794 64,763 143,132 166,807 
Successful Farming (mon) .... 84.8 102.7 208.2 246.0 38,175 46,197 93,702 110,680 
. 2 SAS 241.5 301.6 “639.4 ° 736.4 126,361 155,446 331,501 382,625 
ZtNot included in totals. 
Youth 
American EN i eaibexewn ois 29.5 33.1 60.7 74.5 2,660 14,192 26,031 31,964 
SR bs eewbenaenedeets 25.5 26.8 73.5 81.7 17,327 18,248 49,962 55,533 
*Co-ed Bsa as sesseussssseess 19.2 12.1 59.6 35.4 8,071 5,061 25,048 14,847 
Scholastic Magazines ........ 32.0 34.8 102.5 135.1 13,464 14,594 43,152 56,806 
**Scholastic Lae 5.8 9.7 14.0 23.6 5.093 8,482 12,271 20,655 
Teen Magazine ............. 16.2 14.4 35.2 41.9 6,818 6,034 14,826 17,584 
bo TREE EEE 128.2 130.9 345.5 392.2 63,433 66,611 171,290 197,389 
*No January 1960 issue. **No January 1961 issue. 
Mechanics & Science 
Mechanix Illustrated ......... 63.5 80.8 201.8 233.3 14,224 18,078 45,199 52,229 
Popular Electronics ........ 53.2 52.7 157.7 159.6 11,906 11,794 35,329 35,739 
Popular Mechanics .......... 116.5 121.6 317.8 352.7 26,096 27,245 71,189 78,996 
Popular Science 103.2 119.5 285.4 327.1 23,110 26,761 63,923 73,264 
0 336.4 374.6 962.7 1,072.7 75,336 83,878 215,640 240,228 
Outdoor & Sport 
American Rifleman ....... 47.7 48.9 133.4 136.5 20,439 20,975 57,235 58,548 
Field & Stream 82.4 93.2 179.8 201.0 35,329 39,969 77,138 86,220 
Fur-Fish-Game 23.3 22.9 69.5 65.7 9,995 9,838 29,795 28,191 


(Continued on Page 46) 
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It’s who’s up front that counts, when you measure 
sales success. Winston—America’s lst choice in 
filter cigarettes—has been a regular color adver- 
tiser in TV GUIDE since 1956. And for good reasons: 
TV GUIDE outsells every other weekly or biweekly 


magazine; it ranks first in supermarket sales; it 
numbers more Young Marrieds (18-34) among its 
primary readers than any other magazine. Clearly, 
TV GuIpE sells good... like a magazine should. 
Best-selling weekly magazine in America 
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24,024 Weekend Magazine .......... 94.3 104.6 232.4 242.9 91,960 101,997 226,635 236,848 
Outdoor Life 79.0 82.3 184.5 185.5 33,886 35,298 79,134 79,559 Total Group ......... 321.4 368.7 864.0 917.0 299,883 342,674 803,870 $49,512 
Seeres AMS ..... nc cccceces 63.9 64.9 137.9 159.2 27,455 27,824 59,189 68,218 
TOM GI 5... 560 5sc5s:- 320.4 3344 767.9 39 137,443 143,428 329,475 344,760 ‘Foreign (March) 
: : OS Brrrr rere ce 14.1 19.1 31.8 43.2 11,802 16,002 26.670 36,288 
Detective & Fiction Popular Mechanics: 
Dell Men's Group ........... 11.9 ©=:13.0 33.5 41.8 5,102 5,592 14,365 17,918 Popular Mekanik (Danish Ed.) 19.0 288 50.5 72.1 3,990 6,048 10,605 15,148 
{Thrilling Group ........... ay 7.6 26.1 23.4 1,725 1,703 5,856 5,236 PM (Dutch Edition) we 13.5 10.5 30.3 33.8 2,835 2,195 6.373 7,102 
Total Grewp ..........:. 6 206 59.6 65.2 6,827 7,295 20,221 23,154 Mecanique Populaire (French) 29.0 27.3 74.5 72.8 6,496 6,115 16,688 16,307 
Formerly known as Thrilling Fiction Group. Populare Mechanik (German) 84 5.0 199 131 1,881 1,120 4,457 2.934 
t Formerly ng Popular Mekanik (Swedish) 9.0 13.9 25.0 35.0 1,890 2.912 5,250 7,357 
i Mecanica Popular (Latin America) : 
Newspaper Sections (I) Brazil (Portuguese) ..... 23.2 29.5 54.9 57.1 5,196 6,608 12,308 12,796 
(Nationally distributed with Sunday newspapers) Mexican-Caribbear (Spanish) 22.0 27.1 51.5 69.4 4,928 6,062 11,536 15,554 
The American Weekly ........ 17.8 23.1 64.2 84.9 15,109 19,593 54,571 72,132 So. Hemisphere (Spanish) 11.8 13.7 27.5 39.3 2.643 3,068 6.171 8,806 
er 44.7 39.0 121.1 98.6 38,036 33,150 103,019 $3,827 Tei Gree {50.0 174.9 365.9 4358 661 50.130 100.058 122.292 
I a ods x4 48.5 54.3 143.3 162.8 41,256 46,113 121,848 138,392 | Total Group ..........--. 
Suburbia Today ...... 21.3 17.3 53.3 40.0 18,086 14,666 45,296 33,937 
This Week Magazine .. 65.1 68.7 182.2 209.9 55,374 58,431 154,841 178,383 - a _— eonnensaee - ves Ue. ee 
Total Group 197.4 202.4 564.1 596.2 167,861 171,953 479,575 506,671 1961 1960 1961 1960 1961 1960 1961 1960 
Pages Lines 2 
Feb. Feb. imnta Jan.-Feb. Feb. Feb. Jan.-Feb. —_ Jan.-Feb. Foreign (February) 
1961 1960 1961 1960 1961 1960 1961 1960 tLife International .......... 57.0 122.5 144.5 144.2 38,760 83,385 98,345 98.090 
eee 30.0 36.4 80.5 90.7 20,400 24,320 54,825 61,795 
. | Mexican Edition .......... 35.6 46.0 88.7 111.3 24,310 31,280 60,435 75,735 
Newspaper Sections (II) (February) Caribbean Edition ......... 426 50.0 1103 131.3 29,070 34,000 75,055 89,335 
(All other newspaper sections) +t Newsweek: 
Chicago Tribune Magazine 163.5 1438 326.0 308.0 138,970 122,261 277,114 261,835 | Pacific Edition ..........- 72.8 107.6 138.9 170.9 30,589 45,185 58.342 71.782 
New York Times Magazine . 284.4 229.7 501.5 467.0 241,744 195,211 426,259 196,940 | European Edition ........ 775 84.9 138.8 133.6 32,550 35,662 58.275 56.099 
Philadelphia Inquirer 95.3 111.0 199.3 233.6 $1,043 94,391 169,411 198,570 | Reader's Digest: “a sac ie — ad e 
; .757 411,863 872,784 657,345 | RAR sa ae ee 30.0 0 4. ‘ " .216 9,828 644 
a oe — EE WII 8 ood Sincs's Seiwens's 34.5 37.0 61.5 67.0 6.279 6,734 11,193 12,194 
Pages Lines GE 60 600060000086 56.3 65.8 95.0 101.0 10,238 11,967 17,290 18.382 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March SE coe coe oe 50.0 46.0 90.0 95.0 8.850 8,372 15,930 17.290 
1961 1960 1961 1960 1961 1960 1961 1960 BEE: ab cccawee'ssceeaes 36.5 38.0 83.0 71.5 6,826 6,650 15,521 12.513 
eee 65.5 62.5 129.5 114.5 11,921 10,938 23,569 20.038 
. : EE 5:6 0'6.08 045.6068 0 0858 71.5 75.5 123.5 129.5 13,299 14,043 22,971 24,087 
Comics Magazines Caribbean .............. 41.0 60.5 75.0 116.0 7,462 11011 13,650 21,112 
American Comics Group 7.0 7.0 21.0 21.0 2.646 2,646 7,938 7,938 | Danish 27.8 32.5 41.8 54.3 5.051 5,483 7,599 9.223 
National Comics Group: Dutch ..... 52.9 57.5 102.5 98.5 9,464 10,465 18,655 17,927 
Blue Unit 45 5.5 14.0 18.0 1,701 2,079 5,292 6,804 Finnigh 18.0 22.0 32.0 33.0 3,276 4,092 5.824 6.138 
Red Unit 4.5 5.0 13.5 17.5 1,701 1,890 5.103 6,615 LS Ce ee 84.0 81.0 148.0 144.7 15,708 14,175 27.676 25.317 
Total Group 16.0 17.5 48.5 56.5 6,048 6.615 18,333 21,357 French-Swiss 27.3 20.0 56.0 32.0 5,111 3,500 10,472 5,600 
German ..... 93.0 92.0 169.0 160.0 16,461 16,744 29,913 29.120 
jo German-Swiss 30.3 25.5 51.0 46.0 5.520 4,641 9,282 8.372 
Canadian Iberian ......... 64.0 50.0 129.0 104.7 11,456 9,190 23,091 19.050 
tCanadian Homes 26.4 35.8 58.0 80.1 17,947 24,331 39,457 + 54,436 Indian ........ 54.0 39.0 109.0 83.0 10,044 7,098 20,274 15,106 
Chatelaine: (Perr eee 67.0 57.0 114.0 101.0 12,194 9.804 20,748 17,372 
Canadian Home Journal . 82.7 75.8 179.4 164.9 56,217 51,531 121,973 112,116 Japanese 30.5 32.8 63.8 70.5 5,246 5,502 10,965 11,844 
Revue Moderne 46.2 — 99.9 ——— 31,384 67.952 ND 6 Sirs S6A NSS EOS 39.0 48.0 73.0 82.5 7,098 8,736 13,286 15,015 
Liberty 21.0 23.3 50.5 50.1 9,009 —- 10,010 21,594 21,503 New Zealand ..:......... 38.0 37.5 63.5 54.5 6,916 6,825 11,557 9,919 
Maclean's rare 71.5 74.4 164.4 176.1 48,627 50,584 111,825 119,775 Norwegian ees etaate 52.0 31.0 77.5 51.5 8.944 5.270 13,330 8,755 
*Le Magazine MacLean 39.8 oe 39.8 oe 27.069 27,069 Overseas Military ........ 42.0 35.0 74.0 71.0 7,644 6,370 13.468 12.922 
Reader's Digest: eee 58.0 81.5 108.0 139.5 10,788 14,589 20,088 24,971 
English Edition 99.0 116.5 221.8 232.3 18,018 21.203 40,359 42.270 Southern Hemisphere .... 17.5 23.0 37.5 39.5 3,185 4,186 6,825 7.189 
French Edition 99.5 125.3 231.5 240.0 18,109 22.796 42,133 43,680 ME wekeneicecae cc 41.0 39.5 103.0 65.5 7,626 7,347 19,158 12,183 
Revue Populaire . 16.5 24.7 416 57.3 11,591 17,479 29,321 40,726 ME * 46nd Ae a addns 18.0 —— 34.0 ee 3,276 6,188 
Samedi en 12.3 14.0 26.1 30.3 9,330 9,815 19,046 21,232 ttTime International: 
Saturday Night 24.2 42.3 43.3 64.7 10,168 17.766 18,207 27,174 Time-Atlantic 100.2 141.2 184.4 233.4 42.070 59,290 77.420 98.000 
2Time-Canadian 99.1 125.1 185.5 213.1 41.615 52.885 77.815 89,495 Time-Latin American ...... 68.1 101.0 121.2 164.7 28,945 42.420 50,890 69,125 
Total Group 5149 “4898 1113.0 1031.1 247.301 207.749 520.729 455,738 “Time-Pacific ... — —— Is 43,960 71,155 
tFormerly Canadian Homes & Gardens. *First published March, 1961. ¢Not included in totals; as March figures were un- Time-Asia vee co “ae —- 32,690 58,940 
available as this issue went to press February figures are shown. — Pacific 46.0 — 87.6 acaani 19,320 36,750 
P P Visao (Portuguese Edition) 100.0 109.0 207.0 208.0 42,000 45,780 86,940 87,360 
Canadian National Weekend Newspapers (Rotogravure Linage) Mexican Edition 91.3 82.3 150.3 162.0 38,360 34,580 63,140 68,040 
La Patrie 7.9 23.1 28.8 62.2 7.188 20.781 25.925 55.963 Spanish Edition 70.3 67.0 121.3 133.7 29,540 28,140 50,960 56,140 
La Presse 80.7 78.4 214.6 203.1 72,700 70,575 193,219 182,862 | Total Group a 2,107.2 2,286.8 4.012.0 4,050.5 633,947 728,860 1.248.750 1.295.939 
Perspectives 68.2 69.9 184.2 161.2 66,526 68.167 179.609 157,172 } tTwo issues February 1961; three issues February 1960. ttFour issues February 1961: five issues February 1960. *Time's 
Star Weekly 70.3 92.7 204.0 247.6 61,509 $1,154 178,482 216,667 | Pacific edition was split into two editions—Time-Asia and Time-Pacific—as of January 1961. 
Celanese Sets Fashion Push ad in the April Vogue, a four-page To alert stores to the campaign, to buyers. Ellington & Co., New!Inc. will continue as a wholly- 
for Fortrel Polyester Fiber ad in the May Good Housekeeping, the company is mailing out a pro- York, is the agency. owned subsidiary 
Celanese Corp. of America, New plus spreads and page units in 


York, will introduce Fortrel, a 
polyester fiber, to the consumer via 
color ads in April and May issues 
of fashion and women’s magazines. 
The schedule includes a seven-page 


Glamour, Mademoiselle, New York 
Times Magazine, The New Yorker 
and Seventeen. Each ad shows a 
closeup of a garment made of For- 
trel. 


motion piece in the format of a 64- 
page fashion magazine. It repro- 
duces the ads, and has four sec- 
tions, one each addressed to the 
merchandising manager, advertis- 
ing manager, display manager and 


Analyses Inc. Changes 
Name to Briggs Corp. 


Analyses Inc., Detroit, sales pro- 


operating pri- 
marily in product comparison and 
research. Present officers and di- 
rectors of Analyses will continue in 
the same capacities. 


motion company, has changed its 


name to Briggs 


Corp. Analyses 


Sweemer Joins Eisner Shop 


retailers, home 


market and chain store bakeries— 
all segments of this $5!2 billion 


service, 


Result: 

26% 
more 
more 
more 


super- 


industry—have justifiable confi- 
dence we'll be “there as it happens.” 


more exclusive advertisers 

advertising per issue 

paid circulation 

advertisers than any other 
publication in the field 

Call any of our 5 offices for the 

complete story. 


BAEK ING 


States wee 


a Clissold Businesspaper 


CHICAGO 3: 105 West Adams Street 
NEW YORK 36: 500 Fifth Avenue 

WASHINGTON 4, D. C.: 1319 F Stree 
LOS ANGELES 57: The Maurice A. K 


2550 Beverly Bivd. ° 


° AN 3-1800 
° LO 4-2233 
t, N. W. «© ME 8-6707 


imball Co., Inc. 
DU 8-6178 


SAN FRANCISCO 5: The Maurice A. Kimball Co., Inc. 


681 Market Street ° 


EX 2-3365 


Todays Report Tomorrows ldeas/ 


with solid editorial depth and dynamic leadership! 


There's a reason, and a good one, 
why so many important advertisers 
use BAKING INDUSTRY Maga- 
zine, year after year, as their No. 1 
advertising medium. Responsible 
leadership and service to the bak- 
ing industry has been our hallmark 
for nearly 74 years. Wholesalers, 


‘ 


William F. Sweemer Jr. has 
joined William Eisner & Associates, 
Milwaukee, as an account execu- 
tive in the agency’s consumer retail 
division. Mr. Sweemer formerly 
was advertising and sales promo- 
tion director of Southgate Shop- 
ping Center, Milwaukee. 


Wesley to R. H. Donnelley 
Walter P. Wesley, formerly De- 
troit office manager of Esquire, 
has been named an account ex- 
ecutive in the Los Angeles office 
of the direct mail division 
Reuben H. Donnelley Corp. 


AFRICA 


Africa is the tremendous market of 
today, with an even profounder po- 
tential for tomorrow 

OKAPI Advertising Agency, Ltd. is 
especially organized to help manu- 
facturers, as well as their agencies 


of 


get into this market and win a 
position for themselves. If current 
headlines seem to make this area 
forbidding, please remember that 


“business must go on” 
all over the continent 
We are specialists in the African 
market, prepared to work with 
agencies seeking to establish their 
clients in this area; and to service 
direct accounts interested in the vast 
profit opportunities Africa  repre- 
sents 


and it does 


For any information, 
gation, please write to 


Mr. |. J. Alexander 
Okapi Advertising Agency, Ltd. 
75 East 55th Street 
New York 22, N.Y. 


without obli- 
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We had to move spring ahead a week this year 


For the Ladies’ Home Journal, winter ended 7 days ahead of schedule. 
At countless newsstands, our February issue melted away in 3 hot weeks, 
with a 2,000,000-plus* sellout. Which forced us to bring March out a 
week early. / Happily, winter left its mark: total circulation for the 
February issue was a staggering 770,000* more than February 1960, zser's estinte. 


When the Journal speaks-women listen 
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“What gets me is the way 
they’re always changing 
things in New York. They 
tear down buildings here 
that top companies back 


home would be fighting to 


get into.” 
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New York is dissatisfaction 
with what is, faith in what 
will be. More new office 
space created here since the 
war than there is standing in 
Chicago. New York changes 


fast. To stay even, you have 


to grow fast. Advertisers 
grow in The New York Times. 
It serves New York with the 
most news... sells it with 
the most advertising. New 


York is The New York Times. 
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Advertising Age, March 20, 1961 


‘Sportsmen's Show Successful | 
_ During the recent Sportsmen’s 
| Vacation & Trailer Show, held in| 
| Chicago, approximately $1,000,000 | 

| worth of business was written with | 


E> 
( a , S 2 ‘an additional $10,000,000 antici-_ 
—— »: St wae | pated in the next two months, ace | 
= PAC Cutewes cording to Tom Durant, producer | 
\S ie - J f | of the show for Show Management | 


|Inc. The Sports Show was made 
up of travel exhibits (resort and) 
‘chambers of commerce), trailers | 
/or mobile homes, campers (small 
| portable tents with sleeping ac- 
commodations), fishing tackle and 
marine exhibits (boats, equip- | 
ment). 


\ 


WAVE-TV viewers have 
28.8% more HEAVY BEARDS 
—and they buy 28.8% more of your (or 
your competitors’) shaving products, too! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.I., Dec., 1960. 


Bryan Joins U. S. Borax 

W. B. Bryan, formerly an ac- 
|count executive with Foote, Cone 
& Belding and Benton & Bowles, 
has been appointed advertising 
manager of the 20 Mule Team 
products department of U.S. Bo- 
rax & Chemical Corp., Los An- 
geles. 


Schenley Names Fields 


CHANNEL 3 © |. naa POWER Marvin J. Fields, formerly an ac- 


LOUISVILLE 


NBC SPOT SALES, National Representatives products, has been named to the 


new title of brand ad manager of 
Schenley Distillers Co., New York. 


Look to Superior for exceptional service 
in photoengraving and 

offset platemaking to enhance 

your finest printing requirements! 


“Service is that which when present 
is often taken for granted; 
when absent, breeds hostility.” 


ANONYMOUS 


SUPERIOR ENGRAVING CO. 
215 West Superior Street 

Chicago 10, Illinois 

SUperior 7-7070 

Chicago's Foremost Photoengraving and Offset Platemaking Plant. 


count executive at Norman, Craig | 
& Kummel, handling Schenley | 


ORE fore ag Pas. Fy ee eae 


DOME DROME—This is the way Showcase Inc. expects its 30 Show- 


domes to look. The aluminum do 
building product exhibits and ma 


mes, on 10-acre sites, will house 
rket development centers for the 


building industry. 


Showcase Inc. Plans Chain of Domes 
as ‘Totally New Marketing Approach’ 


30-City Network to 
Rent Space to Makers 
of Building Products 


Detroit, March 14—Showcase | 
Inc., a strictly local building prod- | 
uct exhibit in suburban Birming- | 
ham, is bursting into a multi-mil- 
lion dollar national network with | 
a potential an-| 
nual advertising 
budget of more 
than $6,000,000. 

Showcase 
started out 
small less than 
four years ago, | 


but its plans for | 
expansion are| 
anything but) 
small. The am-| 
bitious master | 
plan calls for 30 | 
affiliated Show- | 
domes to be built by the end of | 
1963, at a total cost of $22,500,000. 

The plan, in a nutshell, is to 
rent exhibit space to manufacturers | 
of building equipment and related | 
products. Thus, a manufacturer, | 
could exhibit in his own market- | 
ing area, or on a national scale, | 
with exposure in all 30 units. 

Showcase plans to support the | 
regional units with national ads in| 
consumer and professional publica- | 
tions and on radiq, and television. 
The parent organization will put) 
25% of the income from exhibit 
space rental into advertising— 
about 20% in national ads and 5% 
in local media. 

If all 30 units were filled to ca- 
pacity, annual advertising outlays 
could total more than $9,000,000. 
But allowing for vacancies caused 
by turnover, Showcase estimates 
that about two-thirds occupancy is 


Mildred Puddington 


‘They Step Out 


Mirror readers can af- 
ford to enjoy them- 
selves. They are the 
cream of the mass mar- 
ket in New York. That's 
why among New York's 
seven dailies, the Mirror 
is first in hotel, restau- 
rant and night-club ad- 
vertising. 


Make 
The Mirror 
a MUST! 


| the best that can be expected. This 
| would result in rental income of 


about $24,000,000 and annual ad- 
vertising outlays of about $6,000,- 
000. 


s According to Mildred E. Pud- 


| dington, founder and president of 


Showcase, licenses already have 
been granted in San Francisco, 
Los Angeles, Seattle, Phoenix, 


| Cleveland and Portland, Ore. The 


license fee is $200,000. The parent 
firm will operate the Detroit Show- 
case. 

Construction will begin on the 
headquarters Showcase in about 90 
days, with completion slated for 


| January, 1962. All 30 units will be 


completed by the following Janu- 
ary, according to the present 
schedule. 

Mrs. Puddington sees Showcase 
as a “totally new marketing ap- 
proach” that will draw prospective 
customers, either professional or 
consumer, to compare and evaluate 
the “broadest range” of building 
materials, products and services— 
without sales pressure. 

Showcase personnel, she ex- 
plained, will not sell or attempt to 
influence sales. They will merely 
provide services to expedite sales— 
answering product questions, pro- 
viding literature, demonstrating 
equipment and forwarding leads. 


= The Showdomes will be 64’ high, 


| 210’ in diameter geodesic domes. 


R. C. Mahon Co. of Detroit will 
fabricate and erect all 30 units 
under license from Kaiser Alumi- 
num & Chemical Sales Corp. 

Each unit will have more than 
35,000 sq. ft. of open floor space. 
and will be divided into 460 floor 
spaces of 20 sq. ft. each, plus 120 
panel wall displays. The floor 
space will rent for $2,500 per unit 
per year; the panel displays will 
rent for $600. 

According to Mrs. Puddington, 
|more than 40 exhibitors already 
| have signed up. 

Dudgeon, Taylor & Bruske is the 
| agency for Showcase. + 


Ward Presents TV 

Fashion Show in Southwest 
Montgomery Ward & Co., Chi- 
| cago, presented half-hour tv fash- 
ion shows throughout the South- 
| west last week. All of the spring 
|and summer dresses, sportswear 
and playwear featured were 
products of designers and manu- 
facturers from Texas, Arizona and 
New Mexico. The fashion shows 
were presented over KTVT-TV, 
Ft. Worth; KGGM-TV, Albu- 
| querque; KTBC-TV, Austin; and 
| WFAA-TV, Dallas. 


| Manson Joins Fields 

Doug Manson, formerly vp of 
| Benton and Bowles and most re- 
cently head of his own placement 
agency, has joined Jerry Fields 


| Associates, New York, advertising 
| personnel specialists, as vp of new 
| business development. 
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Right now there are 2.6 million people 15 
years of age and older living within Chicago’s 
city limits. More than 7 of 10 read a newspaper 
every day. Yet you sow miss from 62.8 to 76.67%* 
—over three-fifths—of these Chicagoans when 
you advertise in amy one Chicago daily news- 
paper. 


It’s clearer now than ever before. It takes 
two or more newspapers to sell Chicago—and 
the top two for the money are the Chicago Sun- 
Times and Chicago Daily News. 


The new Sun-Times and Daily News rate 
structure, with new combination discounts, 
gives you Chicago’s most efficient advertising 
buy. From 48 to 241 more readers per dollar, 
from 20 to 185 more unduplicated city readers 
per dollar than any other 2-paper combination. 


*“Chicago NOW,” a report based on the 
first Chicago market study ever conducted 
in consultation with the Advertising Re- 
search Foundation, supplies some revealing 
figures—and important new ideas—about 
today’s Chicago market. If you don't al- 
ready have a copy, contact your Sun-Times 
or Daily News representative today. He'll 
also have specific information on how re- 
cent Chicago rate changes have affected the 
figures in “Chicago NOW.” 


*Based on 1000 line B/W ad 


FOR THE 
MONEY 
DAilY 
NEWS 


CHICAGO SUN-TIMES 
CHICAGO DAILY NEWS 


CHICAGO: 401 N. Wabash Avenue, WHitehall 3-3000 
NEW YORK: Time and Life Bidg., Rm. 1708, Circle 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 

ATLANTA 


LOS ANGELES | samyer-Ferguon -Walker Co. 
SAN FRANCISCO 


Copyright 1961, Field Enterprises, Inc. 
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Rheingold, AMF 
Renew Teamwork 
in March Drive 


New York, March 14—Janet 
Mick, Miss Rheingold of 1961, is 
in the soft-sell business for AMF 
Pinspotters. 


A b&w page ad in the New York | 


Herald Tribune today marks the 
middle point of an intensive co- | 
operative campaign launched early | 
this month by Liebmann Brewer- | 
ies and American Machine &| 
Foundry Co. to promote bowling 
(and beer) in the New York met- | 
ropolitan area. 

As always, Miss Rheingold pro- | 
claims that her beer is “friendly, 
fresh’ning, happily dry.’ But the 
background of the ad is a hazy | 
view of a bowling alley and a} 
scarcely recognizable bowler hug- | 
ging, not a bottle of beer, but a! 
bowling ball. 

This is the second year that beer 
and bowling have been soul mates. | 
The current campaign, confined to 
March, is a virtual repeat of last 
year’s. Cue and The New Yorker 
are carrying four-color spreads 
heralding the beer and bowling 
theme, and Sunday supplements 
here have carried two-color 
spreads. In addition, b&w pages 
will run throughout the month in 
all New York dailies. 

Wall posters showing bowling 
tips from Miss Rheingold are being 
serviced to AMF bowling centers 
in the eastern region, and more 
than 1,000,000 scorecards are being 
distributed to bowling center op- 
erators and Rheingold salesmen. 


® Bowling proprietors in the 
Rheingold sales territory receive | 
display kits containing reprints of 
the ads and car cards; a large four- 
color window streamer; and sam- 
ples of the AMF-Rheingold bowl- 
ing tips booklet, being made avail- 
able for the first time. 

Miss Rheingold, in addition to 
being featured in ads and display 
material, is scheduled to make per- 
sonal appearances in AMF bowl- 
ing centers. 

Cunningham & Walsh is handl- 
ing the campaign for AMF. Foote, 
Cone & Belding handles Lieb- 
mann. 


AMF BUYS THREE 
POCKET BOOK COVERS 

New York, March 14—First use 
of all three Pocket Book covers by 
a single advertiser will appear on 
newsstands this month, when 
American Machine & Foundry’s 
Pinspotter division ties in its bowl- 
ing equipment with a 35¢ “Guide 
to Natural Bowling.” 

Tagging the campaign a “bull’s- 
eye shot at our market of bowling 
families,” AMF will run a four- 
color back cover stressing family 
bowling fun; inside covers will 
promote AMF institutionally and 
display the company’s line of bowl- 
ing balls, shoes and bags. 

AMF cited “long life of the 
medium, multiple readership, and 
continuing exposure” as factors 
influencing its decision to use pock- 
et books. 

Benjamin Co., recently named 


“advertising and special projects | 
said | 


division” of Pocket Books, 
that other vertical-field uses are 
being planned by other advertisers. 
Cunningham & Walsh, New 
York, is the AMF agency. # 


CRAYONS are a ‘natural’ as a give 
away or a self-liquidating premium. 
All children love to color, especially 
with these low cost, quality non- 
toxic crayons. We'll imprint your 
firm name on the crayon boxes. 
Write Dept. ‘A-1' on your letterhead 

for FREE Samples and details. 
ADVANCE CRAYON & COLOR CORP. 
36 Middleton St. « B’kiyo 6, N.Y. 


_Rapidweld Expands to 8mm and Photographic Trade News and 
Rapid Film Technique Inc., Long | COSumer advertising is contem- 
Island City, N. Y., has expanded | Plated for later this year. Sher- 
its Rapidweld film repair and re- | wood Agency, New York, handles 
juvenation service into the 8mm_| the Rapid Film account. 
and amateur movie field. The com- | 
pany previously worked only for) 
|industrial accounts. More than 400 | 
retail camera stores throughout| wholly-owned subsidiary of Mc- 
the country will shortly offer Ra-/|Culloch Corp., Los. Angeles, has 
|pidweld service to consumers. A| contracted with Life International 
|business paper campaign is cur-| for 13 vertical half-page b&w ads 
rently running in Photo Weekly|in Life en Espanol, starting April 


Latin Ads Back Scott Outboards 


McCulloch International Inc., a 
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14. Scott outboard motors will be | Toronto Agency Moves 
promoted. Fuller & Smith & Ross,| juter, Culiner, Frankfurter & 
Los Angeles, is the agency. | Gould Ltd., Toronto, and its pr di- 


' | vision, the Public Relations Board 
Roberts Joins Associated Ad lof Canada, have moved to 89 


James R. Roberts, formerly ad-| Avenue Rd. 
| vertising manager of Derby Refin- | 
‘ing Co., has joined Associated Ad-| McCusker is Appointed 
| vertising Agency, Wichita, as an William McCusker, formerly 
| account service representative. The | western manager of Harper’s Ba- 
agency reported it has completed | zaar, has been named to a similar 
the third successive $1,500,000 year | post with Cosmopolitan in Chi- 
in gross billings. cago. 


What the plant engineer is reading j™ 
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Advertiser: Lennox Industries, Inc. 
Advertising Manager: Cal Floren 
Agency: The Biddle Company 
Account Executive: Bob Moogk 


valves 


SAVE MONEY ON TOUGH SERVICES WITH 
TuURM i PLUG VALVES: 


Advertiser: Rockwell Manufacturing Company 


Advertising Manager: Richard Bleichner, Advertising Manager, 


Meter & Valve Division 
Agency: Marsteller, Rickard, Gebhardt & Reed, Inc. 
Account Executive: Rod Reed, Account Supervisor 


Advertiser: Betz Laboratories, Inc. 

Advertising Manager: Robert C. Wardlow, Director of Sales 
Agency: The Michener Company 

Account Executive: William Dunbar 


elevators 


Advertiser: Otis Elevator Company 
Advertising Manager: Howard Gotthard! 
Agency: G. M. Basford Company 
Account Executive: J. C. Snape 
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Crisco-Puritan Test Expanded 

Procter & Gamble has expand- 
ed the test operations for Crisco 
and Puritan salad oils, now on 
sale in various parts of the North- 
east, including Binghamton and 
Syracuse, N. Y., and Springfield, 
Mass.; and the Midwest, including 
the state of Colorado. Crisco oil 
was introduced last spring, fol- 
lowed shortly by Puritan oil. Both 
are the same product—a soybean 
liquid primarily for salads and 


frying. Most of the testing has | Advertising Co., Fort Worth, vp; 
centered around the two names,|U Gordon Colson, U. O. Colson Co., 
using spot television primarily.| Paris, Ill., treasurer; and John D. 
Compton Advertising, New York,| Thornton, Perma-Ad-Ideas of 
is the agency. America, Atlanta, secretary. 


Sackheim Adds Three 
Cyanamid Departments 

Ben Sackheim Inc., New York, 
has been named to handle three 
additional departments of Amer- 
ican Cyanamid Co.’s organic chem- 
icals division. The departments, 
formerly with Hazard Advertising 
Co., New York, are rubber chemi- 
cals, intermediates and petrochemi- 
cals. Sackheim also handles the 
textile chemicals and dyes depart- 
ments. 


| 
Ad Group Elects Rosenfeld Eckels Joins Mellon Bank 

Carl E. Rosenfeld, president of Mellon National Bank & Trust 
Walter W. Cribbins Co., San Fran- | Co., Pittsburgh, has named John 
cisco, has been elected president of | Eckels director of advertising and 
the Advertising Specialty Guild) public relations. He formerly was 
International. Other new officers) vp and creative director of Fuller 
are Louis C. Bull Jr., Louis Bull & Smith & Ross, Pittsburgh. 
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Advertiser: Lyon Metal Products, Inc. 
Advertising Manager: L. B. Rhodes, 


Manager, Advertising & Sales Promotion 


Agency: Reincke, Meyer & Finn, Inc. 


Account Executive: Gordon E. Taylor, Vice President 


lamps 
OO hitent 


Progress * Onn Mast portent Pradext 


GENERAL QD ELECTRIC 


Advertiser: General Electric Company, Lamp Division 

Advertising Manager: Richard A. Lundgren, 
Advertising Manager, Commercial & Industria! Lamps 

Agency: Batten, Barton, Durstine & Osborn 


Account Executive: Warren Vieth 


bearings 


| about these days in the magazine. 


drills 


Advertiser: New England Carbide 
Tool Company, Inc. 
Advertising Manager: B.L. Chapin, President 
Agency: Silton Bros. Calloway, Inc. 
Account Executive: N. W. Collingwood 


Advertiser: S. K.F. Industries, Inc. 
Advertising Manager: Frank White 
Agency: G. M. Basford Company 

Account Executive: Herbert Hynes 
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RIDE—Jenney Mfg. Co., Boston, will 
run public service ads like this 
about the transportation problem in 
Boston newspapers twice weekly. 
The company operates a chain of 
gas_ stations. Griswold-Eshleman 
Co., Cleveland, is the agency. 


\“WSJ’ Plans to Build 
2nd California Plant 

The Wall Street Journal plans 
to construct its second publishing 
plant in California, geared to serv- 
ice more than 65,000 readers in 
Southern California, Arizona, and 
portions of Utah and Nevada. 

The new plant will be located 
in Riverside, 60 miles east of Los 
| Angeles. The Journal printed in 
Riverside will have the same news 
and advertising content as the Pa- 
cific Coast edition published in the 
company’s San Francisco plant 
since 1929. 


Ill. Bell Sponsors Specials 

Illinois Bell Telephone Co., 
Chicago, has signed to sponsor four 
“IT See Chicago” specials on 
WBBM-TV, Chicago, next season. 
The company has already sponsor- 
ed two of the shows, which present 
various facets of the city. N. W. 
Ayer & Son is the agency. 


‘Modern Bride’ Names Howe 

Fraser S. Howe, travel advertis- 
ing manager of Popular Photogra- 
phy, has also been appointed travel 
ad manager of Modern Bride, a 
Ziff-Davis, New York, sister pub- 
lication. 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones and 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that's twice the size of the next two stations combined! Inquire today about how this 
dual-media approach can help you. 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: : 

' BUYING RETAIL | 

POPULATION: INCOME: SALES: FAMILIES: Be 
293,500 $454,208,000 $289,245,000 90,800 


Source: Sales Management Survey of Buying Power. 


BENTON HARBOR NEWS-PALLADIUM WHFB AM/FM Buckman Guthrie Broughan 
ST. JOSEPH HERALD-PRESS Spargo Conopask Lally 
Represented by Everett-McKinney, Inc. ; ; > i 
Represented by E. A. Faulkner & Associates and Michigan Spot Sales BOSTON BUSINESS—New business is the panel topic of these members 
307 N. Michigan Ave., Chicago 1, Il. 410 M. Michigan Ave., Chicage 11, 1. of the New England Advertising Executives Assn. at the win- 


ter meeting in Boston. They are Donald A. Spargo, New Haven 

Register; Virgil Conopask, Bristol Press; Luke P. Lally, Cape Cod 

eee Standard Times; Carleton Buck- 
man, Keene Sentinel; G. Donald 


Guthrie, Taunton Daily Gazette; 

He may get a y and port ‘Seen Oteondield 
“f : 

the message here, 


Recorder-Gazette. 


Crowell-Collier ‘60 
Sales, Earnings Up 


New Yor«K, March 14—Crowell- 
Collier Publishing Co. has report- 
ed consolidated sales of $44,498,146 
for the year ended Dec. 31, com- 
pared with $35,491,211 in 1959. At 
the same time, the company’s 
earnings before taxes increased 
31%—to $6,824,913 from $5,209,- 
670 reported the year before. 

The 1960 figures, however, do 
not include those of Macmillan Co., 
merged with Crowell-Collier on 
Dec. 30. Pro forma totals includ- 
ing Macmillan show sales of $64,- 
410,474 and net earnings of $6,549,- 
889 after a $1,000,000 provision for 
federal income taxes. Because of a 
loss carryover, no such provision 
for taxes was necessary in 1959. 

A 26% sales climb was reported 
for P. F. Collier Inc., a wholly- 
owned subscription book subsidi- 
ary which markets “Collier’s En- 
cyclopedia,” “Harvard Classics,” 
and others. Sales were $40,222,000, 
versus $32,040,000 in 1959. 


s Revenues of Crowell-Collier 
Broadcasting Corp., another sub- 
sidiary, rose 44% from 1959 to 
1960, from $2,470,000 to $3,539,000. 
Crowell-Collier operates three ra- 
dio stations—KFWB, Los Angeles; 
KEWB, San _ Francisco-Oakland; 
and KDWB, Minneapolis-St. Paul. 
Last December the company con- 
tracted to buy WMGM, New York, 
and WGMS, Washington, but Fed- 
eral Communications Commission 
consents on license transfers are 
pending, with the WGMS purchase 
“subject to certain other condi- 
tions.” + hs 


Visual Education Society 
Names Dadas Marketing Head 
Don S. Dadas, formerly adver- 
tising manager of the education 
division of Rand McNally Co., has 
been named director of marketing 
of the Society for Visual Educa- 


your ads in the Yellow Pages ea ae 


schools, churches and industry. 


sell him when he’s ready to buy Willis, De Santis Part 


Willis & De Santis, Glendale, 


Cal., after 15 months of combined 


Yes, he sees your advertising in newspapers, magazines, you can arrange for this service with just one contact aperetion, wit apm Meares Ss Sate 
on TV... but when he’s ready to buy, he turns to the one contract, one monthly bill. ihe tue aeneles Wem cone 
Yellow Pages. What better place to sell him on your For full details. c ann comprised the merged operation— 
product or service! rae ee peadage oe V. James De Santis Advertising 
. Aga: National Yellow Pages Service Agency, 1400 E. California Ave., 
With National Yellow Pages Service, you can now representative through your Bell NATIONAL Glendale, and Harry G. Willis & 
place selling ads in any combination of 4,000 telephone Telephone Business Office YELLOW PAGES Associates, 404 East Broadway, 


directories to cover your precise marketing pattern. It SERVICE Glendale. All accounts previously 


; serviced by the individual agencies 
makes your regular campaign pull greater results. And before the merger will be handled 
by them in the future. 


ONE CONTACT /ONE CONTRACT /ONE MONTHLY BILL 
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LOWEST 
OPEN 
MILLINE 
RATE 


in AMERICA! 


Has today’s profit-squeeze made you 
rate-conscious? Are you intent on 
getting maximum mileage from your 
advertising:dollars? Then take a long 
look at this advertising buy in a 94° 


home-delivered newspaper consistently 


ranked among the nation’s ten best dailies. 


THE KANSAS CITY 


Morning and Evening 668,296 Copies . . . 94% Home-Delivered 


MILLINE RATES OF NEWSPAPERS OF 100,000 OR MORE 
CIRCULATION IN 40 LARGEST CITIES 


MILLINE 

OPEN RATE 
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Gerber Adds § Accounts 
Samuel Gerber Advertising 
Agency, Boston, has added the fol- 
lowing mail order clients: Maine 
Leathercrafters, Harrison; Service 
Life Insurance Co., Omaha; Ham- 
ilton-Ward Co., Westfield, Mass.; 
Tower Press, Lynn, Mass.; and 
Paul Brown Co., Chestnut Hill, 


Joseph Epstein, 
Retired Fitzgerald 


Executive, Dies at 56 


NEw ORLEANS, March 14—Joseph 
H. Epstein, 56, who retired Feb. 


28 as chairman of the executive mained as one of the principal of- | 


Mass. 


Bardack Joins Foley 

Frank J. Bardack, formerly with 
W. B. Doner & Co., has joined Rich- 
ard A. Foley Advertising Agency, 
Philadelphia, as a copywriter. 


FOR QUALITY WORK ON 


Whether you need waterless pressuré-sensi- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P. 0. BOX 948, WICHITA i, KANSAS 


ing Agency, 
died March 10 
following sur- 
gery in Founda- 
tion Hospital. 
Mr. Epstein en- 
tered the hospi- 

_ tal for medical 
tests on March 
5 


‘Born in Chi- 


cago, Mr. Ep- 
stein came to 


New Orleans in 
1925 after grad- 
uating with honors in English from 


Joseph Epstein 


$824,000,000.00 Market | 
that must be spoken to 


4 if you are to sell it! 


ee 


This Market is the Negro r 


$ 


eached 


only by ROUNSAVILLE RADIO 


in Six Important Markets 


Facts prove Rounsaville Radio is the 
media that reaches and sells the Negro 
consumer in these rich markets. A// 
Rounsaville Radio stations are rated 
FIRST by Pulse and Hooper—and 
95°; of the Negroes listen to radio, 


prefer Negro radio. Rounsaville Radio programs exclusively to them, 
features Negro talent and personalities—speaks directly to them 
with warmth and believability. Negroes spend 80°, of income on 
consumer goods. A proper part of your advertising budget must go 
to Rounsaville Radio or you miss this important buying group. Call 


or write today for the full Rounsaville Radio story. Ask about our 


merchandising plan to back your 


schedules. Represented nationally 


by John E. Pearson, in the Southeast by Dora-Clayton. 


ROBERT W.R 


OUNSAVILLE, Owner-President 


First U. S$. Negro-Programmed Chain—First in Ratings in 


6 Big 


WCIN—CINCINNATI 


5000 watts. Reaches 170,000 Negroes 
with a spendable income of $140,258,- 
670. 23% Home owners. Spend 80% of 
income on food, drugs, personal care, 
other consumer items! WCIN Sells ‘em! 


WLOU—LOUISVILLE 


5000 watts. Reaches 158,000 Negroes 
with a spendable income of $127,405,- 
400. Covers sixteen counties in Kentucky 
and Indiana. More Negro listeners than 
all other stations combined! 


WVOL—NASHVILLE 


5000 watts. Reaches 124,000 Negroes 
with a spendable income of $82,400,000. 
Metropolitan Nashville is 31.4% Negro. 
Negro Pulse gives WVOL 20% more 
listeners than a// other radio stations 
combined. 


WYLD—NEW ORLEANS 


1000 watts. Reaches 294,700 Negroes 
with a spendable income of $218,483,- 
000. Always ahead of any competition 
Negroes number more than one-third 
of this market—Reach ‘em with WYLD! 


Markets 


WTMP—TAMPA-ST. PETERSBURG 


Reaches 129,000 Negroes with a spend- 
able income of $66,180,620! Negro Pulse 
gives WTMP almost TWICE as many 
listeners as a// other stations combined! 
Impact with WTMP! 


KRZY—DALLAS-FT. WORTH 
500 watts, 730 on the dial! Reaches over 
350,000 Negroes with a high annual 
spendable income. Serves 63 counties 


in N. E. Texas. You get real impact 
with KRZY! 


BUY ONE OR ALL— 
DISCOUNTS WITH TWO OR MORE! 


SAVY 
ap» ay 
RR 


RaAodiIO 


ROUNSAVILLE RADIO STATIONS 


3220 Peachtree Rd., N. 


Ropert W. ROUNSAVILLE 
Owner-President 

JouN E. Pearson Co 
National Rep. 


E. e Atlanta 5, Georgia 


HAROLD F. WaLKer 
V.P. & Nat'l Sales Ver 
Dora-CLAYTON 
Southeastern Rep 


|the University of Michigan. He 
started as a reporter for the old 
|New Orleans Item and later 
worked on the daily’s advertising 
staff. He became classified ad 
manager in 1926. 

In 1927, he became a partner in 
the Fitzgerald agency and re- 


committee of Fitzgerald Advertis- ficers and owners of the agency) 


until his retirement. 


® Noted for his civic work, Mr. 
Epstein was co-founder and first 
campaign manager of the United 
Fund in 1952. For this and other 
community work he was awarded 
the 1952 Times-Picayune Loving 
Cup. He was a former president of 
the Community Chest, New Or- 
leans League for Better Hearing 
and the New Orleans Jewish Wel- 
fare Fund. 

Mr. Epstein was a former direc- 
tor and secretary-treasurer of the 
American Assn. of Advertising 
Agencies, and at the time of his 
death, he was a member of the 
board and executive committee of 
the National Outdoor Advertising 
Bureau. 


_@ He was board chairman of the | 
Charles Morris Price School of Ad- | 


® Following his retirement at the | 
end of February, Mr. Epstein and 
his wife had planned a_ world 
cruise, sailing from New York 
March 10 and returning May 10. 

He had asked ADVERTISING AGE | 
to airmail his subscription copies | 
to him at various places around | 
the world, saying that it “would | 
be worth the $45 or $50 in postage | 
to keep abreast of what’s going on| 
in the world.” 


On March 5 he wrote AA that | 


|*“a routine medical checkup unex- 


pectedly disclosed some possible | 
trouble. As a result, I am going | 
into the hospital today for a series | 


|of tests and we have had to cancel | Albert Frank-Guenther Law, New | 


our trip.” 
Five days later Mr. Epstein | 
died. | 


JAMES LANG | 


New RocHELLE, N. Y., March 14| 
—James Harvey Lang, 58, copy 
chief of Corman, Ciangio & Faxon, 
New York merchandising and sales 
promotion organization, died of 
cancer in New Rochelle Hospital 
yesterday. 

Mr. Lang joined Grey Advertis- 
ing Agency, New York, in 1924; lat- 
er he was named a vp and creative 
director. He established the style 
of advertising of Ohrbach’s store, 
still being used. 


SAMUEL G. HOWARD 

DENVER, March 14—Samuel G. 
Howard, 66, vp of Conner Adver- 
tising Agency, Denver, died March 
10 at Boulder Sanitarium after 
suffering a stroke March 9 at his 
home. He had come to Colorado 


Advertising Age, March 20, 1961 


in 1947 as advertising director of|the Southern Newspaper Publish- 
the Denver Post. He had joined|ers Assn. and a member of the 


the Conner agency in 1955. Pre-| American 


Newspaper Publishers 


viously he had been ad director| Assn. He also was vp of Columbus 
of the Indianapolis News and the) Broadcasting Co., which owns and 
Minneapolis Star and Tribune. | operates WRBL and WRBL-TV. + 


‘FRANKLIN R. CAWL 


New York, March 14—Franklin | 


| Dowst Acquires Strombecker 


Dowst Mfg. Co., Chicago toy 


Robert Cawl, 70, nationally known |maker, has acquired the plastics, 


marketing expert, died March 12 
in New York City. 

Dr. Cawl was exec vp of Co- 
ordinated Marketing Management 
Corp., New York market research 
organization, which he set up in 
1950 after serving for seven years 
with Kudner Agency as research 
and marketing director. 

Dr. Cawl taught at the Univer- 
sity of Pennsylvania’s Wharton 


|hobby and toy divisions of Strom- 
|beck-Becker Mfg. Co., Moline, I11., 
| which produces custom wood prod- 
|/ucts and Strombecker toys. Dowst 
said no decisions concerning future 
ad plans have been made. Wesley 
Sharer Advertising, Chicago, is 
|agency for Dowst. Strombeck- 
| Becker’s agency of record is How- 
| ward Monk & Associates, Rockford, 
| Il. 


School from 1920 to 1929. He head- | 


ed promotion and research activi- 
ties of the old Philadelphia Public 
Ledger from 1929 until joining the 
Philadelphia Inquirer six years 
later. He held the same post with 
Farm Journal and Farmer’s Wife 
from 1939 to 1943. 


vertising & Journalism and presi- 
dent of the Market Research Coun- 
cil of New York. Also, he was exec 
vp of Carlos Franco Associates; 
vp of Universal Applied Science 


Corp.; and treasurer of Acquadyne | 
Corp. He was a vp of the American | 
Marketing Assn. and a director of | 


the Poor Richard Club. Franklin 
Cawl Jr. is vp and director of pro- 
motion and research of Outdoor 
Advertising Inc. 


RICHARD CULLINAN 


BaskKinG R1nce, N.J., March 14— | 
Richard A. Cullinan, 52, exec vp of | 


York, died March 12 in Morristown | 
Memorial Hospital of a heart con- 
dition. 

Mr. Cullinan joined the agency 
in 1929. He was named a vp in 
1947, a director in 1949, and last 
year was elected a member of the 
agency’s four-man executive com- 
mittee. 


| GET IT UP...KEEP IT UP...WITH KLEEN-STIiK 


ALVAH CHAPMAN 

Co.tumsus, Ga., March 14—Al- 
vah H. Chapman Sr., 71, newspa- 
per, tv and radio station executive, 
died at his home March 12. 

Mr. Chapman became circulation 
manager of the Columbus Ledger 
in 1921, and general manager of 
the Herald, Bradenton, Fla., in 
1926. 

In 1936 he was named president 
of R. W. Page Corp., publisher of 
the Ledger, the Enquirer, the Sun- 
day Ledger-Enquirer and the Bra- 
denton Herald. 

Mr. Chapman was a director of 


71 E. WACKER DRIVE 
Chicago’s finest hotel, within 


Dollars in ad billing. 
PRIVATE MEETING AND 
BANQUET FACILITIES 


Visit Executive House Dining Room 
and Cocktail Lounge 


~<aAa 


CHICAGO AMERICAN 


” 


walking distance of over 5 Billion Ss 
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PRUDENTIAL BUILDING > a 
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AD MEN PUT Scere fesse: 


ON THE MAP... 


your ad headquarters in Chicago at 


— a | | 
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'Tru-Ade Names Davis 

Tru-Ade Co., Elgin, Ill., which 
markets non-carbonated fruit juice 
soft drinks through franchise bot- 
tlers, has named Guy Davis & As- 
sociates, Chicago, as its agency. 


| 
| 


IDEA NO, 189 

Caribbean Customer-Catcher 
Even in the tropical paradise of 
Puerto Rico, you have to advertise 
to attract customers! So Garry 
Wolf, Pres. of Paradise Bowling 
& Sports Center, Puerto Nuevo, 
asked Antonio Alfonse, Pres. of 
Tropical Advertising Agency, 
San Juan, for an outstanding dis- 
lay. Result was this colorful 
umper Strip, designed by Sidney 
Peers and silk-screened by Poster 
Products, Santurce, under the 
watchful eye of owner Adrian 
Allen. Material is Kleen- Stik 
800V —the self-sticking Bumper 
Strip stock that sticks tight on 
curved bumpers thru all kinds 


of weather. 


WORLD'S MOST VERSATILE 


CELF-STIK-ing ADHESIVE 
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IDEA NO. 190 
Breck Beauty Booster 


John H. Breck, Inec., Springfield, 

ass., consistently maintains an 
“image’”’ of dignified quality in all 
its advertising. Matching that 
stately air in a P.O.P. piece for 
‘“‘Banish’’ Shampoo was the goal of 
Mdsg. Mgr. John Fitzgerald. At- 
tractive art by Breck’s Advertising 
Dept. was translated into handsome 
four-color process printing 
on glossy-surfaced Kleen-Stik 
Kromekote by Walt Whittum, 
head of Walter Whittum, Inc., 
Springfield. The “‘face-cut’’ tip-on 
is both smart and convenient, 
easily attached to window and 
counter displays with a simple 
peel-and-press. 


Recreation or remedies— 
Kleen-Stik helps sell any- 
thing with handy moisture- 
less, pressure-sensitive dis- 
plays. See your regular 
printer, lithographer, or silk 
screener ... or write us for 


sales-exciting ideas. 
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MILS-N337M HLIM' 


PRODUCTS, INC. 


7300 West Wilsen Avenue 
Chicago 31, Mlinois 
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No 1961 advertising budget is big enough to accommodate 
needless waste. 

Today, the advertiser demands more muscle-and-bone per 
dollar—and less blubber. He wants concrete results. He’s not 
hunting for the sport of it—he wants meat for the table. And 
he wants every shot to count. Everything in the advertising 
program must be on target. . . to push sales volume up. . . to 
push sales cost down . . . and to show a net profit that makes 
it all worthwhile. 


In this climate The Wall Street Journal is precisely what 
the precision-hungry advertiser needs—by unique format, 
flexibility, frequency and circulation. Advertisers in almost 
every field report The Journal delivers maximum sales at 
lower cost. 


Wall Street Journal circulation, for example, is the biggest 
among all business news publications. But not just biggest in 
size . . . it’s biggest in value, too. It covers a lot of fertile 


PRECISI 
SELLING 


ground without being weedy; it carries weight without flab- 
biness; produces big results without extravagant cost. It’s a 


ALL STREET JOURNAL 


- HOWTOCUT 
THE WASTE 

THAT CUTS 

YOUR NET 


fat-free audience—the vastest dynamic, product-minded, 
service-minded, idea-minded group of executives ever as- 
sembled by a single publication. 

The reason: 

Well, being a better-sales medium must start with being a 
better reader medium—and everywhere, key executives say 
this is “The Most Useful One”’ to them among all magazines 
and newspapers. 

Why? 

Every business day, the news that changes business does 
change... and The Wall Street Journal is the Only National 
Business Daily. 

Look to The Wall Street Journal—if somebody’s looking 
to you for results. 


THE WALL STREET JOURNAL 


Published ot: New York, Washington, D.C., and Chicopee Falls, Moss. 
+ Chicago and Clevelond + Dallas + San Francisco 


And Big New Riverside, California Plant Now Underway. 
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It happened, this movement did, on Jan. 1, when 
the television programs previously seen on WHDH- 
TV moved to WNAC-TV—new Boston affiliate of 
the ABC Network. 

With it went the audience— moved by such 
magnetic attractions as The Untouchables, 77 Sunset 
Strip, My Three Sons, The Flintstones, et al. 

In so doing, this audience moved WNAC-TV 
from a second place 31.5 share of audience delivered 
(Dec., 1960)* to a first place 36.0 (Jan.-Feb., 1961).* 
Percentage-wise, a 31% move. 

Meanwhile, back at WHDH, the CBS station, the 
reverse was very much in reverse: a drop from 38.2 


share of audience to 32.8 in the same period. 

This happens too consistently, the facts say, for 
mere happenstance. As in Seattle-Tacoma, Port- 
land, Ore., Richmond, Salt Lake City—where, 
following affiliate switches to ABC, average evening 
audience shares jumped from 28% at the least to 
52% at the most. 

All part, one must conclude, of that same noth- 
ing-is-harder-to-stop-than-a-trend trend. 


ABC Television 


*Source: ARB, Network Programming Sun.-Sat., 7:30-11 PM, EST. 
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‘AR’ Changes Name 
to ‘Advertising & 


Sales Promotion’ 


Cuicaco, March 14—Advertis- 
ing Requirements, a sister publi- 
cation of ADVERTISING AGE, will 
change its name to Advertising & 
Sales Promotion, effective with the 
May issue, G. D. Crain Jr., pub- 
lisher, has announced. 

The new name represents only 
a change in title, not a change in 
content, according to an editorial 
by Robert B. Konikow, managing 
editor, in the April issue. 

Advertising & Sales Promotion 
has been selected as the new title 


“Any display will increase your sales 
But the right one will multiply them" 


V ANDERPOOL 


A complete promotional service in all 
mediums — cardboard, plastic, etc. 
122 S. MICHIGAN AVE. CHICAGO 3, ILL. 
HArrison 7-8442 


because it better defines the 
monthly’s coverage, Mr. Konikow 
said. The magazine, first issued in 
February, 1953, has been devoting 


|a large part of its content to sales 


promotion activities. A new cover 


'design and logotype, produced by 


Burton Cherry & Associates, Chi- 
cago, accompany the title change. + 


‘Top Five’ Changes Rates 
European Media Representatives, 


New York, has announced a new) 


combined rate of $3.50 per agate 
line for the “Top Five” group of 
business and financial papers in the 
European Common Market. Publi- 
cations in the group are 24 Ore 
(Italy), La Vie Francaise (France), 
La Metropole (Belgium), Elseviers 
(Holland) and Handelsblatt (West 
Germany). 


Castelnau Joins Troland 

Alfred M. Castelnau, formerly 
assistant editor of Steel, has joined 
Troland Inc., Fairfield, Conn., as 
a copy director and account ex- 
ecutive. 


Ad Clinic #17 


(a transparent device to get 


HOTEL 
RESERVATIONS 
IN 
4 SECONDS 


SHERATON HOTELS 


No, sir, ‘4 seconds”’ 


Ave., Boston, Massachusetts. 


you to read this Sheraton ad) 


Make your claims believable 


is correct. Sheraton’s RESERV ATRON 
machine confirms your room anywhere 
in a flash. All you do is phone the nearest Sheraton Hotel or 
reservation office. To show us how well this ad pulls, we'd 
like you to send for free, 104-page booklet on Sheraton’s 
54 hotels. Write: Sheraton Corp., Ad Age Ad #17, 470 Atlantic 


by Wes Port 


Here’s a headline 
that just goes 
too far. 


Wouldn't “4 minutes” 
be a little 
more accurate? 


electronically 


Nielsen Network TV 


Ul} EL 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes | 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ............:::0c0 20,261 | 
| 2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 20,026 | 
a ee ees OE WEN PI HII sicciicretidendcostccnieceeestuiransnnrteasens 19,979 
4 Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) 16,884 
5 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 16,368 
6 The Untouchables (Armour, L&M, Whitehall, Beecham, ABC) .... 16,087 
7 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................. 15,477 | 
8 Candid Camera (Lever Bros., Bristol-Myers, CBS) «0.0... 15,289 | 
9 Andy Griffith Show (General Foods, CBS) ..........:ccseeeeeeeesenees 15,055 | 
10 hd Sunset Strip — sponsors, ABC) . icdilsaiutievpeauanaeeiandinioeiale 15,055 
PER CENT OF Tv ‘HOMES REACHED? 
Homes | 
Rank Program al 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ............cc:c0 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. = 3 
Sis eet Sit AF Wie Te Ge aachtcctitrisinicteen entries 42.6 | 
4 Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) 36.0 
5 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 34.9 
6 The Untouchables (Armour, L&M, Whitehall, Beecham, ABC) ...... 34.3 
7 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 33.0 
8 Candid Camero (Lever Bros., Bristol-Myers, CBS) ...........:cceccee 32.6 
9 Andy Griffith Show (General Foods, CBS) 32.1 
10 77 Sunset Strip (Several spear, | en . 32.1 
PUTEEULLLLLLCEL GEE CCL LEE 
| Nielsen Average Audience** 
| TOTAL HOMES REACHED 
| Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ............ccccceee 18,807 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 16,978 | 5: 
3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,539 
BZ Te Det Gwe. GE Bie TRG CED ccicsenceccccecsncsiccscsessesssescecicncsss 14,305 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) .............0:cccceee 14,164 
6 Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) 14,117 
7 Andy Griffith Show (General Foods, CBS) ........c::ss:ssessessesseesvenseens 14,070 
8 Dennis the Menace (Kellogg, Best Foods, CBS) ............cccccceeees 13,648 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 13,320 
sod The Untouchables (Armour, Sem. wanehes, Seemen, —) een 13,226 
' tHe LLL, LLL 
| PER CENT OF TV HOMES REACHED? 
Homes 
Ronk Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) «0.0.0.0... 40.1 
| 2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 36.2 
3 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 31.0 
| Hh  Taae Pema: Gee GE Ge Te Ce hc cisitinsscccvisincevncecsciwtssssistscsions 30.5 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) ...........ccccccee 30.2 
6 Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) 30.1 
7 Andy Griffith Show (General Foods, CBS) ......cccs:sessssssesseeeeeeen 30.0 
8 Dennis the Menace (Kellogg, Best Foods, CBS) ............c:cccccecseeeees 29.1 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 28.4 
10 The Untouchables (Armour, Lam, Whitehall, Seechem, BG) sicese 28.2 


| * Homes nated by all or any part of the 
| to five minutes. 


Two Weeks Ending Feb. 19, 1961 


Copyright by A. C. Nielsen Co. 


TUMEUR ELLER LL LL 


program, oma io sonns viewing only one 


| **Homes reached during the average minute of the program. 


+ Percented ratings are based on tv homes 


within reach of station facilities. 


| 
| Diaper Pure Campaign Set 
Blue Dew Corp., Buffalo, 
run a page ad in Reader’s Digest, 
plus ads in Good Housekeeping, 
for its Diaper Pure product for 
washing and _ sterilizing diapers. 
Newspaper display ads are sched- 


uled in key markets. Bowman &| 


Bloch, Buffalo, 
agency. 


is listed as the 


The sharpness 

and color brilliance 
of photoengraved 
reproduction has yet 
to be surpassed by 


any other method. 


Hutchings & Melville, Inc. 


custom 


photoengraving 


4043 N. Ravenswood Ave., Chicago 13 


will | 


| Dekker Joins L&F as 
VP, Media Director 


William C. Dekker, formerly me- 
dia supervisor of Ted Bates & Co., 
has joined Lam- 
bert & Feasley, 
New York, as 
vp and director 
of media. At 
| Bates, Mr. Dek- 

ker was on the 
Colgate and 
Standard 
Brands ac- 
| counts. 

Mr. Dekker is 
|the third new 
vp named by 
|\Lambert & 
| Feasley in the past week. John R. 
|Latham and Charles J. Lumb, ac- 
|}count supervisors, are the other 
| two new vps. 


William C. Dekker 


‘Bowes Agency Joins NAAN 


Angeles, has joined the National 
Advertising Agency Network. The 
new member, which billed about 
$2,000,000 last year, brings to 34 
| the total number of agencies in the 
network. 


Weston Joins Dura Corp. 


D. Edward Weston Jr., formerly 
with Hotpoint division of General 
Electric Co., has been named to 
the new post of director of mar- 
keting of consumer and industrial | 
products of Dura Corp., Oak Park, 
Mich. 


| 
| 


| 


| 


n | 


Charles Bowes Advertising, Los | 


Advertising Age, March 20, 1961 


YOU 


EEN 
THIS 


SOME- 
WHERE 
BEFORE? 


Certainly. We wished 
you good morning once 
before — on page 7. We 
ran the ad twice to get 
one point across: mil- 
lions of readers see your 
ad page twice in a single 
issue of The Saturday 
Evening Post. (There’s 
no extra charge for the 
extra chance to sell.) 
And the new Rochester 
Study indicates that two 
exposures of an ad page 
in a single issue of the 
Post have twice the ef- 
fect of one on the read- 
er’s willingness to buy 
your brand. 

No other magazine in 
the general weekly field 
gives you as many sell- 
ing opportunities as The 
Saturday Evening Post. 
That’s why your adver- 
tising in the Post hits 
harder. Sticks longer. 
Sells better. 
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Good morning. You in advertising? Lot of talk, 
these days, about hard sell. Seems to us you 
need a medium that is welcomed by the peo- 
ple with money to spend...and gives you the 
time to sell them. That would be the reading 
weekly, The Saturday Evening Post. Our 
readers are eager to hear what you have to 
say. Your Post ad page gets millions more re- 
peat exposures to younger, larger, higher- 


ry . 
Prieto Re 
sd cee 
; By Bes fe 
nea 


income families than the same ad in the pic- 
ture magazines. And with $12 billion in ad- 
vertising competing for the buck of today’s 
tight-fisted customer... even the hardest- 
selling ad needs all the help it can get. We 
offer a thought for the day to wide-awake ad 
men: the number-one magazine for reading 
is your number-one magazine for selling... 
The Saturday Evening Post. 
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Gardner Appoints Four 

Eugene Ross Hatton, formerly 
associate marketing research su- 
pervisor of Leo Burnett Co., has 
joined Gardner Advertising Co., 
St. Louis, as an account executive 


on the Purina Dog Chow account. | 


Gardner also has named Raymond 
M. Schwarz, formerly production 
manager of WJRT, Flint, Mich., 
broadcast service manager, suc- 
ceeding Robert Hughes, who was 
named a program supervisor in the 
broadcast program department. 
Richard H. Behrman has been pro- 
moted from assistant director to 
director of research of Gardner’s 
New York office. He succeeds Har- 
old L. Mooney, who resigned. 


STORY 
BOARD 


WTRF-TV 


S 


T. R. Effic! 


AS THE X-RAY specialist walked 
down the aisle to say the mar- 
riage vows with a former pa- 
tient, someone whispered: ‘'! 
wonder what he saw in her?'’ 
(Thanks to the Harrisburg Tiltons) 
Wheeling wtrf-tv 
DID YOU HEAR about the girl with the gleem in 
her eye . . . her husband nudged her while she 
was brushing her teeth. 
wtrf-tv Wheeling 
A RIPE OLD AGE is nothing to brag about. Con- 
sider the tomato. 
Wheeling wirf-tv 
THIS MESSAGE MAY HELP. . . just think about 
it. . . @ priceless pearl was once some oyster's 


wtrf-tv Wheeling 


THIS MESSAGE means RESULTS . . . your ad- 


vertising gets across to the big and spending | 


audience when it's transmitted to the Wheeling- 


Steubenville Industrial Ohio Valley by WTRF-TV | 


from Wheeling. Merchandising, 
ask Hollingbery. 

Wheeling wtrf-tv 
ANCIENT ROME DURING THE REIGN OF NERO 

. two Romans met to discuss plans to burn 

down the city. ‘‘Let's abandon our plans; rumor 
has it that Nero himself plans to set fire to 
Rome. Let him do it for us,"" one of them said. 
‘Why wait for Nero?’’ replied his companion. 
“If we do it ourselves, we can eliminate the 
fiddle man."' 

wtrf-tv Wheeling 
OVERHEARD ... ‘‘All she got out of the even- 
ing was rum and coox.”’ 

Wheeling wtrf-tv 
MODERN PROFILES . . . When the teacher asked 


too . . . just 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 16—Post- 
master General J. Edward Day 
comes from the insurance busi- 
ness. Undoubtedly there must be 
times when he wishes he had tak- 
en a course in diplomacy. 

In the Post Office Department, 
he is under White House pressure 
to keep deficits to a minimum. At 
|the same time, he is hearing from 
| big mail users who hope to avoid 
the controversies which muddied 
postal affairs during the past eight 
years. 

The management group brought 
in by Mr. Day talks bravely of 
| Rew leadership to trim costs and 
improve service. But time refuses 
to stand still, and the White House 
is instructing Mr. Day to dun the 
| big mail users with the same ar- 
|guments over costs which resulted 
|in such bitterness during the 
| Summerfield administration. 
| 


® As a matter of over-all policy, 
the Kennedy administration has 
advised all government depart- 
ments that they are expected to 
| try to follow the budget which the 
Eisenhower administration drafted 
for the fiscal year starting July 1. 
Before leaving office, Mr. Sum- 
merfield had worked up a plan 
involving a $843,000,000 rate hike, 
the biggest in the country’s history. 


new administration would put a 
stop to that. Members of Mr. Day’s 
team, like Deputy Postmaster Gen- 
eral Bill Brawley and Assistant 
Postmaster General Fred Belen 


knew from 10 years of service with 
congressional committees, that 


Users were confident that the| 


Postmaster General Day Inherits 
Summerfield's Budget—and Woes 


rate issue seems to have been mis- 
taken. The new team advised the 
White House that at least $269,- 
000,000 could be eliminated from 
the Post Office Department’s costs, 
as public service. This proposal, 
to bring the “deficit” within rea- 
sonable bounds, was flatly rejected 
by the Budget Bureau. 

Within the past few days, Post 
Office officials have made no se- 
cret of their obligation to go to bat 
for the huge rate increase. So users 
are on notice that they better pre- 
pare to resume the battle where it 
left off last year. As a step in this 
direction, representatives of Time 
Inc. resorted to an unprecedented 
move this week: Taking their 
problem to the House appropria- 
tions committee. 


# The committee had already 
heard the Postmaster General ar- 
gue in support of the Eisenhower- 
Kennedy budget. The Time Inc. 
witnesses hoped to demonstrate 
that Post Office costs include large 
sums which publishers should not 
be expected to pay. 

In the past, the money-minded 
appropriations committees have 
been a trouble-spot for the users 
of mail service. In their single- 
minded determination to keep the 
federal budget balanced, they have 
preferred to overlook the details 
of postal rate making, and main- 
tain steady pressure for the de- 
_ partment to find a way to make 
|its income cover its costs. 
| Some members of the appro- 
priations committee were reported- 
|ly surprised to get a new prospec- 
|tive on the postal rate problem 
|from the Time witnesses. But not 


little Greg Frank who was the Great Profile, he | these proposals are unreasonable | enough. For, according to reliable 


answered ‘‘Alfred Hitchcock!"’ 


WHEELING 
WEST VIRGINIA 


“ane 


and unattainable. 


# Now, however, the assumption 
that the Kennedy administration 
would make a fresh start on the 


/sources, the committee will trim 
|the public service allowance even 
deeper than the Eisenhower-Ken- 
nedy budget, loading nearly $30,- 
000,000 more onto the users of 


Great Neck Poll. Client takes new campaign home to Long Island, asks wife’s 
candid opinion of same. Results of such depth interviews often send agency 
back to drawing board. 


— 


FF 


Ad Page Exposure — the first and only media measure that tells you how many 
times readers look at your own brightly devised and revised ad page. Consider- 
ing all that hangs on your campaign, isn’t APX the score you want to know? 


Find out all the facts on APX...ask The Saturday Evening Post. 


| schedules. 


|premium wage rates. Costly ma- 


postal service. 


s During a secret meeting with 
members of the House post office 
& civil service committee yester- 


ported that he expects to ask for a 
$831,000,000 rate increase. 


|administration.) With the country 
|in a recession, committee members 


lation involving 5¢ letters, 8¢ air- 
mail, and 50% to 75% increases on 
direct mail matter, and publica- 
| tions. 

| Unless the administration is pre- 
pared to make a determined stand, 
this Summerfield-based bill will 


|probably fare no better than the |§ 


| Summerfield-based rate legislation 
|has in earlier years. 


|@ Since taking office, the new 
Postmaster General has been care- 
ful to maintain his lines of com- 
munication with the big mail user 
groups. He has been candid in 
seeking answers to the depart- 
ment’s fiscal problems. At the 
same time, he has welcomed sug- 
gestions for cutting costs and im- 
proving service. 

Because the U.S. Post Office is 
certainly the largest “business” in 
the world, with 35,000 branch of- 
fices and over 560,000 employes, 
considerable time must pass before 
the policies of the new manage- 
;ment have any impact. However, 
|the department is “yeasty” with 
|ideas. Some clearly imply im- 
portant—and constructive—chang- 
es for the future. 


Deficits: The word seems to be 
|absent from the vocabulary of the 
|new management. Mr. Day and his 
| associates talk about “closing the 
| gap” between income and expend- 
| itures. “When we talk that way,” 
| said one executive, “it’s because we 
|realize that it isn’t merely a mat- 
|ter of raising rates. One way to 
|help close the gap is to cut costs.” 


| Incentive Rates: Deep in the 
thinking of the management is 


recognition of the fact that the 


day, the Postmaster General re- : 


(This @ 
is $12,000,000 less than Mr. Sum- 3 
merfield suggested, and supposedly 

/represents “savings” by the new @ 


| displayed no enthusiasm for legis- | 


new mechanized Post Office will) 
need new, more scientific rate| 


Most Post Office vol-| 


ume is handled in the evening, at | 


chine capacity must be geared to 


| the nighttime peak, while standing | 
|idle during the daytime. 


One sure way to cut costs, says| 
one new executive, is to spread) 
the work-load throughout the day. | 
“As we go along, we are going to 
improve our relationships with the 
big mailers, and we are going to) 
put the problem up to them. ‘How 
can you help us reduce our costs 
and use our plant and equipment 
more effectively?’ Mailers must 
realize that every move we make 
to reduce our operating costs will 
reduce the pressure for rate in- 
creases.” 


Less emphasis on cost ascer- 


'tainment: One of the really tragic 


results of a postal rate increase 
battle in 1961 is the likelihood that 
the new postal management would 
be backed into supporting a rate- 
making philosophy carried over 
from the previous administration. 
Under this system, the cost of 
operating the department is dis- 
tributed mechanically, on the ba- 
sis of time and motion studies, 
among the various classes of mail, 
with little regard to ability to pay, 
or the consequences if particular 
users are forced out of the mail. 
Arbitrary adjustments are used to 
shift more of the cost to first class 
letters—but Congress conveniently 
ignores them. 

Within the new management, 
individual executives fully appre- 
ciate that cost ascertainment is a! 
delusion. Second class, for exam- 
ple, pays less than a third of its 
apportioned cost, because that’s 
about all the traffic will bear. “By 
writing off large percentages of 


See the pounds go 


with SEGD. 4 
NEW DELICIOUS 900-CALORIE BIET FOOD, 


that gives you 10% more protein —nature’s hunger Contro 


. is testing 


a new liquid diet food, Sego, in 

some markets. This two-color page 

appeared in the March 2 Columbus 

Dispatch. Pet is also testing a fresh 

dairy product, Pet Diet Food 900 
(AA, Feb. 6). 


cost to second, third and fourth 


class, we make first class look 
better,” commented one execu- 
tive. “But if it weren’t for the 


sums we write off to second, third 
and fourth on rural routes, can you 
visualize the deficit that would be 
charged to first class mail on 
rural routes?” 


New techniques: It’s far too soon 
to indicate what the new organi- 
zation can do in the way of trim- 
ming postal costs. Already, there 
have been moves to get more 
trained management experts into 
the department’s organization. 

At Providence, the new “fully 
mechanized” “turnkey” post office 
was under the direction of a 70- 
year-old postmaster who was with- 
in three months of retirement. In 
an effort to solve the “turnkey” 
problem, the new “team” brought 
in an expert who has_ been 
trained in the problems of mech- 
anized mail handling. 

Deputy Postmaster General Bill 
Brawley is emerging as a key op- 
erating executive, with control 
over the department’s 13 district 
officers. On the other hand, there 
are proposals for the bureau of 
operations to have its own staff 
of management experts. The in- 


|spection service, originally a po- 


licing organization, would no long- 
er be the major contact between 
Washington and the _ individual 
post offices. As the operating bot- 
tlenecks develop, the bureau of 
operations will have its own force 
of technical people ready to move 
in and find the answers. + 


Waldie & Briggs Names Two 

Waldie & Briggs has appointed 
Bruce R. Kelly to its creative staff 
and Charles M. Bauer assistant art 
director. Mr. Kelly formerly was 
an account executive and copy- 
writer in the Chicago office of 
Fuller & Smith & Ross, and before 
that was advertising manager of 
Brunswick-Balke-Collender Co. 
Mr. Bauer joined Waldie as an 
artist in 1960. 


Block Joins ‘Bankers Digest 

Maurine Block, formerly adver- 
tising manager of Dallas Iron & 
Wire Works, has been named ed- 
itor of Bankers Digest, Dallas, 
weekly newspaper devoted to Tex- 
as bank news. Miss Block is Dallas- 
Fort Worth correspondent of Ap- 
VERTISING AGE. 


Libby, McNeill Names Dennis 

K. W. Dennis has been named 
director of merchandising of the 
canned meats division of Libby, 
McNeill & Libby, Chicago, succeed- 
ing J. H. Ehrenfeld who has been 
elected a vp. Mr. Dennis formerly 
was sales manager of the canned 
meats division. 
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editorial action 


News and Views 


While Ad Age is known as The National News- 

paper of Marketing and internationally respected 

for its up-to-the-minute coverage of the adver- 

tising/ marketing scene, its Feature Section is also 

known for its authoritative, succinct and idea- 

producing articles. In it can be found such out- 

standing features and writers as: 

Saiesense in Advertising by James D. Woolf 

Agencies Ask Us by Kenneth Groesbeck 

Learning from the Retail Ads by Ciyde Bedell 

Tips for the Production Man by Kenneth B. Butler 

The Peeled Eye Department by Dick Neff 

On the Merchandising Front by E. B. Weiss 

Employe Communications by Robert Newcomb 
and Marg Sammons 

McMahan on TV Commercials by Harry McMahan 

Tyler Picks Ten by William D. Tyler 

What's Doing on the Legal Front by Sidney A. 
Diamond 

Creative Man’s Corner by a pull-no-punches but 
anonymous expert. 


reader action 


Sworn at and Sworn by 


Registering the accord and discord of readers, AA’s 
“Voice of the Advertiser” (the letters to the editor 
department) is a forum from which figuratively 
the sparks can be seen flying. With kudos and 
kicks on everything from subjects in the news, to 
feature writers’ opinions or editorial comments, 
AA’s readers add their voices aplenty with only 
the profanity deleted by the editors. Hellzapoppin 
takes place when politicos or others outside the 


for action 


In addition, the Feature Section reprints major 
speeches, reports or other documents which AA’s 
editors believe to be of vital interest to advertis- 
ing/ marketing men. 


If the news and its accurate reporting are the bread 
and butter that make Ad Age a “must” at most 
advertising/marketing tables, the Feature Section 
is the jam and jelly that makes Ad Age a delec- 
table repast of opinion and comment. It’s this kind 
of thought- -provoking material which rounds out 
the editorial service provided by AA-—making it 
a complete bill of fare for top-echeloners in 
advertising and market planring as well as for 
those young executives on their way to the top. 


If you want leaders (and those climbing the lad- 
der) for readers, you must give them editorial 
material worth their time and keyed to their pro- 
fessional interests. Week after week, Ad Age turns 
this editorial concept into editorial action. 


field whip advertising (as reported in the news 
columns) or some feature writer steps on sensi- 
tive toes. The Creative Man’s Corner, in particular, 
is a favorite with the letter writers, whose re- 
sponses range from high praise to a recent “soak 
your head.” 


Ad Age publishes more letters to the editor than 
any other journal in the general advertising 
marketing field. In 1960, 544 letters appeared in 
the Voice of the Advertiser. 


Such reader action gives further emphasis to the fact 
that Ad Age is the BIG publication that creates the BIG 
stir in advertising| marketing circles. 


oi Wien (OS SEN eee ee ee Sey 2 eae ee Pe ap a ie Ses. be oa. spe ae BT em 
MR Saas ci hd a | om q 7 Begs ava! (aa ee. ae -. ois <ee - 
i a peer Reine cs e ee: Nib ean eS ae Be gta s oe ~ oe Pig,” oie ae 
ind is Misa an a eee x ao) eM ay CS | Ss | an eS; aoe Ch iad eee : gu ceke a oe > Sas ae eee ai ta 
‘tie Se eee eee |e Re ae Se eto gman 1 UR ee ca co ct 3 la 
‘>. oe mga ee gee og me ees a i ER ain ee em are es DAC Oe e > Meeegt serge fae ae ae. Bigs Feeney batt = es goa, MER a 
1S Soe SUE fe pace Ss a Sone oe Rete no ee Sea ecient dae Bae ae # eae eee rae a rer oe zi! ee ender UE tae ere ” NR yess NS ey ey a> oe Bac %. gee hy ee ee rr ne eee — ae i 
om 2 eM caren ee és res g : f es : a en hos : Re erate hte SA Sa pe a «<2 Ai a sc Se pe Miami peta ee eh eee rd — 
ome a oy . o ‘ F ce i sree * ae ee e , Ere Pa ee ; “eel Sai Be cute 
Whetans : . ‘ ‘ Pe: 
vate aieeemsicss 
eas see = — 
. , a a 
se ‘ a ‘ 
ee ' 
4 : oe 
a5 2 ; 
ine Be Po * 
s ‘ a a ; 
BS p 
rs : = ; 
er. 2 
- e: : , 
. ‘ me! z 
ate ¥ : 
ie 
: ‘ : Fs 
7 ‘ ares hee ee 2 ae ae F : 
‘or ay prc ae Gee pe fs "4 ry. , i | ’ 
+ » dhe e qk wa NFS, a 
nd ee ee ‘s — 
al ‘ ey : “9 : all 
ae a | oo 
ieee i | 
pe 6 3 = : 
Y = : ! us ; 3 3 ea, 
aa os ae "3 > 3% 5 mo es 
oes eae! a he ‘a eer 
Se 3 abe se a SH eas 
cS: . . pitta 
ae af Lees, 
See an Dg ee 
5 dee c 
Seas a ! ae 
ier . . mn 
pon as 
| Sea aA ie he Race 
"* ee : - 
a a a 
SAT . 
: : 
i: a 
eke ae 
oe 
Bees. ‘ : 
ge cs 
3 es 
Eg eae ioe a 
Pye si 
z faba t= 
: Sh 
“ | , 
fe te 
eae ae 
fit ies a7 ee 
ae ae 
ieee st ; cs 
e a ma 
4 Sete 
a ee 
i 
: : : ay ” 
ae 
i fe we 
Peis Z 4 Ese rales 
ae a. 
ed ae 
i, ; sone 
: Se WE ig a 
pees Paris 
e i 
s 
e B 
he. Re 
i ae * ey 
i aes SRE 
: aA sees 
coe ai 
a | i 
Ree i 
= aay Pre 
sha ae 
; Te oa 
k fala 
cae. 
CN 
Woe 4 
pra 
: ss ea 
ais | 
a e: ie 
ae iz Pee 
a ? ; 
se ; : : Sea SR Bs oa! : : : pa ‘ ’ 
mio fi NS ae ica erg i eee nat inated alee Matha. Rade 3 ik gees Ag Slane eee Cees es. OS” i at epee men, AST Re Bb 2 P “ se ate Se etna oe cae ES ee Peek: ee oe ae as 2: ie : ing ’ Bu Bs i 
sl cae Lae a 2 Le kien! 


circulation action 


Wanted—at any price! 


In 1959, William Heumann, owner and president 
of an advertising agency in Frankfurt, Germany, 
wrote for a subscription to Ad Age and asked to 
have the copies sent airmail. A year later he wrote 
to renew his subscription and commented as fol- 
lows: “We found each issue of Ad Age very 
interesting, indeed, and containing a lot of infor- 
mation that we consider helpful. It is in our 
opinion the only publication of its kind to give 
you a week to week mirror of events in the U.S. 


ad action 


2000 from 1 


AA is advertising’s Main Street—the most effec- 
tive market place for the sellers of space, time and 
related services. Where the most buyers congre- 
gate is the most logical place to concentrate your 
sales effort—in AA. 


advertiser reaction 


Advertising Completes the Picture 


AA’s great news and feature article presentation 


and, to a certain extent, in the international ad- 
vertising field.”’ 


Subscription price, airmail, to Frankfurt, Germany, 
1 year: $122.60. 


Nearly 50,000 advertising/marketing executives 
pay to receive The National Newspaper of Market- 
ing—Advertising Age. According to the testimoni- 
als of many of these readers, even $122.60 would be 
dirt cheap for the value of the news, information 
and ideas they derive from AA. 


Eaquixce 


THE MAGAZINE FOR MEN 
486 MADIBON AVENUB 
Seoynate apneen sei maiko sila 
Sometimeswe're inclined to take the advere 
tising trade press for granted, Then along 
comes an ad, keyed to produce direct 


returns, and our good judgment in choice 
of media is confirmed, 


Our four page insert, announcing a trip to 
Europe Contest, to date has pulled over 
2,000 entries from readers of Advertising 
Age -- a remarkable number in relation to 
Advertising Age's total circulation, 


Equally significant to us is the quality 
of respondents, the high incidence of 
heads of advertising agencies, account 
executives, media directors, advertising 


lad € AA's Percentage 


every week forms an ideal showcase for the pro- CHASES LOE PRSRTONNES GF SUR NETSES EN. 
motion presentation of the leading media, services 
and related suppliers. Nowhere else can the adver- 
tising ‘marketing world get such a complete pic- 
ture of mews and ideas as AA’s editors and 
advertisers offer each week. 


> a 


Among major media classifications —AA carried from 66% to 71% of all linage in 
the general advertising / marketing press* 


We're delighted with the results, 


Orem Ss Ei TAL LINAGE-FOUR PUBLICATIONS =100% |— 


AA= 68.08% Total Other 3 


Newspapers 66.41% 
and Supplements 


Total Linage 


Magazines 68.57% 


Business Publications 66.07% 


Radio and TV 69.68% 


Farm Publications 71.50% 


*Advertising Age, Printers’ Ink, Sales Management, Media/scope [ +API-Statistical Tabulating Co., Jan.-Dec., 1960] 


ESTES GD AINE” RO ENDS LR re ; Sige RRR 5s ES a 


we “6 je i 3 "WREST SORES AEE shat 


Where there is the heaviest traffic of buyers and sellers it is only logical that there 
should be the greatest display of media advertising. AA is the news and advertis- 
ing center of advertising and marketing. 


unpoilauil to umpoitauil peop 


200 EAST ILLINOIS STREET » CHICAGO 11, ILLINOIS 630 THIRD AVENUE + NEW YORK 17, NEW YORK 
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PHOTOGRAPHIC REVIEW 


ght. 


Enjoy a smog-free 


4 
4 
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ANNIVERSARY—Wallace W. Lockwood (left), advertising manager of 
Taylor Instrument Companies, Rochester, N.Y. and past chairman of 
the Rochester Ad Council, passes the gavel to incoming chairman 
William J. McLaughlin, of McCurdy & Co. The nation’s only local 
POACHING?—The San Diego Convention & Tourist visitors, has inaugurated a rotating painted bulletin ad council, it is celebrating ten years of service this month. 
Bureau, realizing Los Angeles holds many potential there. The pictorial scene will change three times. 


POLS ON TV—Two admen who are Republican candidates for election 


to Michigan state educational posts had an opportunity to watch EASTER BUNNY—Ham for Easter, in 
themselves on tv via tape of a luncheon session over WXYZ-TV, foil, is featured in this Alcoa Wrap 
ELECTRONICS ADS—McGraw-Hill Publishing Co.’s Electronics maga- Detroit. The admen-politicians are John S. Pingel (left), exec vp, display, now available to grocers. 9 
zine has put up hundreds of ads in railroad, bus and air terminals Ross Roy-BSF&D, candidate for the board of trustees of Michigan The model shows what every wom- be 
around New York beamed at visitors due for the Institute of Radio State University, and Thomas B. Adams, president, Campbell- an needs, a roll of Alcoa Wrap. 
Engineers show March 20-23. Checking an ad are Bruce Winner, ad Ewald, candidate for the board of governors of Wayne State Uni- 
sales manager, and Fred Stewart, promotion manager. versity. 


Schacht Mack Vierheller Jostedt 


ST. LOUIS GRIDIRON—Women’s Advertising Club of St. Louis held its 27th annual grid- show, as Mamie Eisenhower, and Peg Jostedt, president of the club, as Jackie Kennedy, 
iron dinner, proceeds of which are divided between the St. Louis University school of singing about life in the White House; and Edna Carroll as Mona Lisa and Myra 
medicine and the Barnard Free Skin & Cancer Hospital. This year’s gridiron was titled Stroud as Charles Nagel, director of the City Art Museum of St. Louis. The show was 


“Kook’s Tour,” and among those performing in the skits were Beulah Schacht as Brig- directed by Bea Adams, who originated it in 1934, and was produced by Marilyn Har- ae fi 
itte Bardot and Helen Mack as a reporter; Shirley Vierheller, one of the writers of the ris. . 


Carroll Stroud 


Vea Pp ree ea, Somaes ry 
ae yee as. oh SO ah hes ean Gee ay Gig ne 
i) a, oe a ae de GO Se ee Apa iat, ce ee Up eee Ps eS as BO CR el Lt “ote, ne a ed OO. = ba ae pies ae? WS Ble ee 
Rees > i veten ee, gee. RE ere eas. ‘oad ee bh ae a SN a we Ne po eee ee a mals 
4 Pg aoe es se > Rap ae Ric hee Sheep ei « ES sk teiae yo: Smee re Se: uae See Sea Bogie op ae BRS ee NM Cane ge SO ae a rate 
i? See es re ee al SE et i Meo. <n me aii ee Gri Bats, Se: OR ae ae ee ee SS 72 ee 
eee. ie gh Gea =: ae gee ree Pe: 6 cee ee ree | ees pes eae ee Pie NES Seca ie seal ee eee RE ea iis, oy ai Re 
See Ga ion as ae 2 a) Pom, tien pa a Salen eS a RP: 3 Ty Sore EN eee eee ki Bisa? ee iia ae Chis Nag 2 aR cy 3 8) = ya RS NCA nae alpen Ale Sh om ag 
2 ee oe. ee ee ee. em 2 Re late ee OMe oe: S| RAR ate enh ee Be el, 3 oo Ti Vor iz 
coat 
Advertising Age, March 20, 1961 
|_| 
ae sy eee, : e * hee ee oa eee ray 
Pata ee ere oO ae EE shai t 2. ac, MO aD ee 
<7 fe es ‘al 7 2 ae Se bec 
aie ee peer 4 oe % Lay Pas i Sleek 
4. a6  s Gl : “Ss i 
i a - . 4 
8 , Vs j _— ) 
Pe te | . | \2 
4 — . 
a : 4a jj ’ ’ : 
be j : : 
+ 
\ | Ba. 
Be ay formic iat fee ; 
ee sight. pect aa 0a ed esi, 2 = on 2 
“| i oy Sih Uk: te og Eau oe 2G , 
a> ; i ° aor ae oe Res eS RE oe sen : 
3 F. aes doa. Ue as Eee Cae mS Seo PY" * : 
2 fj) ~ess ee Oe Skee ee oe ae 
~~ ee J . ofan noe . on F eee o IRE ae ra ae > : 
tm “tng = i] ah P ig Lacey . Pipe eta Tae Me een sone bee ; : 
iss  % we ek ef) d ee si oe ee ae ee 
hs ‘ . : 2 thane Teg aee enya Cer gc ee bee eae 
mas $ ~ *, ie Ros eire Meas. Se Ses : aa EO ee a TASS 
i ad he ase fs Sa J Poe 5) = yo ae ee, | 
eae ’ 7, B : at tg 5 2 ~ me tibiae Ps oe ie ; a oie # oe ey ee Sey: 
ee " S Ke $ N% j ie aa. : Sh Hs oo 5, ee ot = meg he Ree 7 ee tee dee ee aoe ee ety 
~ ag | a, er N | i, 4 aren 4 | 4, ue nee ae apes ee "; ea, Be is one ee aie 
oe ty be r | & : : EF a ae. : Re ieee. meme ae 4 Se uaiieae a <a 5 ae 
= ool pe ey: . 5 » gy - sf 2 - et. ee eee ee ae ae 
Feats: ' - ae . 4 ‘3 Be ge ya pena Tsk 4 SC aMere Been. amie ee : 
ene en oa =] aed, Yas "aaa eel ‘i aga. © we ae Eaten eon 
ee =e 12S . =~ - ge p> ea EAP Sly SLAs one Bo ° ag ee een pe con) hea 
Fang es Sea “ — ‘ cel .9 Pigs ae a 2 ee See ere teas. * Sage ces 
sa = . : eee . 2 
ere. " ra >> :) : . “4 , = ope 
Bre a Pasa s j z 
ae ; } re . | aia 
ah I oy ag ee 
ark: pes: 
& i: ts 
jad:  « 
aay Bree 
Sas ie 
a eae 
i. . oa 
3 ear ee . pop " es so . a ‘ : 
¥ ~ . % we , ; . is } + a : 
1 : EN i a Petes de Bt , oe 4 we. ; . » 5 Bens A ot > : : 
. eng az rac, aC er F 4 ; i . . q f a ’ : o ve + , - = 
fa P Nie js A tee ; ae : ; ia 2 
P ae Sang i a a if Ny , ha w a |. - y ” 
see ar —— as | . : ——— | y D oe :' eB cad 
pay ea oa ne a, ~ j - % ee Ry a Poe... ! ee 
m4 — rae Pay P = i . 4 ee 24 ani : ¢ 
: a 2 WEEK Mei he ea 3 5 N j A “~g + 4 el. f aS 4 ria ae = PN 
a eae | ke ? ae : Ome ie me, v3 : - ) ; : ; a oo aa ee. . : ae 
ed, 2 ae oa Se ie, ein F ea = en - aes SSN CF RFs 
soa Cee rey — Pe 2 a 72. ale Oe oa hi ; E oa are x Roi a 
hee +2 \, Reo: ve eee ame eS 4 ji AS, - : =) 7 ue ; Race 4 tye 
tie _ aS Aes is tet ae Tues 24 we ‘ 3 5 Zz ec oak! hae gees 
eee 9 ee gay ee ae : a ee, 2's : ; a : bo ios 
Bae 1 oer “E y i ; va } 4 Bg Saat 
ae ae eae ‘ * a 
— —i : ie ce, NW —— oo a “1 3 oe 
i and each subscription “= eee Mae ae Be cS . s 
A ’ EBC ; ; : “oe ve ee - é : _ ei : 
eae. pres " : ao » 3 GEES _ oe 
ce 3 Product and point of sales . - Pa " ik <i eee ' DY 00° Se “a ee 
ec —  %: 2 ae eR _ sa ee = ‘ , . Bes 
ae information source since 1941 _—.. Oe ai iz t rae Be | ry ea ' Hee. 
ee [| ° | Sn ; — - Nes . ; bisa 
eae : oe ee o B 1 a “a me 2 < Be td a ey. ERS, ‘ / Bir te 
| =f . aid | 
lal 
BS meet on 
tae fgets 
3 nee : : Pore 
ee . , . : ‘22 aes y a. | ote 
9 aa é oa « 4 Or. i oh Bony, he ae ee < ” ~ gt os ace oe 
pi: ee , a “ : i fe : wo f : ae i ace 
sais ee RB regs. ues ae sf . ee ily . <= - ‘ sg e ph sige 
i —— YE _ Se : ~ * 6 rn , Pe ae 
3 : is: th : an a * &, Ss bead 
"8 “ae as a ss = a Tt oe ‘A f ea, 
‘ f aay A or fe! ~«e. oe ere i 6 ? — a i . 
ss i Ral ‘aie : . 7 na y pay Ke TY Srp 3 — i i 
+e ie eee i, ee : AR rh OD prank Dhl ined gemma” oN : 
ae ; ta Ae Se teen . a -** és : t Mey ‘ a . | F 
At aR VAR eee aap , x ~ Bei 'Y / ae > ie ‘ 
ps . es ¥ ae © lag : : ree 
ae iy Beara, hs J - Se ae ies } : \ eee at 
ei ANF ee 8 4a eam H ee BM # « “= oe 
pee Me Acta, han ie, i ~ aa ; : 2 : } j Ai a : 
» nee Saar Soe SB ot ‘ <<? - - ; PY uJ b d a / 
Te he Wee : ee i . ew é “ a * \) Pir) , { : ‘ 4, om 
bo Se bee ioe S MALA TE By > oe 
: ¥ bf eae = ii ee : t: 
3 uty Pa Saal a , . ~ tr C1 by © Ly ae ee & . 
j =f $ \ ‘ ; ; : SARE .. k. } 
: Bal \ wits ; : all B 
. m/ tee wis ¥ eek 
an , —~ * — Lee Sauer : ee +4 4 * 2 ae 
“f oe P.- a © fe Ne ren’. ae BS: | . 8 eek oe 
> y me a) oe \ f a a 7 ' Aediles — fe 
i : 7 : * Bw . eers aL 
pon ; , \ A >. \ ~~. AE Aaaeeaae y 4 + We Ay ees 
Ss : e 4 oe ¢ aeees a , " PEs: 
yyathe Baek: % ” Li tit} + ; mee = 
aie ode WAS wr i peseges ‘ai i je 
‘ ie | 5 ; . & 4 i eneste= . =] a. 4 n 
igs tore ae ; ; § See caner' ; oe : ss (oe Aaa 
Bara | § 4 v a * “—— gecese®' ! eS ne y , * ‘ ee 
a ’ i f my ec; Sere woe, 4 J . , \ eeweeees j or - : ? ies 
bee | a Scag . * ‘ > pie ee SS ip : \ ; bate 
se | ie ~ po ae oe 
ah 7 cy 4 wills A “Nee ’ >a See ae " 4 Bf 
i‘ t — : = a Feamieond aA - suraee 
ren ee - s . ¥ % . he cw = ee a i i 4 z ee 
oy : a “7 5 ae 4 , , ee es, ie ce J Sh 
es e ‘oF < - > = - >, oe — aby ap oer4 
: : : 3 f Be ces ae Serr 
* aR . a : an , - ’ 33 5 po a 
, - = os > ; > % ~ 4 e she - banat 
Y + MRE at eet ee anita > ag “Se ps eas ek z 
By ee es pt ‘ , Sa rad A e be 2 : -- ; 
a iy eh ey ¢ . ; am ' 4, " : . : 
* A , v iy —— bce 3 
2 : Bis lig? ee ee ; é : c —. | j “wee «eras Bee’ 
_ “ bing we es Pm sl — ~ ~~ = — — : 4 , Bs aa ee we een 5 
ac a See ee se be, “i = 3 "te hey aa ame og ™ . i f ee z 
| eee = | ares ee ee | 
hid ee a reer , ‘< af &. m 3 ; ne ~ * : , 
Le eT on ee ee Nt A ek ce aes mle j ua 
i a i we j 
a 
Fs 2a 
ag asl 
ag é ? 
: me: “ : ‘ : * ee oa Se vr 2 , x : ie am S ‘ 


mM 
tee 
EY: 
a 
Rape 


Of the top 10 markets in the U.S., nine are cities but one is a state! lowa with a population of 2,757,537 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation*of 
the Des Moines Register and Tribune puts Iowa in the top ten—it reaches nearly 70% of the whole state! 


*For example, though the daily Register 
and Tribune gives saturation coverage to 
the city of Des Moines, yet this accounts 
for only 30% of the total daily state-wide zs 
circulation of over 350,000 families, all over 

Iowa. And these papers are 85% home 

delivered! 
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Merchandising Ideas 


torized, table model, or electric 
clock radios as prizes. Bulova port- 
able stereophonic phonographs are 
awarded in the second; selections 
of President and First Lady watch- 


e Inclination of 
Walker Display almost anyone to 
Uses Mirror 

a mirror if the 
chance affords is being capitalized 
upon by Hiram Walker Inc. in a 
new display piece now going into 


od 


HOW OLD IS THE BOURBON ° 


SELF IMAGE—F red L. Fisher, national 
sales promotion manager of Hiram 


Walker Inc., shows new display 
piece which capitalizes on a mirror. 


retail liquor stores. The gimmick 
is that at first a mirror on the 
display reflects the viewer’s image 
for a few seconds, then a light 
flashes on behind the mirror and 
the person’s image disappears and 
is replaced with the message: 
“Walker’s Deluxe is 8 years old.” 


will 
free 


e Toni Co. 
Toni Gives offer a 


Brush-Comb 


brush-comb, 
a combination 
brush and comb, and a new book- 
let of 1961 hair styling tricks with 


FREE BRUSH-COMB—Toni Co. will of- 

fer this free brush-comb’ with 

Adorn hair spray beginning 
April 1. 


its Adorn hair spray, 
April 1. Six new coiffures with 
setting strategy for each are il- 
lustrated in the booklet. The offer 
will be available with the $1.50 
and $2.25 sizes. Timed for the 
peak hair care season, the promo- 
tion will be backed by network and 


beginning 


=" é »\ 
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_ 
ANNOUNCE NEW 
SPECIAL EVENTS, \ 

PRICES, INVITATIONS... ANYTIME YOU. WANT —_ ) 
resucts. FREE SAMPLE! yy 6 
MARVIC ADV. corp. * ih 
861 AG MANHATTAN AVE. BROOKLYN 22, N.Y 


A ASSL CIIXN 
tue YEAR-ROUND wacuns 
tHat NEVER © 


PROO TORE OPENING 


take a peek into) 


es are awarded in the President’s 
Choice contest, and watches housed 
in a specially designed and en- 
graved trophy box have been pre- 
pared for the fourth contest. 


| spot tv, plus a print drive. North 
| Advertising handles Adorn. 


e Bulova Watch 

Bulova Offers Co., New York, . . 
i has developed an e To merchan- 

way SaaS “instant Soeciationn Station Sends _ dise the slogan of 
contest” program for sales man-|ForeignCards WFMN-FM, Bal- 
agers interested in stimulating | : timore—‘‘a world 
greater effort from sales personnel. | of fine music in Maryland”— 
Ed James, head of Bulova’s premi- | MacLellan Associates, Baltimore, 
um sales activities, is head of the | WFMN-FM’s agency, came up with 
new program. Each package con-|4 promotion built around the 
tains an outline of the contest) “world” theme. Monthly, postcards 
theme, details on how to conduct} are mailed from abroad to agen- 


and literature and “appropriate” | Although the postcards bear for- 
Bulova prizes. 


“Radio Roulette,” “Stereo Sales-|of the month, they are purchased | 
O-Rama,” “President’s Choice” and | and designed in the U. S. Each card 


“Lucky Minute Sweepstakes.” In|carries a handwritten message both | country. 
the first, winners received transis-|in English and the language of the MacLellan, the agency head, the|eyes can follow—” 


ZeEMCE 


<x 


ENDEVCO CORPORATION 


it, suggested promotional materials|cies and prospective advertisers. | PUGNACIOUS—Endevco Corp., Pasa- 
dena, Cal., manufacturer of trans- 
|eign stamps, postmarks and art |ducers for the aircraft and missile 
The first four contests are| work from the particular country | industry, used this illustration in a 
direct mail piece to customers. 


According to Richard) 


ated 


se chai “ 
Sauer e rrr TEES ESS SS SES OPS a) —= 


Advertising Age, March 20, 1961 


cards have been door openers for 
WFMN-FM. The recipients look 
forward to receiving the cards each 
month and tend to identify the 
station with worldwide culture, he 
said. 


e Ina major con- 
Burns Stars sumer campaign 
in RCA Push for RCA Victor’s 
new Stereo Ac- 
tion albums, RCA Victor Records 
has launched a promotion featur- 
ing the William J. Burns Inter- 
national Detective Agency. Burns 
is assigning uniformed guards to 
scout the retail dealer locations 
in New York, Chicago, Philadel- 
phia, Boston, Los Angeles, San 
Francisco, Cleveland, Baltimore, 
Washington, New Orleans and 40 
other cities. For every different 
Stereo Action album the guards 
find in a dealer’s window, RCA 
will send the dealer one free copy. 
RCA Victor has four packages in 
the series. 
“Stereo Action—the sound your 
is the theme 
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of an ad campaign in national 
publications. The ad drive is 
backed by ad mats for newspaper 
advertising and in-store material 
including a motion display for 
dealer windows. The display fea- 
tures color reproductions of all 
four Stereo Action packages. A 
Burns guard is pictured unveiling 
a fluorescent motion unit in its 
center. W. I. Alexander, advertis- 
ing and promotion manager, RCA 
Victor Records, said, “if a Burns 
guard doesn’t visit a dealer’s store 
in any of the cities included in 
the program between March 1 and 
March 15, the dealer may send 
RCA Victor a photo of his window ’ — 
showing his albums on display to gS 

qualify for the free albums.” ay —_ 

INSTANT MARTINI—Packaged mar- 
tinis like this were served guests 
at an open house of Michigan In- 
dustrial Packaging to prove a slo- 

gan, “We package anything!” 


e Guests attend-| 
Guests Get ing an open house 
Instant Martini at the enlarged 

plant of Michigan 
Industrial Packaging, Grand Ra- 
pids, were understandably sur- 
prised when they reached the door : 
of the building. They had cock-|it wasn’t a brawl. It was just a 
tails literally thrown at them. But| unique way for Jack Batchelder, 


| tossing, 


president of Industrial Packaging, | mailing the intended contents. Or, 
to emphasize a sales claim he’s|he said “anyone with a packaging 
been making since he founded the| problem is welcome to visit the 
company in 1953—‘‘We package | plant and receive a packaged mar- 
anything!” As guests arrived,|tini—complete.” Creative Adver- 
Mr. Batchelder tossed chilled,|tising Agency, Grand Rapids, 
packaged martinis for them to | planned the open house. 
catch and enjoy while he conducted | 
them on a tour of the new facili- | e Four new bro- 
ties. Each individually packaged | Brochures Push chures with car- 
drink had been mixed, poured into Terne Roofing toon covers show- 
a cocktail glass, embellished with) ing roofing con- 
an olive, covered with special plas-| tractors on the job are being uti- 
tic wrap, sealed to be spill-proof| lized by Follansbee Steel Corp., 
and placed in a box with a pro-| producer of Follansbee Terne roof- 
tective styrafoam form to fit the) ing, to promote the product to 12,- 
shape of the cocktail glass. |500 contractors all over the coun- 
\try. Prepared by Albert P. Hill 
baat ‘ Co., Pittsburgh, each of the bro- 
oT packaged a survived |chures features a different advan- 
catching and occasional | : “ 
: fact they survived | t88€ of Terne roofing. They in- 
dropping. In : clude photos of Terne installations, 
everything but the thirsty guests. reproductions of editorial stories 
Mr. Batchelder produced a surplus} 2g diagrams and drawings relat- 
of the packaged martini contain- 


. ing to use of the roofing. Each 
ers, and will send one to any cOm-/| contains a reply card with which 
pany interested in the stunt. He 


the contractor can request addi- 
added that the cost prohibits his| tional information. Follansbee is 
including the glass in the offer 


mailing the brochures from six to 
and postal authorities prohibit his|eight weeks apart. + 


ing—42,000 feet 


me booming with Boevng 
Jor our share of the jet age! 


Seattle is the giant of the Pacific Northwest. 
Boeing Airplane Company is an important reason why! fe) 
i the past year a total of 55,000 Boeing employees poured a combined 
annual payroll Of $330 million through Seattle area cash registers. Boeing is a stable 
Davroll, balanced between commercial jet contracts and defense. On the job 
hight ang day, Boeing employees are one of the many reasons why we Can Say... 
"tne best thing about The Seattle Times...is the people who read it.” 
Throughout Seattle people are earning well and living well. The average family 
Spendable income in Seattle is $724 higher than the nation’s average...and 
Seventy-tive out of every 100 rétail dollars spent in Seattle come from the pockets 
Of the readers of The Seattle Times. Get your share of this growing jet age market. 
What about circulation? In the total city and retail trading zone 
The Times’ margin of leadership has reached 41,985 daily and 58,976 Sunday. 


Boeing 727: New three engined jet designed to bring modern 
ait travel to cities not yet served by jet aircraft. = Passengers 
+70 to 114 = Crew—Three: pilot, co-pilot, engineer = Speed— 
Up to 600 miles per hour = Range—1,700 miles = Gross Weight 
142,000 pounds = Cabin Length—72 feet and 2 inches # Ceil- 


7at 


Put your money where the market 1s—Seattle. 
Put your money where the readers are— 


Ghe Seattle Gimes 


Hepresented by O’ Mara & Ormsbee, Inc.—New York, 


Detroit, Chicago, Los Angeles and San Francisco 
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British Publication 
of ‘Waste Makers’ 


Brings New Criticism 
Lonpon, March 14—Vance Pack- 


ard’s “The Waste Makers” is the 
subject of a withering review in 
the March 5 Sunday Observer, 
which calls it the “conformer’s 
guide to non-conformity.” 

Written by Richard Hoggart, the 
review complains of Mr. Packard’s 
prolific output, the horrors dis- 
covered once a year. “He must. 
work as fast as Hamlet’s mole,” Mr. 


Hoggart surmises, “though he does 
not dig as deeply. After three 
books, one can imagine the for- 
mula. He finds a striking theme in 
some other writers (this time in 
Chase, Galbraith and others). He 
gathers into his filing cabinet a 
mass of cuttings which seem to 
support the theme, invents a snap- 
py title (‘The Hidden Persuaders,’ 
‘The Status Seekers,’) and another 
book is born. 

“There must be an endless fu- 
ture in this kind of thing,” Mr. 
Hoggart muses. “A chapter head- 
ing from Kinsey, some newspaper 
clippings, and no doubt we could 
have ‘The Frigid Amorists.’ An 
article in The Saturday Evening 
Post about university life, a few 
conversations on campus, and ‘The 
Hireling Thinkers’ could be 
launched.” 


e Mr. Hoggart is critical of Mr. 
Packard’s lumping all research— 
clippings from magazines, extracts 
from “genuine research papers” 
and gossip—into his evidence. The 
book has no sustained argument, he 
finds, and Mr. Packard is said to 
“trade on repetitive shocks.” It 
strikes Mr. Hoggart as “‘inteilectu- 
al sensationalism.” 

Finally, Mr. Hoggart argues that 
the book “is a symptom of the ills 
it describes. It is a concocted, a 
gimmick, book—to be consumed 
while its theme is fashionable and 
then discarded, like last week’s 
Kleenex packet.” The book, he 
writes, “allows us to live comfor- 
tably in the world it seeks to at- 
tack, and yet to feel superior and 
knowing towards it.” # 


Computer Names Dickerman 

Computer Instruments Corp., 
Hempstead, L. I., has named Dick- 
erman Advertising, New Hyde 
Park, L. I., as its agency, a first 
appointment. 


17 Ways 
to Test 
Ads 


“17 Ways to Test Your Advertising” is 
title of one of the NEW chapters in 1961 
revised and enlarged edition (just off 
press) of famous book TESTED ADVER- 
TISING METHODS by John Caples, vice 
president of BBDO Ad Agency. This big 
| 11,000-word chapter shows you how na- 
| tional advertisers test ads by mail, sales, 
| opinion tests, coupons, inquiries, reader- 
| ship, split-runs, free offers, charge offers, 
hidden offers, telephone response and 
other methods. If you want to take guess- 
work out of your advertising, find best 
appeals, copy, picture, headlines and 
multiply your SALES, 
worth entire 
back if you 


this chapter is 
rice of book. Your money 
on't agree. 


Three other NEW chapters are: 1. How 
to Put Enthusiasm Into Ad Copy; 2. How 
to Make Small Ads Pay; 3. 28 Ways to 
Get More Inquiries from Your Advertis- 
ing. “This book telis results from six 
|million dollars spent in testing adver- 
| tisements,”’ says Business Week. The 1961 
edition has 18 chapters, 320 pages and 79 
| NEW ilhustrations. Tear out this ad and 
send it with your name and address for 
10 days’ FREE examination. Then send 
$6.95 plus a few cents mailing charges or 
return book without obligation. SAVE 

If you check here [| and enclose 
| payment, we pay mailing charges. Your 
|money back in 10 days if you are not 
delighted. Address: Harper & Bros., 61 
East 33rd St., New York 16, N.Y. 4404-B 
| 
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Henford & Greentield Moves 


Henford & Greenfield, Roches- 
ter, N. Y., has moved to new of- 
fices in the Cutler Bldg. 


> a 


Few Sponsor 
Holdouts as 


@ There's onty one 
way to get complete 
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1961 Battery of Radio-TV Baseball Sponsors 


National League 


and reliable clipping B b ll N Television Radio 
. coverage of mage- ase a ears = -—- —$—— . 
IT’S zines. BACON’S is Team 
r eee 4 (Continued from Page 3) (By 1960 Originatirig Station Number Originating Station Number 
BACON S years experience fining the freest spender in the) Standing) Station Feed of Games Sponsor & Agency Station Feed of Games Sponsor & Agency 
has built a com- latter group. : ae" a ea es $$ ________—. 
for at = Although local coverage of| 1. emi y KDKA-TV 2 33 yg ghey KDKA 26 — Same as tv 
for clipping accu. games is greater than ever, net- einai Pans stoye™ yer n ga 
COMPLETE racy. BACON'S is | work broadcasts will be decreased. pain pes ‘ 
° Mutual Radio decided to discon- a Ones 
Ask for Bull 
COVERAGE sk for Bulletin 99 tinue its “Game of the Day” Rig — ‘ 
broadcasts, after 11 years. Reasons si — 
of OUR ay ete pad given by the feokieseahe were the Western Pa. (J. Wal- 
MAGAZINES! complete desire of its affiliates to empha- ter Thompson Co.) 
. publicity size news rather than baseball, | ———— Se eg Oe ; BeeRO=. : 
directory. | and the shrinking number of mar- 2. Milwaukee No tv WEMP 51 All % Miller Brewing Co. 
BACON'S , s Braves ‘ & (Mathisson & Assoc.) 
BACON’S PuBLiciTy | Kets in which a network can pre- Ww Md % Clerk Of! & Ref 
CLIPPING CHECKER sent major league coverage. sc ¥ Oi via 
TSA no" with quorter- = ABC-TV said it would not con- ial 
bie aoe toa ly revisions. 100% tinue with the Saturday “Game of S y ) 
Chicago 4, Mlinois 00800 352 PP. the Week” broadcasts because of / merican Tobacco 
WAbash 2-8419 oS ame yer _ the increasing list of major league ™ Gewrence ©. 
ye ici (Continued on Page 72) ar Adv. 
gy: 
3. St.Louis KPLRTV None 40 away _% Anheuser-Busch. KMOX 60 ‘All Some os tv 
Cardinals (Gardner Advertising) 
Va—Several advertisers, 
BUY ENDOWMENTS a 
4. Los Angeles KTTV None 11 away ‘% Union Oil Co. KF 19 All Same as tv 
Dodgers (with San (Young & Rubicam) 
FR Francisco) %2 American Tobacco 
Co. (Lawrence C. 
Gumbinner Adv. Agy.) 
t 5. San Francisco KTVU None ll away % Falstaff Brewing | KFSO 18 station- All Same as tv 
a Giants (with Los Corp. (Dancer-Fitzger- Golden 
= Angeles) = ald-Sample) West 
= Term % American Tobacco Network 
=> Co. (Lawrence C. 
—— ‘ 
= Insurance ea kde a Co. 
= 
=> | (Fletcher Richards, 
= Rates | Calkins & Holden) 
— = 6. Cincinnati WLW.-T 4 24 home ‘5 Colgate-Palmolive | WKRC Over 50 Burger Brewing Co. 
zi i Redlegs 29 away Co. (Ted Bates & Co.) (Midland  Advertis- 
: \ a % Standard Oil of Ohio ing) 
er NY (McCann-Erickson) 
= - . | Ya Hudepohl Brewing 
(Stockton-West-Burk- 
The most successful advertisers use the Post and | a a a —_ 
Times-Star for sales insurance and lifetime income, 7: Chicogo = WCN-TV — None 77 home 2 Theo Hamm Brewing | WGN ‘a Oak Park Federal 
. \ ie y ‘ Cubs (in color) Co. (Campbell-Mithun) Savings & Loan 
They know this rich market is right for their con- | 5 away %R. J. Reynolds Tobac- Assn. (Roy Conner 
P , ° ° ’ (b&w) co Co. (William Esty) & Assoc.) 
tinuous development, they like this paper’s growth, 4 Chicago First Federal 0 6. Metlemes 
° ° ° ° ° Savings & Loan Assn Brewing (McCann- 
. 
respect its editorial excellence, admire its sales re Gealetiscancaté- eet 
Q sults. Be thankful for a market with such potential, | te mnasicbead ¥ open 
. a paper of so great influence, and its coverage of 8. Philadelphia WFIL-TV 2 20 home 1% P. Ballantine & Son | WFIL 20 All — Same as tv 
“4 “ . fe Phillies 35 away (William Esty Co.) 
each economic group. And keep your premiums paid! | %4 Atlantic Refiring Co. 
: (N. W. Ayer & Son) 
3 - 1/6 Bayuk Cigars 
out of (Wermen & Schorr) 
1/6 Tasty Baking Co. 
(Aitkin-Kynett) 
| | 0 Cincinnatians American League 
Bie . 
; . . . 1. New York WPIX None Allhome 2 P. Ballantine & Sons | WCBS-AM None 50 home Some as tv 
mi read the Cincinnati POST Times-Star Yankees 46 away (William Esty Co.) 77 away 
= * V2 R. J. Reynolds Tobac- | WCBS-FM 70 home 
P P , co Co. (William Esty) 77 away 
Total circulation . . . 274,874... ABC 9/30/60 nase . O Gelbensinn & 
* Network 40 All Sons (William Esty) 
Largest Circulation of any Cincinnati Daily ‘a Atlantic Refining 
* Co. (N. W. Ayer) 
Greatest Coverage of Highest Income Groups, i 7 a | aa. —_ : 
as of all Groups. | 2. Baltimore WJZ-TV 4 11 home 1% P. Lorillard Co. WBAL 24 All % Theo. Hamm Brew- 
if * Orioles 39 away (Lennen & Newell) (approx.) ing Co. (Campbell- 
: 43% Read No Other Daily ¥4 Theo. Hamm Brewing Mithun) 
* Co. (Campbell-Mithun) 2/3-—12 local spon- 
sors 
One of the nation’s lowest Milline rates — . _ 
3. Chicago WGN.-TV None 43 home ‘2 Theo. Hamm Brewing | WCFL 60 All VM General Tire & 
* White Sox (color) Co. (Campbell-Mithun) Rubber Co. 
: : D’Arcy Ad isi 
The Newspaper that Spends the Evening with 15 away %4R. J. Reynolds Tobac- a eee 
almost 1,000,000 Readers. (b&w) co Co. (William Esty %4 General Finance 
; Co.) Corp. (Gordon Best) 
| ROBERT K. CHANDLER ‘ , . ' ; 
| Sad 4 Chicago First Federal 4 American Tobacco 
| Manager, General Advertising Department Savings & Loan Assn. Co. (Lawrence C. 
(Dancer-Fitzgerald- Gumbinner Adv.) 
Represented by The General Advertising Department Sample) % pAmhoucorBuedh 
SCRIPPS-HOW ARD Newspapers 5 . 


(Continued on Page 


(D'Arcy Advertising) 
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NOW’S THE TIME FOR THE 


DOUGHNUT BIT! 


Remember those little proverbs that used to hang on nearly every office 
wall? You were sure to see “We do not need to change the work week as 
much as some of the weak work.” Or “If you haven’t the time to do it 
right, when will you find time to do it over?” 

Businessmen called them Office Hangers. And there’s one we'd like to 
see on office walls today .. . particularly in the offices of some sad-faced 
prognosticators. We mean the doughnut bit: “Keep your eye upon the 
doughnut, brother, and not upon the hole.” 

We at the Chicago Tribune believe in the doughnut bit. We believe 
business will be as good as we make it. And we are by no means alone in 
this belief. From our close association with thousands of Chicago firms, 
we know many who right now are keeping their eyes on the doughnut. 


Here are some typical examples: 


Philco reports their hard-hitting first quarter campaign in the Chicago 
Tribune produced ‘marked dealer enthusiasm with results substantially 
ahead of last year’! e Sales by Horder Office Supplies on Tuesday, 
February 28, were "biggest in history”, following appearance of their 
advertising section in previous Sunday’s Chicago Tribune . . . sales for 
the week were “far ahead of same period last year”! e Over 2,200 
families braved blustery weather on Feb. 26 to see Alexander Con- 
struction Company’s new homes. Result: 79 sales made over one 
weekend by this Chicago Tribune advertiser! 


This kind of success convinces us: Offer a good value and promote it 


and customers will respond. That’s precisely what we are doing at the 


Chicago Tribune. We are expanding our sales force” and increasing our 
advertising budget. And that’s why we look forward to another record year 
in 1961. 

Now’s the time to get off the seat of our pants, step up the pace and 


pour it on. Will you join us? 


*If you are a young man 

with a college degree seek- 

- al ing a career opportunity in 

salesand advertising, write 

Icd 0 TI i to J. G. Paddock, 1015 

; Tribune Tower, Chicago 

THE WORLD'S GREATEST NEWSPAPER SUperior 7-0100, Eaten. 
sion 2241. 
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cities blacked out for games. In its| present “Major League Baseball,” 
place, ABC has scheduled a sports having scheduled 25 Saturday and 
special series. 25 Sunday afternoon games. Re- 

NBC-TV, however, gional sponsors will be Anheuser- 
Busch, through Gardner, and Gen- 
eral Insurance Co. 
through Cole & Weber. 
| as well as NBC Radio, 


will again 


NBC-TV, 
will carry 


games, to which Gillette 
Razor Co. (Maxon) holds the 
rights. CBS-TV has scheduled 25 
Saturday and 22 Sunday regular 
season games. Only CBS sponsor 
|to date is Falstaff, which, through 
| Dancer-Fitzgerald-Sample, bought 
pore half for Saturdays and one- 
| quarter for Sundays. 

The San Francisco Giants will 
have 11 of its games televised for 
the first time this year. This 
| leaves the Milwaukee Braves the 
only team with no local tv cover- 


Safety | 


TRY OUR 
ADVERTISING JEWELRY 


& WATCH ‘EM BITE age. In addition to regular season 
123 STEWART ST. games, most stations are carrying 
KINNEY CO. "7X PROVIDENCE 3.8.1. 301 | several pre-season meets. Many 


stations also have sold pre-game 
and post-game shows. 


WHERE'S 


— 


... and Fargo-Moorhead 
is the hub of the 


LARGEST MARKET fiver 
SPOKANE ond MINNEAPOLIS 


This market — 21 counties in North Dakota and 
western Minnesota — contains over 300,000 people 
who spend over $400 million annually in retail stores.* 
Over 3 out of 5 (64%) of these families are Fargo 
a Forum readers, while no Minneapolis daily reaches more 
than | wut of 10. And ir the Fargo-Moorhead new 
Standard Metropolitan Area, Forum coverage is 99%, 
compared to 8% for any Minneapolis daily. 


Not many covered wagons around — but plenty of 
new cars. And if you happen to sell cars — or coffee — 
or cigarettes, you'll find The Fargo Forum moves more 
merchandise than a wave of wagon trains. 


*The Fargo-Moorhead Metro Area is Ist in the 


USS. 
sales per household. 


in retail 


THE FARGO FORUM “series 


circulation in North Dakota & western Minnesota 
Represented by Kelly-Smith Company ss” 


of oe | 


\the World Series and two all-star | 


Advertising Age, March 


1961 Battery of Radio-TV Baseball Sponsors 


| Television 


20, 1961 


Radio 
Team | 
(By 1960 Originating Station Number Originating Station Number 
Standing) Station Feed of Games Sponsor & Agency Station Feed of Games Sponsor & Agency 
4. Cleveland WIW-TV None 12 home '%3 American Tobacco | WERE 4) All % Carling Brewing 
Indians 44 away Co. (Batten, Barton, Co. (Lang, Fisher & 
Durstine & Osborn) Stashower) 
% Carling Brewing Co. 2/3 by stations in 
(Lang, Fisher & Sta- feed 
shower) 
¥% Standard Oil of Ohio 
(MeCann- Erickson) 
5. Washington WTOP-TV None Allhome P. Sellentine & Sens WTOP 6 All 4/9 P. Ballantine & 
Senators 17 away (William Esty Co.) (approx.) Sons (William Esty 
¥% R. J. Reynolds Tobac- Co.) 
co Co. (William Esty) 5/9 local sponsors 
4 Open (part still open) 
6. Detroit WJBK-TV 10 56 % Speedway Petroleum WKMH 46 All ‘Some as tv 
Tigers Corp. (W. B. Doner) 
% Stroh Brewery Co. 
(Zimmer, Keller & 
Calvert) 
% American Tobacco 
Co. (Lawrence C. 
Gumbinner Adv. Agy.) 
7. Boston WHDH-TV 4 56 ¥%a American Tobacco | WHDH 40 All Same as tv 
Red Sox Co. (Batten, Barton, 


Durstine & Osborn) 
4 Atlantic Refining Co. 
(N. W. Ayer & Son) 
Ys Narragansett Brew- 


ing Co. (Doherty, 
Clifford, Steers & 
Shenfield) 


Schlitz Brewing 
(Majestic Adv.) 
“a open 


8. Kansas City WDAF-TV 
Athletics 


None 30 away '%2 Joseph Schlitz Brew- | WDAF 


ing Co. (Majestic Adv.) 
Ya—Open 


Va 


9. *Minnesota WTCN 13 5home 's to % Theo. Heme wcco 7 States All % to 2 Theo. Heme 

Twins (approx.) 45 away Brewing Co. (Camp- Brewing Co. (Camp- 
bell-Mithun) bell-Mithun) 

Rest open % Hills Bros. Coffee 


(N. W. Ayer & Son) 
Rest open 


10. *Los None Over 20 


KHJ-TV 10 home 3 Brown & Williamson | KMPC All Ya J. A. Folger & Co. 
Angeles 1Q away Tobacco Corp. (Ted (Fletcher Richards, 
Angels Bates & Co.) Calkins & Holden) 
% Falstaff Brewing % Falstaff Brewing 
Corp. (Dancer-Fitzger- Corp. (Dancer-Fitz- 
ald-Sample) gerald-Sample) 


% Southern California 


Chevrolet Dealers 


4 1/6 Brown & William- 


son Tobacco Co. 
(Eisaman, Johns & (Ted Bates & Co.) 
*New teams this year. Laws) 1/6 open 


Print Riter. Egg-headed, bull-headed, hydra-headed practitioner of a noble art. 
Sometimes struck in the dark of night by a recurring, disturbing thought: Does 
anybody read my ads? 


@ Te 


Ad Page Exposure — the first and only media measure that tells a P.R. who sees 
his sweated-out, struggled-over, shining efforts and how many times. APX makes 
you more knowledgeable by day, lets you sleep easy at night. 


Write for the facts on APX to The Saturday Evening Post. 
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TIME is the shape of the market for office equipment 


Circulation concentration in the top 100 counties 
for OFFICE EQUIPMENT DEMAND 


TIME, The Weekly Newsmagazine 59.2% _ ; 


Holiday 56.5% 


Life 55.2% © 


on GAGN ene, sero 
Better Homes & Gardens 45.4% 


Saturday Evening Post 44.3% 


All percentages computed from these sources: Sales Management's ‘‘Survey of Buying 
Power’’ (5/10/59) and latest available publishers’ reports. TIME (3/23/59) « Holiday (March 
1957) « Life(10/26/59) « Sports Illustrated (3/2/59) « U.S. News & Worid Report (3/28/58) « 
Newsweek (3/23/59) + Reader's Digest (April 1959) « Look (3/18/58) « Better Homes & 
Gardens (April 1959) « Saturday Evening Post (3/14/59) 


Demand for office equipment is always a 
good business barometer. So it’s signifi- 
cant that in the 100 counties where office 
equipment sales and use are highest, 
TIME concentrates more of its circulation 
(59%) than does any other magazine of 
over half a million. TIME, too, is essential 
equipment for the man who wants the 
facts and figures. 


TIME ...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 
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STERLING STIRS UP FLAVOR! 


SALAD DAYS—International Salt Co. has scheduled this outdoor poster 
in about 300 markets as part of its “salad time” promotion for 
spring. 


International Salt 
Sets New Push in 
Dailies, Outdoor 


CLARKS SUMMIT, Pa., March 14— 
International Salt Co. will promote 
“salad time’ this spring, using 
newspapers and outdoor. This is a 
continuation of the company’s 
strategy to promote a variety of 
foods related to a specific theme. 

The outdoor campaign is sched- 
uled from March through May in 
about 300 markets east of Ohio and 
north of Virginia. The poster will 
picture various salad ingredients 
along with a large package of 
Sterling salt. The banner reads: 
“Sterling stirs up flavor!” 


s A premium offer of a salt shaker, 
pepper mill, salad fork and spoon 
for $1 and a spout seal will be ad- 
vertised in about 200 newspapers 
throughout the company’s sales 
territory, the eastern half of the 
U.S. The ads will run 420 lines 
plus local tie-ins. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. + 


Spot Time Sales Names Two 
Carleton F. Loucks, formerly 
president of Radio Programming 
Service, has been named eastern 
sales manager of Spot Time 
Sales, New York, radio station rep- 
resentative. John F. Erickson, for- 
merly with Peters, Griffin, Wood- 
ward, has been named manager of 
Spot Time Sales’ Chicago office, 
succeeding Don Sanders. The Chi- 
cago office has moved to larger 
quarters at 360 N. Michigan Ave. 


‘Visit U.S.A.’ Names Roeder 

Visit the U.S.A., bi-monthly dis- 
tributed to travel agents in Europe, 
has appointed Edward Roeder Jr. 
southern advertising sales repre- 
sentative. Mr. Roeder makes his 
headquarters at 317 N.E. 28th St., 
Fort Lauderdale. 


Real Estate advertising 
attracts substantial in- 
vesfors. The Mirror is 
second in all Real Estate 
among New York's sev- 
en dailies — and first in 
New Homes advertising. 


Make 
The Mirror 
a MUST! 


Zenith Earnings, Sales in 

1960 Set Near-Record Highs 
Zenith Radio Corp. had earnings 

in 1960 of $15,225,819, the second 

highest earnings year in Zenith’s 

42-year history. The record year 

was 1959 when the company had 


|profits of $16,630,144. Zenith’s net) 


consolidated sales last year hit} 
$254,111,740, also the second best | 
in the company’s history, and 2% | 
below record sales of $260,033,866 | 
reported in 1959. 


Last year, Zenith produced and | Wee!worth 


sold more than 1,000,000 television 
receivers for the second successive 
year. While industry sales of tv sets 
declined during 1960, Zenith’s sales 
of the units were only slightly be- 
low its record sales mark set in 
1959. 


Pacific Air Lines Revamps 
Sales, PR Departments 

Pacific Air Lines, San Francisco, 
has reorganized its sales and public 
relations departments to provide 


and advertising campaign and pr 
program. Robert J. Dixon, former- | 
ly sales promotion manager of Pan 
American World Airways’ overseas 
division, has been appointed to the 
new position of director of sales 
and advertising for Pacific. 


McCrory-McLellan 


Rose 
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Top 10 Variety Chains: 1959-’60 


(Source: Chain Store Age) 


12-Month Sales (000 omitted) % 

1959 1960 1959 Change 

2,306 $1,035,027 $ 985,949 + 5.0% 
811 512,991 478,226 +7.3 
725 415,654 401,670 +3.5 
556 265,828 254,789 +43 
450 167,212 175,010 —4.5 
418 245,562 238,839 +2.8 
373 128,968 133,662 —3.5 
266 144,569 154,422 —6.4 
162 73,495 69,730 +5.4 
145 42,071 38,807 +8.4 


$3,031,377 $2,931,104 +3.4 


Max A. King, formerly respon- 
: ee phe : \sible for pr and sales, will now 

for an expanded sales, promotional Acmain alk tele te 

community and government rela- 

|tions work. 


to customer, 


Newberg Joins Detroit Broach 
Former Chrysler president Wil- 
liam C. Newberg has joined De- 


troit Broach & Machine Co. as a 
consultant in the “first step of a 
major expansion program.” Gustav 
Von Reis, president of Detroit 
Broach, said that Mr. Newberg will 
work towards setting the expansion 
plan in motion, and also lay the 
groundwork for a diversification 
| program. 


WCCO Radio... 


one of the great stations 


of the nation! 
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Hibbard Denies Pet 
Drops National Ads 


St. Lours, March 14—C. J. Hib- 
bard, director of public relations 
of Pet Milk Co., last week denied a 
published report that the company 
will drop out of national advertis- 
ing. 

“We are currently working on a 
new campaign and will release an 
announcement soon on one of our 
campaigns, which will cover the 
media we are using and show how 
we are using them,” Mr. Hibbard 
said. 

Pet Milk dropped its co-sponsor- 
ship of the “Red Skelton Show” 
and “Edge of Night” (CBS-TV) 
last November (AA, Nov. 21). S. 
C. Johnson & Son, which had al- 
ternated with Pet on the Skelton 
show, subsequently assumed full 
sponsorship of that program. = 


Hambro Uses Outdoor to 
Promote Sports Car Line 
Hambro Automotive Corp., New 


York, has launched a five-month | 


outdoor campaign in 12 major met- | 


| ropolitan markets for the MG, 
|Sprite and Austin Healey sports 
cars. The importer claims “this is 
the first outdoor program for 
sports cars to appear nationally in 
the U.S.” Hambro is also using 
four-color magazine space and 
b&w insertions in daily papers. Mc- 


Carty Co., New York, is the agen- | 


cy. 
Hambro has also signed as a 


sponsor of the “National College | 


Queen Contest.” A Sprite will be 
awarded to the winner and the 
;Queen will endorse the Sprite in 
|ads. 


_Lewyt Names Dorff, Farrell 

| Henry Dorff, previously vp of 
sales and marketing of Lewyt 
Corp., Long Island City, has been 
named to the new post of vp of 
merchandising. James M. Farrell, 
formerly a sales manager of York 
Corp., has been named Lewyt’s na- 
tional sales vp. 


ae 


Gorman 


Horney Moore 
AWARDS—Looking over Point of Purchase Advertising Institute 
awards (which go to client and supplier) their respective companies 
have received are Frank E. Gorman, vp, advertising, and Sam P. 
Moore, manager of point of purchase advertising, Royal Crown Cola 
Co., Columbus, Ga., and William A. Horney Jr., vp and treasurer, 
Mirro-Products Co. Mirro supplied to Royal Crown the sign which 
won first place in the category of three-dimensional vacuum formed 
signs. 


Look at any major market. Chances are you won’t find any 


station that attracts both the overwhelming share of 

audience and degree of audience acceptance that WCCO Radio 
does in the Minneapolis-St. Paul market. 

Truly one of the great stations of the nation, WCCO Radio 
delivers far more listeners than all other Twin Cities stations 


combined! Its 62.1% share of audience is the greatest 


ever recorded since Nielsen began measuring the market. 


Yet years of listening loyalty are a daily habit with 
1,022,610 radio families in a 114-county Basic Service Area. 


Add the welcome 


fact that WCCO Radio gives you 


the lowest cost per thousand—less than one-third the average 
of all other Minneapolis-St. Paul stations. 


Chart your sales story to top acceptance with WCCO Radio. 


WCCO RADIO delivers far more listeners than all 
other Minneapolis-St. Paul stations combined! 


WCCO Radio 62.1% 
Station B 10.1% 
StationC 7.6% 
Station D 5.4% 
StationE 3.9% 

Five other stations 10.9% 


‘Marketing Strategy 


Put Bell & Howell 
in No. 1 Spot: Percy 


Cuicaco, March 14—Bell & 
Howell Co.’s photo products divi- 
sion ended 1960 in the No. 1 posi- 
tion in terms of consumer dollars 
spent for movie equipment, Charles 
H. Percy, company president, said. 

He attributed this gain to Bell 
& Howell’s 1960 marketing strate- 
gy—‘“greatly increased” tv adver- 
tising of photographic products and 
strengthened relationships with 
dealers. 

Mr. Percy reported that net 
|earnings of the company, after 
taxes, rose 4% over 1959 to $5,105,- 
000, representing an increase for 
the seventh consecutive year. Sales 
|in 1960 were $114,116,000, 9% 
higher than in 1959, he said. + 


‘Mode.’ First Negro Fashion 
Magazine, to Appear in May 

Mode, a fashion magazine for 
Negro women, who “are born in 
48 different colors,” will publish 
its first issue in May. Initial press 
run is to be 170,000. One-time 
b&w page rate is $500 and the in- 
| side four-color page rate, $1,500. 
| B&w page ads in retail classifica- 
tion will cost $350. Negro women 
“are very color conscious and very 
easy to get insulted, by trying to 
be sold the wrong color,’ Eugene 
Geno Garner, editor and publisher, 
has warned, offering free design- 
'ing of ads and suggestions. The 
| magazine’s publication and edi- 
torial office is Box 278, Farnam, 
Neb. 


Pearson Names Paxson 

Ben Pearson Inc., Pine Bluff, 
| Ark., archery equipment manu- 
| facturer, has named Paxson Ad- 
| vertising, Benton Harbor, Mich., 
to handle its advertising. Roche, 
Rickerd & Cleary, Chicago, is the 
previous agency of record. The 
company in 1961 will introduce a 
new “prestige” line, the Golden 
Arrow series, which will be sold 
direct to franchised retailers—un- 
like the regular Ben Pearson line, 
which is sold through jobbers. 
| Paxson was agency for Bear Ar- 
| chery Co., Grayling, Mich., for 
nine years until it resigned the 
account Jan. 1. 


Wrigley Names Len Carey 

Wm. Wrigley Jr. Co., Chicago, 
has named Len Carey Inc., Hon- 
| olulu, as its agency in Hawaii. 


NABER | 
Ask about the handsomely decorated 
and magnificent new Windsor Ball- 


room and smaller suites for all your 
| functions, large or small. 


Heart- of-New York Location! 


Between U.N. and Theatre Districts; 
minutes from the Coliseum, Madison 
Square Garden, shops, night spots. 
All transportation at door. Close to 
Rail and Air Terminals; right at Grand 
Central, near Eastside Airlines 
Terminal. 


Easy to reach by Car! 
Private Motor Entrance... 
uncongested, traffic-free. 

2000 Modern Rooms and Suites! 


All outside with private bath 
FOR RESERVATIONS, WIRE, WRITE OR CALL: 


C HOTEL { 


42nd St. at Lexington Ave., 
- New York 17, N.Y. MU 6-6000 
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Anheuser-Busch to Repeat 

‘Pick a Pair of 6-Paks’ Push 
Anheuser-Busch will repeat its 

“Pick a Pair of 6-Paks” promo- 


Can Barr premiums 
help in your promotion? Write us 
about your need and our Art Department 
will furnish a free design and message 
We'll give you real sales 
building ideas 


tion this year during June and} 
July. Full color page ads will run | 
|in Ebony, Life, Look, Newsweek, | 
| The Saturday Evening Post, Sports | 
Illustrated and Time; and also in | 
American Weekly, Parade, and/| 
other newspaper supplements. 

The push also will employ spots 
on some 450 radio stations and 145 
tv stations, including schedules in 
Budweiser’s own series, “The Third 
Man.” Outdoor will be used in 188 
markets. During the two-month 
push last year, 20,000,000 six-paks | 
were sold. D’Arcy Advertising Co., | 
St. Louis, is the agency. 


Francom Changes Name to 
Francom/Baker Advertising 
Francom Advertising Agency, 
Salt Lake City, has changed its | 
name to Francom/Baker Advertis- 
ing. At the same time, the agency 
has promoted Robert N. Rose to 
assistant vp. Mrs. Helen Preston | 
was named assistant to A. Wayne | 
Baker and supervisor of radio and | 
television. Mr. Baker has been with | 
the agency the past seven years as | 
|/a vp and part owner. 


EXHIBIT—Ludwig (Doc) Dochtermann, an art director at Clinton E. 

Frank Inc., Chicago, stands before some of his work on exhibit in 

the agency’s “Corridor Gallery.” Mr. Dochtermann joined the agen- 

cy last October. The agency initiated the practice about a year ago 
of exhibiting the work of new artists who join the staff. 


Utah is the center of the missile 
industry with plants such os 


Marquart shown here. 


FILL IN THE 1% MILLION BETWEEN 
DENVER AND THE PACIFIC COAST 


Here is a million market geared to metropolitan Salt Lake 
City with its half-million — unified by tradition, geography, 
and economics — reached and sold by Salt Lake’s two daily 
newspapers. It is a four-state market of busy people who 
spend $2 billion a year in retail stores. That’s why we say 
there’s more to Salt Lake than Salt Lake ! 


If 1% million is a ‘‘must’’ market — 
SALT LAKE is a must! 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS ino 


Salt Lake Telegram (eveninc) 


| portation Advertising, 


| America conference, 


Advertising Age, March 20, 1961 


Coming 
Conventions 


*Indicates first listing in this column. 

March 22. Assn. of National Advertisers 
workshop on shows & exhibits, Hotel 
Plaza, New York. 

March 26-30. National Business Publica- 
tions, annual spring meeting, El Mirador, 


| Palm Springs, Cal. 


April 6-7. Advertising Federation of 
| America, Ist District Convention, Provi- 
dence, R. I. 


April 7-8. Southwest Assn. of Advertis- 


| ing Agencies, annual convention, Marriott 
| Motor Hotel, Dallas. 


April 10-15. National Assn. of Trans- 
19th annual con- 
vention, Gasparilla Inn, Boca Grande, Fla 

April 11. Premium Advertising Assn. of 
in conjunction with 
the National Premium Buyers Exposition, 
Navy Pier, Chicago. 

April 13-15. Advertising Federation of 


| America, 4th District convention, Dupont 


Plaza Hotel, Miami, Fla. 
April 16-19. Association of National Ad- 
vertisers, spring meeting, Hotel Sheraton 


| Park, Washington, D. C. 


| Assn., 


April 17. National Society of Art Di- 
rectors, annual meeting, Sheraton Towers 
Hotel, Chicago. 

April 17-20. International Advertising 
Waldorf-Astoria Hotel, New York. 

April 20-22. American Assn. of Advertis- 
ing Agencies, annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

April 21-22. Advertising Federation of 
America, 9th District convention, Savery 


| Hotel, Des Moines, Ia. 


| Agencies Assn., 


April 24-27. American Newspaper Pub- 
lishers Assn., Waldorf-Astoria Hotel, New 
York. 

April 25-27. Sales Promotion Executives 
Assn., fourth annual conference, Benjamin 
Franklin Hotel, Philadelphia. 

April 28-30. Alpha Delta Sigma, profes- 
sional advertising fraternity, national con- 
vention, University of Minnesota, Min- 
neapolis-St. Paul. 

May 1-3. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto 

May 4-6. Western States Advertising 
llth annual conference, 
Shelter Inn, San Diego, Cal. 

May 4-6. Associated Business Publica- 


|tions, spring meeting, The Homestead, 
Hot Springs, Va. 

May 7-9. Magazine Publishers Assn., 
| 42nd annual spring conference, The 


| ers, 


Greenbrier, White Sulphur Springs, W. Va. 
May 7-10. National Assn. of Broadcast- 
annual convention, Sheraton Park 


| and Shoreham Hotels, Washington, D. C. 


May 8-9. Direct Mail Advertising Assn., 
West Coast conference, Statler Hotel, Los 


| Angeles. 


*May 11. Assn. of National Advertisers 
workshop on International Advertising, 
Hotel Plaza, New York. 

May 14-17. National Sales Executives, 
annual convention, San Francisco 

May 21-24. National Newspaper Promo- 
tion Assn., annual convention, Waldorf- 
Astoria Hotel, New York 

May 25-28. Federation of Canadian Ad- 
vertising and Sales Clubs, 14th annual 
conference, Ottawa, Ont. 

May 27-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 11-14. Assn. of Industrial Advertis- 
ers, annual conference and exposition, 
Statler Hilton, Boston. 
| June 12-14. Poster Advertising Assn. 
of Canada, Chantecler Hotel, Ste. Adele, 
P.Q., Canada. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
| tel, Los Angeles 
|} June 21-24. Trans-America Advertising 
Agency Network, annual meeting, Shera- 
| ton-Plaza Hotel, Boston 
| June 25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 25-29. National Advertising Agen- 
cy Network, annual management confer- 
ence, Broadmoor Hotel, Colorado Springs. 

June 25-29. American Academy of Ad- 
| vertising, annual meeting, University of 
Washington, Seattle. 

July 9-12. Newspaper Adyertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit 
| Aug. 18-19. Newspaper Advertising Ex- 
}ecutives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 

Oct. 6-9. Mail Advertising Service Assn., 


annual convention, Hotel Statler, New 
York. 

Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 


Hilton Hotel, New York City. 

Oct. 16-17. Agricultural Publishers Assn., 
annual meeting. Chicago Athletic Assn. 

Oct. 23-27. Outdoor Advertising Assn. 
of America, Diplomat Hotel, Hollywood- 
By-The-Sea, Fla. 

Nov. 6-8. Broadcasters’ Promotion Assn., 
annual convention, Waldorf-Astoria Hotel, 
New York 

*Nov. 7-9. Point-of-Purchase Advertising 
Institute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago. 


*Nov. 15-17. Television Bureau of Ad- 
vertising, annual meeting, Statler-Hilton, 
Detroit. 


Walsh Joins Hart Agency 
William Walsh, formerly with 
Chrysler Corp. in marketing and 
promotion posts, has been named 
marketing director, in charge of 
market research and promotion, of 
|Hart Advertising Co., St. Louis. 
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RETAIL TIE-IN 
MILLIONS 
OF LINES 


1,151,264 
SEP 


483,289 
MCCALL’S 


BEATS THEM ALL IN RETAIL TIE-IN ADVERTISING 


Last year the nation’s retailers spent their own advertising 
dollars to buy 7,295,740 lines of newspaper advertising 
to promote Good Housekeeping and products that have 
earned the Good Housekeeping Consumers’ Guaranty.7 


This is more than twice as much as the total linage used to 
mention the second magazine, Life. And it comes to more 
lines than the combined newspaper space retailers used to 


feature the names of Life, Saturday Evening Post, Ladies’ 
Home Journal, Look, McCall’s and Better Homes & Gardens. 


Why? Because retailers know that Good Housekeeping 
moves merchandise. And retailers know that this confidence 
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Se geping 


te 


THE FINAL HOURS 
an intanatc and mening 
revelation of the end of 
anera —from a great 
tree brweh 


ELIZABETH TMLOR § 
the batter harvest " 
dla driven childhood bee 


and believability make the big difference at point of pur- 
chase. The retailers are right. Because the buying decisions 
of 40,930,000 women* are influenced by the Good House- 
keeping Consumers’ Guaranty Seal. Over 65% of retailers 
surveyed* say that it influenced purchases in their stores. 
What's more, the greatest influence is right where retailers 
want it most— among young married women. 


That’s what makes Good Housekeeping different. And that’s 
what makes it a great advertising MEGIUM. crossiey s-0 surveys, ine 


+Linage data from Advertising Checking Bureau 


GOOD HOUSEKEEPING 


magazine and institute / a Hearst magazine 
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WITH MEDIA 
SELECTION 


YOUR NO. 1 BUY Is STAs 
| ee 
KEWB 


Analysis proves that in San Francisco, a two-station 
combination must first include KEWB, then another of the 
top four stations, to reach the greatest number 
of unduplicated homes at the lowest cost per thousand. 

national 


representatives 
The Katz Agency, Inc 


Source: A.C. Nielsen, one-week cume, 
6 AM-7 PM, 24 anncts. Mar-Apr 1960, 
San Francisco/Oakland NS! Report 


CROWELL-COLLIER BROADCASTING CORP 


A SOUND CITIZEN OF THE BAY AREA 


Along the Media Path 


The Chicago Tribune reports en- 
thusiastic reaction to its recent 
anti-recession campaign of ads in 
ADVERTISING AGE, Tribune and Wall 


Street Journal. The ads_ have 
headlines beginning ‘“Now’s_ the 
7am...” T...%0 Pour BR Os,” 


“,..to Step Up the Pace,” etc.), 
and carry specific examples of 
companies which have had sales 
successes from expanded promo- 
tional activities. 

Walter C. Kurz, director of sales 
of the Tribune, said the idea for 
the campaign grew out 
“great success” of the recent Chi- 
cago Automobile Show, where a 
record crowd turned out to view 
the 1961 cars, and where consid- 
erable buying interest was report- 
ed. 

He said he has received requests 
from three other newspapers to use 
the campaign with their own suc- 
cess stories, as well as requests “by 
the thousands” for reprints of the 
ads. 

Mr. Kurz said the Tribune has 
given weight to its words of ad- 
vice by expanding its sales force 
and increasing its advertising 
budget. 


e KBAK-TV, Bakersfield, has be- 
gun construction of its new $112,- 
500 building in downtown Bakers- 
field. It is scheduled for comple- 


| tion June 1. 


e The Hartford Times and the 
Home Builders Assn. of Hartford 
County will co-sponsor the annual 
Hartford Home Show, to be held 
March 23-30. 


e Boys’ Life marks its 50th anni- 
versary with its March issue. Paid 
circulation is 2,100,000 copies each 
month. About 350,000 subscriber 
are from non-Boy-Scout sources. 


e A special two-color, 12-page in- 
sert was published by the Raytheon 
Co. in the special I.R.E. Show is- 


Sullivan, Ogilvy, Strouse — an improbable advertising agency even in these days 
of P.M. (profit margin) difficulties and resultant A.M. (agency mergers). 


attire 


- 


Ad Page Exposure — the first and only media measure that tells how many times 
readers see the advertising page that an agency creates. Your best measure of 


media effectiveness. 
Get the facts on APX from The Saturday Evening Post. 


sues of Electronic Design and 
Electronics to consolidate the com- 
pany’s various sales messages and 
|improve recognition. 


e A new farm quarterly supple- 
ment, The Mid-South Farmer, has 
been launched by the Commercial 
Appeal, Memphis. The supplement 
was developed to serve the varied 
farm interests of its subscriber 
|families throughout the 93-county 
circulation coverage area of the 
Commercial Appeal. 


of the} 


|e The Chicago Tribune will pub- 
lish a separate spring juvenile sup- 
plement to its weekly Magazine of 
Books section on May 14. Contents 
will include reviews of outstanding 
current books for boys and girls in 
all age groups. 


e WPEN, Philadelphia, is airing 
editorials devoted to political and 
social problems of the air. In an ef- 
fort to stimulate business, station 
personalities have been delivering 
specially prepared messages urg- 
ing consumers to take advantage of 
big savings resulting from the re- 
cent snowstorms. 


e On Feb. 14 the Pontiac Press 
wrapped 8,000 of its copies in poly- 
ethylene wrappers and three weeks 
later, repeated the services on all 
61,000 copies of its daily editions. 


e Papert, Koenig, Lois Inc., has 
|received a special award from 
WQXR, New York, in recognition 
of its “unusual, imaginative and 
effective use of radio advertising 
on behalf of Dilly Beans.” The sta- 
tion has given only two other 
awards in its 25-year history, the 
first in 1957 to Sinclair Refining 
Co. and the second in 1958 to Chase 
Manhattan Bank. 


e The Chicago Sun-Times and Chi- 
cago Daily News will publish spe- 
cial men’s fashion supplements in 
April in cooperation with maga- 
zines specializing in the field. The 
Sun-Times supplement will appear 
April 23 and the Daily News sup- 
plement on April 28. The two 
newspapers will also publish spring 
home preview sections in April in 
support of the “home promenade” 
promotional theme, reminding 
readers that these sections give 
them thorough information on 
where to go to see the best home 
buys. The Sun-Times sections will 
appear April 30 and May 7 and the 
Daily News sections will appear 
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April 28 and May 5. 


e WRCV and WRCV-TV, Phila- 
|delphia, has reprinted a series of 
|original sketches of Philadelphia 
scenes and are sending them to 
4,000 advertisers and agencies. The 
sketches were created especially 
for a series of WRCV radio an- 
nouncements. 


e The American Assn. for the 
United Nations has presented Hol- 
iday a special award for its ‘out- 
standing series of articles about 
UN activities in raiding the eco- 
nomic, social and cultural stand- 
ards of mankind.” 


e KTTV, Los Angeles, and Arrow- 
head & Puritas Distilled Waters, 
Los Angeles, have launched a tie- 
in campaign. The station will air 
spot announcements for Arrow- 
head, and Arrowhead, in return, 
will include KTTV program pro- 
motion as an integral part of its 
labels on all 5 gal. bottles deliv- 
ered to its home customers and on 
all its delivery trucks. 


e America Baby Magazine is being 
featured twelve times a week on 
WGLI, Long Island, in a series of 
one-minute featurettes on child 
care, “Bringing Up Baby.” 


e Katz Agency sent a St. Patrick’s 
Day suggestion to all stations it 
represents to identify themselves 
on the air that day with a special 
ID slide saying, “ ’Tis Channel O’4 
you’re watching.” 


e The Commercial Bulletin, Los 
Angeles, marked its 75th anniver- 
sary with its March 10 issue. 


e “Television & Modern Market- 
ing,” a 38-page booklet summariz- 
ing the principal reasons behind 
television’s growth and effective- 
ness as an advertising medium, has 
been published by NBC Television 
Network, Additional information 
may be obtained from NBC Tele- 


vision Network, 30 Rockefeller 
Plaza, New York 20. 
e Public service announcements 


are being aired by all radio sta- 
tions in Chattanooga urging local 
citizens to boost their local cham- 
ber of commerce. 


e Department of New Laurels: 

Popular Science reports circula- 
tion for the last six months of 1960 
was 1,277,352, compared to 1,261,- 
989 in the same period the previous 
year. 

Progressive Grocer carried $2,- 
015,085 of advertising revenue in 
1960, a gain of $30,677 over the 


previous year. = 
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MOODY MONTHLY 


- 
“INVITED” | 
SALESMAN 


with the TWO-WAY REACH 


IN CONSERVATIVE PROTESTANT CHURCH MARKET 


MOODY MONTHLY “SITS DOWN” 
in 100,000 homes each month 


... bringing your sales 


sages to more than 280,000 


receptive readers. 


mes | o | 
S- 
Ps 


M/M ADVERTISERS ARE “IN”... 


when buying decisions are made 


in more than 60,000 growing, ag- 
gressive conservative Protestant 


churches. 


CALL OR WRITE TODAY FOR YOUR FILE COPY OF NEW BROCHURE 


WITH MEDIA FACT SHEETS 


LAWRENCE ZELTNER 
Advertising Manager 


PHONE Mi 2-1570 ° 


820 N. LA SALLE STREET ° 


ON M/M‘s TWO MARKETS 


MOODY MONTHLY 


the influential magazine 
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The modern food manufacturing industry—pushbutton chef to 180 million Americans—seethes 
with the excitement of new ideas in processing, packaging and marketing. Food Engineering, one 
of 19 outstanding Chilton business magazines, reflects this progressive spirit in a way food 
manufacturing men appreciate. CHILTON COMPANY, Chestnut & 56th Sts., Phila. 39, Pa. 
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JOHN JAMES, director of radio, 
ak tv and film of Fuller & Smith & 
+5 - Ross, Cleveland, has an “atom- 

: ic” avocation, which combines 
physics with plant science. 

He uses the by-products of 


Ads Must Be 
Anonymous to Do 
Job: Copeland 


Tacoma, March 14—Anything 
that interferes with a selling mes- 
sage, including personal publicity 
for the person who writes or de- 
signs it, destroys the effectiveness 
of creativity in advertising, a Se- 
attle agency executive said here 
last week. 

ie Sidney Copeland, vp in charge 
oe of creative services for Cole & 
: Weber, said personal publicity, 
and the attention it focuses on 
individuals in advertising, often 
has been mistaken for creative 
advertising. Mr. Copeland spoke to 

the Tacoma Advertising Club. 

“Creativity in an advertising 
agency doesn’t depend upon the 
quality of a typewriter or the cost 
of an artist’s brush,” Mr. Cope- 
land said. “Creativity is a mixture 
of talent and experience. 


s “It isn’t enough that ideas be 
fresh and compelling. They must 
be practical so that in the final 
test they cause the gratifying 
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EXPERIMENTER—John James finds relaxation in causing plant mutations by radioactivity. 


Versatile Adman ...- John James 


atomic radiation, Mr. James 
seeks to develop new forms and 
qualities in his roses,_ cherry 
trees, day lilies, mock oranges, 
peonies, various shrubs and oth- 
er plants. 

Mr. James buys vials of ra- 
dio-active isotopes (at $10 per 
small vial) from the U.S. atom- 
ic lab at Oak Ridge, Tenn. He 


atomic energy to grow special 
varieties of flowers, shrubs and 
trees. After work you are likely 
to find him heading for one or 
the other of his two farms in 
Cleveland’s suburbs. Aided by 
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jingle that results from a clerk’s| works with the total 


MCU 
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TECHNICAL POINT—Mr. James ex- 
plains the process of atomic mu- 
tations. 


introduces the material into the 
flower or tree bud with an eye 
dropper. The “bombardment” 
causes mutations, some with 
amazing results. 

The 47-year-old adman, who 
is married, has two children and 
has been with the agency 15 
years, has developed some sweet 
cherries about the size of a 
plum. But there are problems, 
too: The skin usually does not 
stretch to accommodate the size, 
and the cherry is likely to crack. 


# The hobby is a “tremendous 
challenge” to Mr. James, espe- 
cially his efforts to produce a 
yellow African violet. “‘There’s 
been a search on for a yellow 
variety for a long time,” he said. 
“First, you cross the flower with 
a near relative, to get a yellow 
strain, and then follow it with 
bombardment. By the method 
of elimination, you try to come 
up with the gene that is dom- 
inant and control the yellow 
color.” So far success has eluded 
him. 

Mr. James has been working 
for 10 years in this field. When 
he first began, he used radium 
scraped off the dials of cheap 
watches to get the minute quan- 
tity of radio-active material he 
needed. Later, he began buying 
his materials from Oak Ridge. 
The radioactive substances are 
stored in a small concrete struc- 
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RESULT—The plant is a red flori- 
bunda rose bush, but the blos- 
som on lower right is pink. 


AT WORK—In his office, Mr. 
James devotes his attention to 
tv script. 


ture on one of his farms. 

With a view toward the fu- 
ture—and to moon travel—Mr. 
James is also working on the 
problem of lunar food. “We can 
subsist on pills for a time, but 
green plant foods will be es- 
sential on the moon for bulk 
and to prevent beriberi,’”’ he be- 
lieves. That’s one of the reasons = ! 
why he is also experimenting 
with growing plants in airless 
bell-jars. + 


inna 


finger being pressed to the key of 
a cash register,” he said. 


marketing 
program of an advertiser. 
“What works today for one ad- 


“It is unimportant 


who wrote! vertiser won’t work for another. 


the copy, designed the layout or | It may not even work for the same 
drew the finished art. There need advertiser a year from now. Bright 
be no by-lines in advertising—be- and clever—and, using an often 


cause what you did yesterday isn’t | misapplied term, original as it may | 


important. The most important | be—the message may be out 
criterion of any ad—creative or not | character and meaningless.” 
—is whether it worked. Whether 
it sold,” he added. 


The reputation of an individual | advertising people seek their rep- 
for being a creative person is nO | ytation outside their field, which, 
guarantee that the advertising he | he said, is the continuing produc- 


produces will work, Mr. Copeland | tion of advertising that works. 


said. — “There is a vogue to point to the 
“This applies not only to in-| man or the group that has turned 
dividuals, but to whole groups of | out something clever—not neces- 
people—agencies, art studios, tv | sarily resultful—and call it crea- 
producers—as well. We are in- | tive. This then, through publicity, 
clined to buy reputation first—| establishes a mark for someone 
what else does one have to go on? | ejse to shoot at. 
“Others find, however, that they 
s “But whether we bought wisely | are not shooting at whatever re- 
and well cannot be proven until | sults the advertising achieved, but 
the votes have been cast and the rather at the reputation of the 
polls have been closed—not until | individual or group who produced 
the advertising is off and running, | it,’ he said. “They try to out cre- 
and the customers are either buy- ate the creative—to become more 
ing or ignoring our message,” he | clever than the cleverest—to out- 
told the group. shine the brightest—not in their 
Creative advertising cannot be work, but in their publicity. 
measured by the cleverness or “The result is an _ increasing 
brightness of copy and illustration, clamor for attention pegged to 
Mr. Copeland said. It must be wrong values,” he continued. 
measured in terms of how well it Mr. Copeland said the measure- 


of 


ment of creativity in advertising 
should include these criteria: 

1. Does the campaign meet some 
realistic objectives? 


2. Does it work as part of the) 


total marketing program? 
3. Is it believable? 
4. Does it help sell the product? 
5. Does it represent the wisest 


|}expenditure of the advertiser’s 
# Mr. Copeland charged that many | 


funds? 
6. Does it bear repetition? 
“The greatest mistake 


| basis of a blindfold drawing. Cus- 


cause the advertiser or the agency | 


is tired of it. Good advertising can 
pass the test of repetition—be- 


|cause good advertising does a job 
|that doesn’t stop with one inser- 


tion or one schedule. It’s the day- 
to-day job of selling the products 
America produces,” Mr. Copeland 
concluded. + 


Armour Sets Oscar Contest 
With $100,000 in Prizes 

A consumer sweepstakes offer- 
ing $100,000 in prizes is being 
sponsored by Armour & Co., pro- 
moting Dial soap and Liquid Chif- 
fon and using Hollywood’s Acade- 
my Awards as the theme. To 
publicize the contest, named “Pre- 
dict the Oscar Winners,” the com- 
pany will mail out 22,000,000 Dial 


| $66,000 in additional cash and mer- 


is to|Wimners are predicted; 


,abandon a working campaign be- 


and Liquid Chiffon coupons with 
entry blanks to homes through- 
out the U. S. during the week of 
April 3. 

Winners will be chosen on the 


tomers will win prizes even if they 
don’t predict the Oscar winners 
correctly, but they will earn cash 
bonuses if they do name the same 
actress, actor and movie as the 
Academy judges. Grand prize will 
be up to $25,000, if all three Oscar 
second 
prize, up to $9,000, if all three win- 
ners are correctly named. Up to 


chandise prizes will be distributed. 


Uptegroove Joins Quan-Tech 


|ger of advertising and sales pro- 


Neil Uptegroove, formerly mana- 


motion of Tung-Sol Electric, New- 
ark, has been named advertising 
and marketing manager of Quan- 
Tech Laboratories, Boonton, N. J., 


| maker of transistorized power sup- 


plies. 


Eisner Adds Account 

Industrial Combustion Inc., Mil- 
waukee, manufacturer of HEV. E. 
oil burners, has appointed William 
Eisner & Associates, Milwaukee, to 
handle its advertising. Klau-Van 
Pietersom-Dunlap formerly han- 
dled the account. 
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FREE-WHEELING 


CITY OF 
RAINS AND 
BRAWN 


4 lithographed reproduction of this paper relief cut, “‘8-Cylinder Engine,” by Edmond 
Yasarella, size 22" x 15", is available when requested on your business letterhead. 


6. Caumctla— 


Detroit . . . The Motor Capital. Birthplace of mass 
production. City with an infinite genius for mechan- 
ical “know how,” for making anything-on-wheels 
better than anywhere else. The men in the drivers’ 
seat? Business Week subscribers . . . inheritors of a 


great industrial past, progenitors of a greater industrial 
future. 


CRO iE ee. 


Detroit is pulsing with new business diversity. Its 
economic underpinnings are bedrock solid. Pick a 
few at random. General Motors Corporation (1044 
Business Week subscribers), Bendix Aviation Cor- 
poration (310), Fruehauf Trailer (104) are titans of 
American transportation. Probe deeper. You'll dis- 
cover that Detroit also produces drugs, office ma- 
chines, copper, steel and tires. The city’s big. There’s 
room for more. 


Business Week is the trusted economic barometer for 
this city of brains and brawn. It’s here every week 
with fast, accurate business news and unbiased views 
to help guide management in shaping dynamic 
Detroit’s future. 


Your advertising in Business Week is news here, too. 
For Business Week directly reaches Detroit’s indus- 
trial heart . . . the men in charge. 


You advertise 

in Business Week 
when you want 
to influence 
management men 


A McGraw-Hill Magazine 
330 West 42nd Street 
New York 36, N.Y. 
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A Casual Answer to a Cordia/ Question 


The question was not an unusual one for an advertiser and its 
agency to ask, ‘How can we promote our product in a way that will 
be particularly appealing to women customers?” 

It’s whom they asked that made all the difference. For in the 
belief that women have a strong influence on the buying of cordials, 
Hiram Walker and its agency, C. J. LaRoche & Co., could have gone 
to a dozen logical places—but instead came to SPORTS ILLUSTRATED. 

The answer was almost immediately forthcoming. SPorTS 
ILLUSTRATED first consulted the McMullen Company—manufacturers 
of quality womenswear. McMullen’s response was the Cordial Casuals 
Collection—of shirts, skirts, blouses and shorts based on the colors of 
four Hiram Walker cordials—Creme de Menthe, Blackberry Brandy, 
Creme de Cacao, and Apricot Brandy. 

C. J. LaRoche swung into action with a 4-color campaign fea- 
turing both cordials and casuals to run in Sports ILLUSTRATED. The 
Cordial Casual Collection was formally introduced to the fashion press 
(350 editors) at a special party at the skating rink in Rockefeller 
Center. McMullen featured the casuals in its Spring 1960 showing for 
out-of-town buyers. More than 150 department stores and specialty 
shops added the collection to their regular line. 

For the stores who featured the Cordial Casuals, SPoRTS 
ILLUSTRATED designed a variety of in-store display materials in the 
cordial colors. For Hiram Walker distributors, Sports ILLUSTRATED 


staged a series of fashion shows, of all things, in the middle of their 
sales meetings. Displays went up by the carload in virtually all of 
Hiram Walker’s major retail outlets. 

Result of the campaign was almost a foregone conclusion. Wrote 
Ross Corbit, President of Hiram Walker, “Even if we had written the 
whole show ourselves, we could not have come up with a happier end- 
ing. Our national cordial sales have shown phenomenal increases (on 
top of our steady year-after-year sales gains). We extend our appre- 
ciation to SPORTS ILLUSTRATED for an outstanding performance.” 

And to cap the climax, EDGAR Awards (from the Ed Gibbs 
Liquor Industry Newsletter) went to Hiram Walker, C. J. LaRoche, 
and McMullen for “Best Merchandising and Advertising Tie-In Pro- 
gram of 1960.” 

It all goes to show once again that active people make active 
markets. SPORTS ILLUSTRATED, because it is the kind of magazine it is, 
helps to produce an active response to advertising in it—and because 
sport is‘one of the most merchandisable subjects of all, the combina- 
tion of SI-advertising and SI-merchandising is well-nigh unbeatable. 


P.S. The Cordial Casuals Collection, incidentally, was a sell-out too. 


Sports Illustrated 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


How Well Are We Selling the World's Best Account? ... 


THE NATIONAL NEWSPAPER OF MARKETING. 


U.S. Propaganda Needs a ‘New Frontier’; Soviet Challenge 
Calls for More Aggressive Counter-Strategy 


What appears here is somewhat out of the ordinary for Advertising Age pages. We present it, and rec- 
ommend its careful reading and study, because we believe it is an extremely competent and thorough-going 
analysis of U. S. information and propaganda efforts—their strengths and weaknesses vis a vis those of 
the Soviets—and because we believe thai every advertising man should not only be informed on this subject 
but should take an active interest in improving our performance. 

The author is a Los Angeles agency man of long standing with an abiding interest in propaganda and the 
cold war. He and Mrs. Mayers have been abroad five times within the past eight years, visiting all continents 
as tourists, “but always with my interest in propaganda uppermost.” He became affiliated with the U.S.I.A. 
Executive Reserve three years ago, and he and Mrs. Mayers have for several years conducted an extremely 
successful “people-to-people” project, designed to increase the flow of American magazines to the Far East. 

As a public service, Advertising Age will make copies (up to 10) of this discussion available to readers with- 


out charge. They are, we believe, eminently suitable for mailing, with a covering letter, to congressmen and 
senators, among others. 


By Henry Mayers 


President, Davis, Johnson, 
Anderson & Colombatto, Los Angeles 


Somewhere not too far down on the 
new administration’s list of urgent pri- 
orities, is the propaganda challenge. 
Enough has already been written on this 
subject by specialists in military affairs, 
geopolitics, sociology and related fields 
to fill a small library. But few have dis- 
cussed propaganda from the viewpoint 
of people in the advertising business. To 
such, a logical approach might be “an 
appraisal of the competition.” 


The World's Largest 
Advertising Campaign 

It is estimated that the Soviet Union’s 
worldwide propaganda machine directly 
or indirectly employs about 500,000 per- 
sons to sell its bill of goods to the world. 
This colossal organization operates on a 
round-the-clock and round-the-calendar 
basis in every country of the free world, 
and behind the iron curtain as well. A 
substantial percentage of its personnel is 
located in communism’s promising ‘‘mar- 
kets” of Asia, Africa and South America. 

The international advertising campaign 
they conduct has little in common with 
any other advertising undertaking. It is 
similar, however, in one aspect. Like other 
huge campaigns, it is very expensive. It 
requires not only a well disciplined and 
well positioned personnel, but vast sums 
of MONEY. The total annual expenditure 
exceeds two billion dollars. 


es Much of this “world’s largest” appro- 
priation is raised from the over-exploita- 
tion of enslaved masses, from the Baltic 
to East Germany. One reason why an 
East Berliner works harder than a West 
Berliner but earns less is the fact that 


part of what might have been his take- 
home pay goes to the Kremlin and helps 
pay for Soviet propaganda. More rubles 
come from profits from a vast network 
of industrial and commercial import- 
export companies operated in the free 
world by communist auxiliaries. And in 
those democratic countries where a com- 
munist party is strong, additional prop- 
aganda revenues are raised through the 
systematic looting of such _ institutions 
as labor unions and municipal govern- 
ments. 


The Marketing Strategy 

The most important market-maps hang- 
ing in the Politburo conference rooms 
of the Kremlin are those of Asia, Africa 
and Latin America. If the communist 
drive can succeed in those areas, Europe 
will fall in line, too. Then America would 
succumb with the civilization of which 
it is a part. The communists believe this 
can happen, and that their time-table is 
being fulfilled. That’s why Mr. Khrush- 
chev was probably sincere when he told 
Americans, “Your children will live un- 
der communism.” His prophecy seems a 
little less preposterous, when one ap- 
proaches it via Asia, Africa and South 
America. 

The communist drive is making prog- 
ress in those continents, in two directions. 
One is the actual conversion of people to 
the communist ideology, through seduc- 
tive propaganda that plays on the hopes 
and passions of the masses. Political ac- 
tivity in the other direction avoids ide- 
ological labels, yet gains effective control 
of key politicians who are rising to power, 
while protesting they are not communists. 

Cuba is just one example. Castro may 
fall tomorrow, but communist political 
conspiracies never quit. New red-manip- 
ulated leaders will gain mass follow- 


ings in other parts of Latin America, in 
Southwest Asia, in India, in the Near 
East, in Africa. This will continue as long 
as it is the communists who make the 
strongest appeal to the minds and hearts 
of the masses in the developing countries. 


Henry Mayers 


How We Meet the Competition 

What about the counter-appeal of the 
West? It is weak. It is inadequate. Even 
where our counter-propaganda effort 
seems ample, it is often irrelevant to the 
immediate self-interest of its target au- 
dience. The West’s propaganda war with 
communism is a pretty one-sided affair, 
with our side the losing side. 

This is not directly the fault of those 
who operate the U. S. Information Agen- 
cy. On-the whole, that agency’s 3,000 
employes in the U. S. and the 1,000 Amer- 
icans serving it overseas are as capable 
and dedicated as the staff of any other 
government agency. Extensive observa- 
tions abroad lead me to believe they are 
considerably more so. Responsibility for 
our propaganda weaknesses and failures 


goes deeper. It must be jointly shared by 
our State Department and Congress. The 
Information agency is not invited by the 
State Department to consult on decisions 
seriously affecting the U. S. propaganda 
posture. In State, the USIA is regarded 
as a mere publicity service, and it can 
only wring its hands, in an agony familiar 
to many a pr man, when its “client” 
adopts foreign policies without full aware- 
ness of their propaganda implications. 
Congress has been arbitrary in a dif- 
ferent way. Many congressmen do not 
fully understand the propaganda chal- 
lenge. They insist on confusing propagan- 
da with “information.” They support only 
the latter, and that grudgingly. Informa- 
tion about the U. S. is as different from 
counter-propaganda as a rear line field 
kitchen is different from a front line raid. 


No Reappraisal of Strategy 

The U. S. government has bent every 
energy to keep up-to-date in the tech- 
niques of shooting wars. We spent bil- 
lions for bombers, then, reappraising our 
security needs, we switched to missiles. 
More billions for missile bases, and then, 
for more security, we added Polaris- 
firing submarines. As arms technology 
has advanced, we have shown no hes- 
itancy in discarding the old for the new, 
because we are determined always to 
be in a position to effectively deter any 
communist military aggression. 

When it comes to deterring enemy 
propaganda aggressions, our determina- 
tion evaporates. We continue to operate 
an information agency whose methods 
have hardly been changed and whose 
operations have hardly been enlarged in 
a decade. Each year, a “peace-time” ap- 
propriation of unpredictable size is made 
by a congress that since 1948 has never 
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REACTION TO LEBANON—This colorful Soviet women’s magazine came off the presses 
shortly after U.S. troops were landed in Lebanon at the government’s request. A spe- 
cial insert (right) was hurriedly prepared by the Communists, reading, in part, as fol- 
lows: “American troops have invaded the Lebanon and Jordan situated thousands of 
miles from the United States. Preparations are in progress to attack the Republic of 
Iraq and other Arab countries. The interventionists are attempting by force of arms to 
enslave the Arabs, crush the national liberation movement, and continue the plunder 
of their national wealth. There is a mounting wave of anger in all lands, for the peo- 
ples cannot be indifferent witnesses of aggression. We Soviet women are seething with 
indignation at the colonialist intervention in the Arab East.” 


undertaken a serious reappraisal of either 
our propaganda policies or our propa- 
ganda weaponry. These obviously must 
be evaluated in some relation to the op- 
erations of the enemy. When this is sug- 
gested, the idea is usually waved aside 
with the righteous phrase, ‘““‘We don’t want 
to fight a propaganda war the way the 
Kremlin does.’”’ True, we don’t have to 
fight in the same way the Soviets fight. 
But we do have to put up a real fight in 
our own way. 

Just what is “our own way’? What 
are our policies? What are our objectives, 
and how do they relate to the objectives 
of our adversaries? 


Their Objectives and Ours 

There is no mystery about world com- 
munism’s objectives. Its determination to 
destroy us and put the entire free world 
under totalitarian rule was well known 
long before it was recently reaffirmed 
during three weeks of ideological discus- 
sions and cold war strategy planning by 
communist leaders from 80 countries. 
“When did western statesmen last spend 
three weeks together, thinking out their 
ideology?” a NATO nations diplomat 
queried after the recent Moscow meeting. 
“Normally their meetings are crammed 
into three days, and most of the time is 
devoted to considering how to react to 
something the communist bloc has al- 
ready done .. . This reluctance to come 
to grips with ideology has been one of 
the most striking characteristics of the 
western nations since the war.” 

Day-to-day improvising of policy, and 
reluctance to take the long view have 
probably ended with the arrival of a new 
administration in Washington. Secretary 
of State Dean Rusk is quoted as saying, 
“If we expect to come on target in the 
present, we are going to have to aim at 
the future.” Taking such an aim at the 
future’ will no doubt require the laying 
down of very specific long range objec- 
tives for our propaganda warfare. 


s It won’t do simply to define our long- 
range objectives in such worthy general- 
ities as “defeating communism,” or “win- 
ning the cold war,” or “liberating satel- 
lite slave-states.”. We need step-by-step 
objectives, and a time-table. 

Whatever the future targets, the U. S. 
must continue to negotiate with ruthless 


adversaries. We must enter such nego- 
tiations always with extended hand and 
untiring effort to improve relations, even 
though we know they cannot be per- 
suaded to abandon their dedication to 
our destruction. We know we face pro- 
tracted warfare on the propaganda and 
other cold war fronts . . . a warfare that 
will not be ended “in the first 1,000 days, 
nor in the life of this administration, nor 
even, perhaps, in our lifetime on this 
planet.” 


Objectives One and Two 

A realistic ‘first-step’ counter-prop- 
aganda objective is the halting of the 
threatened expansion of communist con- 
trol in Free Asia, Africa and Latin Amer- 
ica. On those continents there are no less 
than 90 free nations. No attempt will be 
made here to suggest how we might attain 
the first objective of securing all those 
free nations against further communist 
aggression through vigorous, imaginative 
and adequately financed counter-propa- 
ganda undertakings. Our success depends 
not merely on better “made in U.S.” pro- 
paganda strategy, but in our extensive 
employment of thoroughly trained citizens 
of those 90 nations, who would be fighting 
the propaganda war in behalf of their own 
countrymen and the entire free world. 
There will be no lack of manpower, ideas, 
methods or money, once the U. S. develops 
the will to act. 

The above objective might be gained 
within the next several years. A second, 
longer range objective is a gradual shift- 
ing of the policies of Soviet leadership 
to a greater concern with the internal 
welfare of the Russian peoples, and a 
correspondingly less aggressive concen- 
tration on political subversion of free 
world nations. We must do more than 
wait and hope for such a possible shift. 
It could surely be expedited by skillful 
and persistent propaganda strategy that 
widens and intensifies the cleavages be- 
tween what the Russian people want most 
and what the present rulers in the Krem- 
lin want most. This is a realistic propa- 
ganda objective, for the free world even 
though many Russians in Soviet industrial 
areas have no strong sense of conflict 
with the Kremlin, at present. 


Kremlin Psychological Weaknesses 
After observing Moscow’s many schools 


of propaganda a few years ago, William 
Benton stated that propaganda is Rus- 
sia’s biggest industry! It is a gigantic 
activity internally as well as externally. 
To be kept quiescent, the Russian people 
must continually be reassured of the So- 
viet’s international righteousness, of the 
communist destiny to rule the world, of 
the inevitable decline of the West and of 
its desperate determination to wipe out 
the Russian people with atomic bombs. 
By thus playing alternately on Russian 
national pride and national fears, the 
Kremlin has thus far been able to par- 
tially conceal its basic conflict with the 
well being of the Russian people. 

But the Soviets’ 40-year-old effort to 
convert Russian humans into bio-chemical 
state tools that can be mass manipulated 
and controlled, hasn’t succeeded. They 
are still human souls with material and 
spiritual needs. In conflict with their hu- 
man desire for higher living standards is 
the Kremlin’s policy of diverting a large 
part of the national industrial potential 
to armaments. In conflict with their hu- 
man desire for communication with the 
West is the Kremlin’s rigid controls on 
travel, on reading matter and on broad- 
casts from beyond the iron curtain. In 
conflict with their spiritual yearnings is 
communist atheism. In conflict with their 
desire for peace and friendly relations 
and their natural instinct to like America, 
is the Kremlin-induced state cf mental 
war, fear and hatred. 


® Despite age-old Russian nationalist as- 
pirations, communism’s world-revolu- 
tionary objective is not a natural one to 
the Russian people. The Czars were in- 
terested in the Dardanelles, but not in 
Guiana or Cuba. The Kremlin has had 
Slavs massacred as freely as Baltic peo- 
ples or Hungarians. Russia just happens 
to be the headquarters for a communism 
that is basically as anti-Russian as it is 
anti-American. The Kremlin Old Guard 
have been revolutionists all their lives, 
they know little else, and are not par- 
ticularly good at anything else. They 
thrive only in an atmosphere of conspiracy 
and conflict. Who can say that the prog- 
ress in the arts of peace a great Russian 
people has made under their rule wouldn’t 
have been even greater, if the Bolshevik 
had not overthrown the non-communist 
government that succeeded Czarism? 
These are viewpoints that it is within 
the power of an enlightened and aggres- 
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sive western propaganda policy to nur- 
ture in Russian public opinion, over the 
next decade. Once established, they can- 
not fail to influence eventual Kremlin 
leaders. Particularly if their predeces- 
sors had failed to make any more prog- 
ress on the Asian, African and South 
American continents than in Western Eu- 
rope. 


The ‘Liberation’ Objective 

The ultimate western objective is the 
total defeat of communism as a world- 
revolutionary movement, and the libera- 
tion of enslaved states. A determined 
America seeking that objective will still 
retain its national characteristic of im- 
patience in international matters. Be- 
cause of our urge to “get the job done,” 
there would not be satisfaction in all 
quarters with a cold-war propaganda ob- 
jective that merely aims at shifting fu- 
ture Kremlin policy to “Russia First.” 
This may appear to be little more than a 
compromise. 

On the contrary, that objective is revo- 
lutionary. It leads to a Kremlin leader- 
ship sincerely interested in accommoda- 
tion with the West, after decades of the 
reverse. A Russian generation in reasona- 
ble contact with U. S. capitalism must 
discover that the Marxian charges of la- 
bor exploitation and the Khrushchev 
charges of colonialism are applicable only 
to totalitarian communism. That can be 
the beginning of its end. Such an end is 
what western leadership should start pre- 
dicting tomorrow, as frequently and as 
confidently as Khrushchev and Mao pre- 
dict our doom today. 


s A pro-Russian trend in the government 
of Russia can be followed by a pro- 
Hungarian government in Hungary and 
similar developments in all slave states. 
Not through voluntary or evolutionary 
processes in Europe, but through the dy- 
namics of a relentlessly prosecuted prop- 
aganda war by a western leadership fully 
aware of its role as champion of freedom 
everywhere. That role must be pursued 
with vigor, not merely because it is a 
promising long range propaganda policy, 
but because it is our national destiny, 
regardless of expediency. Only in that 
role do we have an appeal to the minds 
of men, before which the adversary is 
bankrupt. 

When President Kennedy’s State of the 
Union message expressed the hope that 
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AN ASIAN VIEW OF US—Book reviewer for The Ceylon Times, a “rightist” newspaper, 
published in Colombo, devoted three full columns to unrelieved condemnation of 
American treatment of dark-skinned people. The marked sentence reads: “Some of the 
natives of America are murderers, bigots and crooks—while still more of them, an 
impressive number, believe that the terms are inapplicable when the victims are mere- 
ly their coloured fellow-citizens.” Such journalism, plus imported U.S. sex-and-violence 
pulps, comics and films, create an image of America that can only partially be erased 
by limited U.S. Information Service efforts. 
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Every spring, in Rochester, N. Y., the SKILL- 
ionaire sets aside for his lady 15 solid acres of 
very special flowers. 

It's a bounteous bouquet. The SKILLionaire 
and his lady name it the Spring Lilac Festival 
and share its beauty with tens of thousands of 
tourists each year. 

It's typical of the SKILLionaire—the man on 
the street in Rochester, a skilled worker in one 
of the city’s precision industries. He does every- 
thing in a big way. 

For instance, he brings home a pay check 
considerably bigger than the national average. 
The SKILLionaire’s family has an average an- 


A few flowers for the 
SKILLionaire’s lady 


nual spendable income of $7,172. 

He owns his own home. Seven of 10 Roch- 
ester homes are owner-occupied. 

He tries new activities, new products. He 
makes Rochester an unusually successful test 
market. Ask Dowgard, Alpine and Minute Maid 
—they tested new products here, effectively. 


We know the SKILLionaire well. Almost 
every family in metropolitan Rochester buys 
and reads one or both of our newspapers every 
day. For complete information on this unusual 
market, write National Advertising Manager, 
Gannett Newspapers, Rochester, N. Y. 


ROCHESTER TIMES-UNION and DEMO- 
CRAT anp CHRONICLE. .. Members: Gan- 
nett Group of Newspapers. Represented by 
Gannett Advertising Sales, Inc., New York, 
Philadelphia, Chicago, Hartford, Syracuse, 
Detroit, San Francisco. 
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eastern European nations would be lib- 
erated, the Soviet press, ever sensitive to 
such references, countered with the lame 
defense that “the people themselves elect- 
ed their present path of development.” 
Little harm was done to Soviet prestige 
by that single Kennedy mention. But the 
U.S.S.R. would be hopelessly on the de- 
fensive if western leaders were to repeat 
that hope for the enslaved peoples week 
after week, for months and years, coupled 
with demands for free elections in satel- 
lite countries. 


s There will always be the temptation 
to forego such forthright adherence to 
U. S. principles in our propaganda, for 
the seeming expediency of a softer line. 
For instance, for the hope that the be- 
havior of Red China may some day force 
the U. S. and the U.S.S.R. together as 
allies. That possibility and a dozen 
others might justify a non-aggressive 
counter-propaganda policy, if there were 
no higher guide to U. S. policy than ex- 
pediency. Even if an infallible crystal ball 
predicted a Soviet-China split tomorrow, 
our nation should not today shrink from 
voicing the principles that have given it 
its birth, its growth and its greatness. 
They are principles that must some day 
liberate even the enslaved Chinese. 


Present Misconceptions 

To make a start towards thus turning 
the tide in propaganda warfare, our gov- 
ernment must take that warfare as seri- 
ously as the enemy does. Too many west- 
ern leaders have been lulled into belit- 
tling such warfare with the phrase, 
“After all, it’s only propaganda.” To thisa 
French authority on Soviet word warfare 
has replied: “This is a most deceptive and 
dangerous way for us to seek to reassure 
ourselves, for, with the Soviets, it is just 
when propaganda is involved that things 
really become serious ... That is why 
those who trample on public opinion in 
their own domain have no greater con- 
cern than to win it over in the other 
camp—while the democracies, who re- 
spect public opinion, abandon the field 
to enemy propaganda.” 

The United States government, spends 
about $120,000,000 annually on what it 
considers its propaganda activity. This 
could hardly be called abandoning the 
field. That phrase seems more justified, 
however, when one analyzes U. S. Infor- 
mation Agency operations from the stand- 
point of their relevance to actual prop- 
aganda warfare. 

The basic guide for U. S. Information 


, 


FRIENDS FROM AFAR | 


——— at Se eet hee erty te 


FS SST SS a SS 


A TV fro, a 


tie ty sy ye! an 
ig? 


Agency activities is Public Law 402, “an 
act to promote the better understanding 
of the United States among the people of 
the world, and to strengthen cooperative 
international relations.” This Congres- 
sional directive specifically authorizes 
“the preparation and dissemination abroad 
of information about the United States, 
its peoples and its policy.” Operating 
within that limiting scope, it is not sur- 
prising that the U. S. Information Agency 
efforts, in terms of actual propaganda 
warfare, are the despair of friends of 
America throughout the free world. 

The American-Asian Educational Ex- 
change, an organization whose members 
include many Free Asian leaders, last 
year asked a number of them their opin- 
ion of the job the U. S. Information 
Agency is doing in Asia. A summary 
report of the results of that survey reads, 
in part, as follows: 

“United States propaganda, if it 
can be called that, is kept on a high 
level, and concerns itself with ei- 
ther cultural pursuits or an exposi- 
tion of society in the United States. 
Much of it is aimed at a small seg- 
ment of the population. Above all, 
United States propaganda is ham- 
pered by what seems to most Asians 
to be its apologetic and weak tone. 
Where communist propaganda is 
aggressive, United States propa- 
ganda is passive.” 


a When this report was released, it pro- 
duced a new wave of home front crit- 
icism of the U. S. Information Agency. 
Typical was an editorial by the New 
York World Telegram, which expounded: 


“The average Asian doesn’t give 
a hoot about hearing that the av- 
erage American split-level home 
has two tv sets and two baths. But 
he does give a hoot about hearing 
what he has to gain by standing up 
for freedom instead of yielding to 
communist enticement or intimida- 
tion. That is what Uncle Sam’s in- 
formation specialists should be tell- 
ing him—loud, clear and often.” 


‘Know Your Market’ 

If the writer of that editorial were him- 
self a specialist in propaganda matters, 
he would know that even the many mil- 
lions of Asians who give a hoot about 
freedom, and who admire and love Amer- 
ica, dislike being preached to by Uncle 
Sam’s information specialists on the need 
to resist communist propaganda. If the 
Voice of America were to broadcast “‘loud, 


FRIENDS (ALMOST) EVERYWHERE—Red China’s propaganda magazines like the China Picto- 

rial stress three themes: anti-Americanism, Red China’s industrial and social progress, 

and the idea that Red China is on very good terms with all the rest of the world, ex- 

cept “imperialist elements.” The pictures in this spread show Chinese leaders greeting 

visitors from India, Indonesia, Burma, Soviet Union, Hungary, Bulgaria, Yugoslavia 
and East Germany. 


Advertising Age, March 20, 1961 


LIFE IN RUSSIA—This picture magazine, issued by the Soviet Union, is sold at slight cost 

and also occasionally given away free. The edition on the left is in one of the Sanskrit 

languages. This magazine is published in Russian, English, Chinese, Korean, Hindi, Ur- 

du, Arabic, Viet-namese, Hungarian, Serbo-Croat, French, German, Spanish, Finnish 
and Japanese. 


clear and often” about the danger of 
communist enticements, it would simply 
lose its listeners. Rightly or wrongly, 
most Free Asians imagine that they know 
enough about communism already In 
any event, they don’t want to hear more 
about it from the U. S., which they hardly 
regard as an objective source of informa- 
tion on the subject. 

They do not consciously accept Moscow 
and Peking as objective sources of infor- 
mation about communism either. But 
they are less on guard when the com- 
munist enticements come from the lips 
of local labor leaders, land reformers and 
other native “patriots.” Thus does com- 
munist propaganda influence the thinking 
of citizens of the emerging nations, and 
not only those on lower economic levels. 
Millions in Asia, Africa and Latin Amer- 
ica believe the promises of a better life 
under communism, and the prophecies 
that the future way of life for all de- 
veloping nations must be the communist 
way. 


s The greatest U. S. counter-propaganda 
efforts are concentrated in Asia. While 
Moscow and Peking propaganda glo- 
rifies communism to the Asian masses, 
the U. S. Information Agency tells them 
about life in America. Much of such U. S. 
Information Agency work is ably done. 
But it doesn’t counteract the communist 
boasts. Paradoxically, it even tends in- 
directly to support them. For in a country 
like India, many will say of the American 
story, “They are trying to sell us on the 
superiority of the capitalist, free enter- 
prise system, which may be O.K. for 
them, and to unsell us on the socialist 
type of society, which may be better 
for us.” 

This, of course, is the impression the 
Communists want the people of India and 
all other developing nations to get. It 
especially pleases Moscow and Peiping 
to have Asians, Africans and Latin Amer- 
icans believe that nothing more is at 
stake than “competitive coexistence” be- 
tween two systems of society. This im- 
plies that each system is sponsored by 
an equally legitimate government, equally 
approved by the people living under it. 
It diverts attention from the fact that no 
communist regime ever proved it could 
remain in power without the most rigid 
totalitarian controls. The concept that 
communist regimes are as legitimate as 
western governments is one that their 
propaganda ceaselessly seeks to establish 
in men’s minds. To this end it employs 
a calculated strategy of which few of us 
are sufficiently aware. 


‘Legitimate’ Infiltration 
of the Western Press 

Hardly a day passes when U. S. news- 
paper editors and broadcasters do not 
devote considerable space and time to 
some aspect of the Soviets’ social system, 
its economic and trade policies, its ag- 
riculture, industry, culture, sports, sci- 
ence, spacemanship or diplomacy. To a 
degree, these are logical areas of public 
interest in an adversary that is openly 
striving to “bury us.” However, we do not 
fully appreciate how many of these Mos- 
cow pronouncements, reports and news 
leaks are manufactured simply in order 
to bestow on the government of the 
U.S.5.R. a continuing aura of legitimacy, 
thus distracting from the inherent ille- 
gitimacy of any government that must 
maintain itself by the suppression of 
those it governs. 

Because of the constant flood of news 
about the legitimate activities of the So- 
viet government, the U. S. Information 
Agency is lured into acting as though the 
real propaganda issue between ourselves 
and the Soviets is one of industrial growth 
or spacemanship or cultural development. 
These are, indeed, issues in the cold war 
competition between the United States 
and the Soviet Union. But they are not 
sound propaganda issues to be raised in 
our overseas information programs. 


Where is the 
Propaganda Battlefield? 

That the U. S. does view economic, cul- 
tural, and scientific rivalries as propa- 
ganda issues is suggested by the last 
annual report of the U. S. Advisory Com- 
mission on Information, a five-man body 
that counsels the President. and Congress 
on information policies. That report de- 
fines the communist challenge as follows: 

“It embraces science, space, scho- 
lastics and sports. It includes ideol- 
ogy and practices, economics ard 
politics, trade and standard of liv- 
ing.” 


s That official statement inadvertently 
omits reference to the MORAL challenge, 
the one and only challenge of communism 
that is truly global. It is the only chal- 
lenge that equally affects every free 
world nation, and that personally con- 
cerns every religious or nonreligious hu- 
man overseas who respects the concepts 
of human dignity advanced by Moses, 
Christ, Mohammed, Buddha and every 
other moral teacher of history. 

If the issues of human freedom and 
human dignity are so submerged in the 
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The strong bond existing between the people of 
Greater Philadelphia and The Evening and Sunday 
Bulletin is based on confidence in this newspaper. 

Actually, The Bulletin 7s Philadelphia—in char- 
acter, tone, expression and spirit. The pride which 
Philadelphians take in their favorite newspaper is 
a pride in that which is part of them. 


You buy more than mere “‘space’”’ when you buy 
The Bulletin. You gain a warm welcome into the 
homes of the growing seven billion dollar Greater 
Philadelphia market. You enjoy a unique acceptance 
in the pages of this newspaper because . . . 


You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN A member of MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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thinking of those who make propaganda 
policy for the West, it is hardly surprising 
that our adversaries are so successful in 
pushing these issues into the background, 
and keeping them there. So confident 
are they that they have fully estab- 
lished a status of moral legitimacy in the 
world that Mr. Khrushchev, at the last 
United Nations assembly, crowed that 
“one billion human beings now live in 
nations that have taken the path to so- 
cialism.” He was fairly confident that his 
U. N. hearers, who included not only 
delegates, but almost five hundred rep- 
resentatives of press and broadcasting 
media throughout the world, would over- 
look the fact that most of the billion he 
referred to live under a tyranny that they 
would overthrow instantly, if given the 
opportunity. 


The Propaganda Battle in the U.N. 

After having inspired U.N. audience 
riots whose offensiveness even topped Mr. 
Khrushchev’s shoe pounding of last year, 
the Communists now come forth with 
characteristic peace proposals. As these 
words are being written, press dispatches 
from Moscow state: “The Soviet Union has 
called for an easing of cold war issues in 
the United Nations . . . Khrushchev has 
announced that the Soviet has enough H- 
bombs to wipe any enemy off the face of 
the earth.” Thus, in a single day, Soviet 
propaganda calls on the U.S. to “end cold 
war tensions” and continues its own mis- 
sile-rattling. 


# To round it off, Mr. Khrushchev mag- 
nanimously proposes that the Soviet will 
withdraw its U-2 and RB-47 charges, 
which already have failed of passage in 
the U.N., if the U.S. “in turn” will abandon 
references to Communist crimes in Tibet 
and Hungary. (Even the latter reportedly 
continue to this day, in the form of ruth- 
less monthly executions of Hungarian 
freedom fighters, as they arrive at the age 
of 21.) 

It would indeed be a great day if propa- 
ganda speeches and innuendos could be 
ruled out at the U.N. The likelihood of 
this happening on the Soviet side can be 
judged by the above Moscow dispatches. 
What the Kremlin strategists are now 
after is a new basis for crying “foul’’ and 
“breach of faith’ the very first time any 
U.N. delegate makes any but favorable 
reference to the Communist bloc. On the 
other hand, it can safely be predicted that 
there will be but very brief and very 
slight reductions of the boastful falsehoods, 
pious accusations and aggressive threats 
that will issue from Soviet and satellite 
delegates in the very same breath in which 
they accuse the West of “creating cold war 
tensions.” 


® Faced with this unpleasant likelihood at 
the next U.N. sessions, how might the U.S. 
policies differ from last year’s? Then the 
deceptive Khrushchev boasts went unchal- 
lenged. And, during weeks of discussion 
of colonialism, only Philippine and Aus- 
tralian delegates put the Soviet record 
into unmistakable language. The free 
world nations as a whole have failed both 
in and out of the U.N. to challenge Com- 
munist falsehoods and pretensions with 
any degree of unity or determination or 
resourcefulness. 


s This failure has not been accidental. The 
latest Soviet appeal to “suspend cold war 
in the U.N.” is but the latest of the many 
ways the Kremlin propaganda strategists 
have found to inhibit western leaders 
from touching on the undemocratic char- 
acter of Communist regimes, the plight of 
Hungary and Tibet, or even such continu- 
ing items of news as the streams of East 
European refugees who daily risk the 
electrified barbed wire and land mines 
that separate them from freedom. 


Silence Is Acquiescence 
Commentators and columnists discussing 
East-West confrontations often justify 
the West’s delicacy in these matters by 


saying “nothing is to be gained by trad- 
ing insults.” This seemingly highminded 
excuse has served the Soviets admirably. 
It suggests that the Soviet’s frequent and 
violent propaganda charges against the 
U. S. are somehow less frequent and less 
violent than they would be, if we method- 
ically chose to call the world’s attention 
to the moral hypocrisy inherent in so 
many Soviet propaganda postures. Ac- 
cording to a Reader’s Digest article on 
the cold war, the U. S. State Department 
has for years been dominated by “the 
wistful belief that if we don’t annoy the 
Reds, they are bound to see how well- 
meaning we are, and will stop harassing 
us.” 


# The opposite practice of never letting 
the world forget the blunt truth about 
Red behavior would be “insulting” only 
in the sense that Jesus insulted the Phar- 
isees when he referred to them as whited 
sepulchres. No great religious or moral 
leader of history ever hesitated to uncover 
an evil while proclaiming a truth. But 
some of today’s free world leaders have 
been mesmerized with the notion that to 
be alert in exposing the Soviet’s inter- 
national frauds is poor strategy because 
“nothing is to be gained by it.” On 
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whole world. At the same time, it reaf- 
firmed its belief that a world war can 
be avoided’.” This 2-column story con- 
tinued over to an inside page, all of it 
about as newsworthy as the opening par- 
agraph. Such stories appear continually 
in practically all U. S. newspapers, and 
just as surely, they appear in papers 
throughout free Asia, Africa and Latin 
America. 


Enemy Manipulation 
of the World Press 

On trips abroad in the past few years, 
I redd English language newspapers in 
eight different free Asian countries. News 
items and feature articles about develop- 
ments and achievements in the U.S.S.R. 
and Red China were plentiful, and almost 
uniformly laudatory. News coverage 
about America was negligible. A con- 
siderable percentage of such U. S. news 
as was found had to do with areas like 
Little Rock. Many of these unfavorable 
stories are the result of Red infiltration 
at the working press level. 

In the face of such communist press 
influence, the U. S. Information Agency in 
Asia is helpless. In many instances the 
Asian owners of the newspapers are 
equally helpless. They cannot control 
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STRENGTH THROUGH JOY—A Red China youth magazine, organ of the International Union 

of Students. Although the headline shown is anti-U.S., the general content of this mag- 

azine shows Communist progress, boasts of Communist world acceptance and world 
friendships, and pictures life for youth under Communist rule as ideal. 


the contrary, everything may be lost if 
we neglect this duty to the free world. 
Unless the trend is reversed, more and 
more of the peoples of Asia, Africa and 
Latin America will continue to accept 
the Kremlin line that all capitalism is 
evil, and that communism is on the side 
of the angels. 


s It will be recalled that for eight months 
after Hitler took his first steps into the 
Rhineland, there was relatively little mil- 
itary activity, and the whole period was 
referred to as “the phony war.” The West 
was totally unprepared for the blitzkrieg 
that followed, despite the clear warnings 
of “Mein Kampf.” Today we have equally 
clear warnings in repeated communist 
manifestos. Yet much of the western 
world still prefers to believe that a prop- 
aganda war is a phony war, and that it 
somehow may be ended without the need 
of an all-out mobilization and counter- 
propaganda offensive. 


s The fact is, we are living in the midst 
of a propaganda blitzkrieg right now. 
Hardly a day goes by that does not bring 
to newspapers all around the world a 
headline like this one that the Los An- 
geles Times ran a few weeks ago on its 
front page in 36-point bold: “Chinese 
Reds See U.S. as World’s Main Enemy.” 
The text started as follows: “Peiping 
(Reuter’s)—The Chinese Communist Par- 
ty Saturday declared the United States 
is ‘the main enemy of the people of the 


daily content the way U. S. publishers 
can. 


s An earlier paragraph referred to the 
hundreds of foreign correspondents, rep- 
resenting two thousand publications and 
broadcasting stations, who cover the ses- 
sions of the United Nations. The New 
York Times’ James Reston says that such 
correspondents, working at the U. N. and 
in Washington, are more influential in 
their countries than all the propaganda 
efforts of the U. S. Information Agency. 
The Communists do not neglect them. It 
is those representatives of the world’s 
news channels, rather than the delegates 
to the United Nations, who are the So- 
viet’s chief target when they charge that 
Dag Hammarskjold is the “organizer of 
the killing of Lumumba” and that the 
Congo situation is all due to “U. S. colo- 
nialist conspiracy, of which Dag Ham- 
marskjold is the architect.” 

Appalled by such charges, the U. N. 
Secretary-General sadly commented, 
“Once an allegation has been repeated 
a few times, it is an established fact, 
even if no shred of evidence has been 
brought out in support of it.” 


s What the Soviets repeated a few times 
in the U.N., they repeated a few thousand 
times around the world. How much of 
the rest of the world even once heard or 
read Dag Hammarskjold’s complaint? He 
concluded it with these hopeful words: 
“However, facts are facts, and the true 
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facts are there, for whosoever cares for 
the truth.” In theory, all the world 
wants the truth. But it is a world being 
everlastingly muddled and manipulated 
by well-schooled Kremlin agents run- 
ning that two billion dollar campaign. 
It is not essential that the United 
States or all Free World nations com- 
bined, match the dollar expenditures of 
the communist bloc for counter-propa- 
ganda purposes. However, the free world 
must match the efforts of the communist 
bloc propagandists in their unity of pur- 
pose. The free world’s lack of a unified 
determination and a unified strategy are 
its greatest handicaps in meeting the 
communist propaganda challenge. 


Free World Disunity 

In the field of propaganda, each nation 
of the free world believes in going it 
alone. Each thinks of propaganda and 
information interchangeably, and con- 
siders both of them exclusively national 
activities. This attitude in free worid 
government gives incalculable advan- 
tages to their common enemy. It has de- 
veloped largely because of the successful 
Soviet strategy by keeping each west- 
ern nation continually on the prop- 
aganda defensive. By its constant attacks 
on every aspect of U. S., British and 
French policy, the U.S.S.R. has induced 
these powers to devote most or all of their 
information facilities to explaining them- 
selves defensively to the rest of the world, 
and to each other. 

Second only to the necessity for es- 
tablishing a clearly oriented, imaginative 
and vigorous propaganda policy for the 
United States itself, is the necessity for 
developing a unified strategy in psycho- 
political warfare for the entire free world. 
Individual western nations must of course 
continue their individual information ac- 
tivities, interpreting their individual pol- 
icies to the world, particularly when 
they are under enemy propaganda attack. 


# But defensive action alone can never 
win in propaganda warfare. Success 
comes only through counter-offensive. 
There is no reason why a much needed 
counter-propaganda offensive that will 
put the Soviets on the defensive should 
be the function of the United States 
alone. Since total free world security is 
involved, there is need for unified strat- 
egy, under NATO, SEATO and other in- 
ternational auspices. Such a_ unified, 
“supranational” approach would be log- 
ical, even if it were not the only effective 
strategy for offensive propaganda oper- 
ations. 

The one single example of a supra- 
national counter-propaganda offensive in 
the free world today is Radio Free Eu- 
rope. It is successful in its psychological, 
moral and political offensive against the 
Soviets. It is an operation that could be 
multiplied a thousand-fold, for an insig- 
nificant fraction of what the free world 
spends on armaments. 


Congressional Foot-Dragging 

Though not brief, this random discus- 
sion of the propaganda problem has high- 
lighted only a few of its facets. But 
enough to indicate that there is a long, 
tough road ahead. It is a road that can- 
not be traveled alone by the U. S. Infor- 
mation Agency, even under the direction 
of such a promising head as Edward R. 
Murrow. The current Reader’s Digest 
suggests that President Kennedy himself 
may find in Washington insuperable road- 
blocks to cold war prosecution, in the 
form of a “defiant, faceless State Depart- 
ment bureaucracy, firmly entrenched.” 

Commenting on the Murrow appoint- 
ment, James Reston has indicated that 
his No. 1 problem may be how to “hold 
his temper on Capitol Hill.” Mr. Murrow 
will have to reshuffle an over-stratified 
organization, to wrestle with staff me- 
diocrity and staff insecurity, and other 
internal weaknesses. But Mr. Reston is 
right in concluding that Murrow’s big- 
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All around them, Milwaukee’s young- 
sters find exciting evidence of 
growth-market apport nities. Cur- 
rently spending $360 million on ex- 
pressways alone, Milwaukee constant- 
ly builds to handle its exploding mul- 
titude of people and cars —the flow 
of trucks, too, which move a good 
share of Milwaukee industry’s $3-1 2- 


billion annual output. 


Interchange between three major Milwaukee expressways nears completion 


sales go up in one of America’s “‘growingest” markets—MILWAUKEE 
7th 1n automotive 


Sales per family 


And Milwaukee can afford this 
kind of spending; it’s a market of 
growing families and they’re 6th 
in the nation in incomes over $7,000 


...a top-ten market of over a million 


metro-area people. And only in 
The Journal can advertisers buy 9- 
out-of-10 family coverage —at one low 


cost — to deliver the goods in million- 


market Milwaukee. 
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Member of Million Market Newspapers, inc 
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gest hurdle will be the Congress. Hos- 
tility, apathy or sheer ignorance on prop- 
aganda matters exist in the minds of too 
many of our congressmen. Many of them 
will assure anyone who asks them that 
they are aware of our need of better 
propaganda strategy. They will even agree 
that something ought to be done soon 
to correct the appalling imbalance of our 
efforts. Yet these same congressmen will 
give the propaganda problem no priority 
whatever in their own activities. 

A partial explanation of such personal 
indifference is offered in “Protracted 
Conflict,” a scholarly volume issued by 
the Foreign Policy Research Institute of 
the University of Pennsylvania. Con- 
gressional apathy, says this book, “is due 
in part to the characteristics of our po- 
litical system, based as it is upon com- 
promise. Political leaders rotate fre- 
quently in office because of party rivalry 
and shifting public opinion. To stay in 
office, they must often preoccupy them- 
selves with secondary, parochial prob- 
lems—to the neglect of crucial issues. It 
has been almost impossible to interest 
(U. S.) leaders in the development of a 
comprehensive (propaganda) strategy de- 
signed to frustrate Soviet ambitions.” 

It would not be impossible to interest 
any U.S. Congressman, if he started hear- 
ing from his constituents that the issue 
of safeguarding U. S. security, through 
more effective counter-propaganda ef- 
forts, had become a “parochial” issue. 
Or more bluntly, an issue affecting his 
re-election. Any congressman will gladly 
give priority to the Soviet propaganda 
challenge, if he sees tangible evidence 
that it is a matter of sufficient concern 


Employe Communications... 


to the folks back home. 


A Starting Point 

Concerned citizens in some congres- 
sional districts are already making them- 
selves heard in Washington. When Dan 
Lewis, a San Francisco agency man, took 
a page in the New York Times last year 
to demand more Washington attention 
to our propaganda failures, Vice-Presi- 
dent Nixon received 1,500 letters within 
a week. Dr. Blair Oakley Rogers, a New 
York physician, has induced others in all 
parts of the country to stock their waiting 
rooms with reprints of the Reader’s Di- 
gest review of “Protracted Conflict,’ and 
to otherwise publicize the warnings of 
the Foreign Policy Research Institute of 
the University of Pennsylvania. 

Preparing to activate letter writing 
through mass organizations is the Cold 
War Council, a Los Angeles pr group 
which includes the writer, and which is 
attracting affiliate pr and advertising 
people in other cities. The special interest 
of such groups springs from awareness 
that “the eventual outcome of the struggle 
will depend to a considerable degree on 
the extent to which we are able to in- 
fluence people.” That quote is from the 
10,000-word report to President Ejisen- 
hower by Mansfield D. Sprague and a 
committee of top level private citizens, 
after an eleven-month study of U. S. 
propaganda problems. The partly classi- 
fied report opens with words that might 
logically close this discussion of the prop- 
aganda challenge: 

“The 1960s may prove to be one of the 
most convulsive and revolutionary dec- 
ades in several centuries.” + 


Railway Women Boost Freight Sales 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organizaiton in employe 
relations.) 


As anyone would be inclined to sus- 
pect, the journals for railway employes 
these days are full of grim news and 
foreboding editorial comment. This has 
been going on for some time and—as the 
burden upon the railroads has become 
heavier—the editorial pessimism appears 
to have increased. There is, to be suré, no 
doubt of the legitimacy of the railroads’ 
plight and the need for early correction, 
something the new works-rules investi- 
gating commission headed by ex-Labor 
Secretary Mitchell may possibly suggest. 

In the meantime, however, not every 
railway appears to be wailing in print. 
Several seem to have taken the stand 
that, although matters look far from 
promising, there is no great advantage 
in bemoaning the fact. Last month one of 
the railroads which is less disposed than 
most to moan had help from an unex- 
pected source: Its women employes. 

It seems that the gals who belong to 
the Philadelphia chapter of the National 
Assn. of Railway Business Women de- 
cided to do a little campaigning for 
freight sales. Mrs. Marilyn Wiles, a local 
vp and a stenographer in Reading’s 
freight traffic department, organized a 
team of five women to help get 11,000 
buttons on the coats of 11,000 Reading 
employes in the three-state area. The 
buttons are colorful ones that read sim- 
ply, “Let’s Go! Sell Reading’s Service!” 
Under normal conditions, such a cam- 
paign probably would have some trouble 
in overcoming employe apathy, but these 
aren’t normal conditions in the railroad 
industry, and an invitation to railroaders 
to get out and fight for survival appears 
to be getting more attention than usual. 
The Reading campaign has put freight 
sales on the minds of every man and 
woman on the line, and it has a nice- 


sounding, upbeat quality that attracts and 
appeals. 

The button team headed by Mrs. Wiles 
started its efforts at the top executive 
level by hanging an oversize button on 
the lapel of the railroad’s president. 
Thereafter the team of women proceeded 
to button every employe, to enlist them 
in the drive to talk up freight sales. 


s The railroad’s president, E. P. Gange- 
were, had some thoughtful comments to 
make about the campaign, and he noted 
with obvious respect that the railway 
women were the ones who are pushing 
for greater sales throughout the system, 
rallying the males as they move along. 
“Employes like to feel they are important 
to the organization,” he remarked, “that 
they are members of the team, that they 
‘belong’ and that they are worthy of the 
confidence of management. There is a 
very direct relationship between the 
human factor and greater traffic volume.” 

In lauding the efforts of the railway 
women to boost freight sales through 
communication-by-button, the Reading 
president put his finger on another 
healthy by-product of the freight cam- 
paign. Referring to “Operation Boot- 
strap,” the company program aimed to 
restore and expand business, he said: “It 
starts with the basic premise that— 
despite some of the differences we some- 
times have with our labor organizations 
—we have infinitely more things in 
common than those which draw us apart.” 
He told hew one of the unions on the 
Reading—the electrical workers—is dis- 
tributing thousands of match covers and 
automobile bumper stickers urging an 
end to “unfair competition against the 
railroads.” And one of the labor leaders 
has already told Mr. Gangewere that he 
has received a large amount of mail ask- 
ing for further details of the program in 
which employes, labor and management 
—and that special group, the women— 
are “working together on the Reading.” + 
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uct that they could only suspect and 
convention. 


Strange that this ad, like the Grant 


This Smacks of Artifice 


THE 2nd BESI* 


“ORAL © COMPANY ~ SAN JOBE CALiFOmmIA ~ 10 


We commented last week on a Grant’s Scotch whisky ad headlining the ad- 
mission that competitive whiskey—oops, whisky—is 
that readers had grown so accustomed to expecting an encomium of the prod- 


Let us cite another ad which, in trying to be modest, becomes confusing and 
unbelievable. We have heard stories of salesmen who have sold their products 
by asking their prospect to inquire of competing salesmen which product they 
considered second best to their own. But this Oral B toothbrush ad does not 
use that technique. It states that using an Oral B toothbrush is second best to 
seeing your dentist regularly—which simply isn’t true, unless seeing your den- 
tist regularly means seeing him every week. 

Undoubtedly, this is intended as a sop to the country’s dentists. It was hoped 
this might sufficiently enlist their good will that they would be inclined to say 
something kind to their patients about Oral B. 

But as a message directed to toothbrush users, it smacks of artifice. The ma- 
chinery shows. One realizes the advertiser has an ulterior motive in saying 
what he has. One dimly suspects that oranges, here, are being compared with 
apples. One doesn’t rate a toothbrush second best to a regular dental visit—he 
rates it better than or equal to other toothbrushes. 


has set all these years for the public. Having cried wolf for so many years, it 
cannot be believed when it cries sheep. + 


*FiRST, visit your dentist regularly! 
Second , use the best toothbrush you can buy! 


Ash your dentist about Onat B a can hatetetwoen 


Let him exptain how effectivety 1! 
protects cums as well 

OnAL B has three times as many 
smooth top flexible fibers - to it's so 
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“marvelous.” We said 


distrust this breaking of the accepted 


ad, falls into the very trap advertising 


What They Were Saying 25 Years Ago... 


Ken R. Dyke, general advertising man- 
ager, Colgate-Palmolive-Peet Co., speak- 
ing at a meeting of the sales promotion di- 
vision, National Retail Dry Goods Assn. 
(AA, Jan. 27, 1936): 

“To the best of my knowledge, adver- 
tising does not make money—it does not 
pay to advertise—necessarily. For every 
monument or skyscraper that the success- 
ful use of advertising has erected, you'll 
find a tombstone in the cemetery of fail- 
ure. For example, in 1923, out of 298,933 
business corporations, we find only 179,360 
that made any profit at all. And the ad- 


vertisers and non-advertisers were di- 
vided in about the same proportion. There 
are no facts to prove that advertising in 
itself is a panacea to business success or 
profits.” 


Homer McKee, Chicago agency head, 
speaking at a luncheon of the Art Direc- 
tors Club of Chicago (AA, April 20, 1936): 

“Advertising is addressed to Bill and 
Emmy Spivens, and we want to be sure 
that anything that we present to them 
will be understood. Let’s not get too far 
out in front of the audience.” 
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NOW ... TWO NEW READERSHIP SURVEYS PROVE 


es CE PE POI IT 


YOU SELL 2 BIG AUTOMOTIVE MARKETS 
WITH JUST 1 AUTOMOTIVE PUBLICATION 


MARKET NO. | 
CAR AND TRUCK 
DEALERS 


AUTOMOTIVE NEWS is the Number 1 publication in readership 
and preference among car and truck dealers! 


This and other facts that are important to your selling picture are pre- 
sented in a new readership survey, What Automotive Publications Do- 
Car and Truck Dealers Read and Prefer? R. L. Polk reports state-by- 
state the readership and preference of all automotive publications. 


Whatever automotive product you manufacture or sell, the car and 
truck dealer is the man who is in constant touch with your ultimate 
customer . . . the man who is so highly influential in the sales of your 
products . . . the man you must reach. 


And AUTOMOTIVE NEWS is his publication! That’s why so many 
advertisers already depend on AUTOMOTIVE NEWS for complete 
coverage of the vital car and truck dealer market. They know that 
state by state, week after week, dealers rely on the Newspaper of the 
Industry. And that’s why you should look to AUTOMOTIVE NEWS 
for the kind of coverage that means greater sales for you . . . on the 
dealer level! 


THE MOST INFLUENTIAL PUBLICATION IN THE AUTOMOTIVE INDUSTRY 


REPRESENTATIVES: 
DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 965 E. Jefferson, Woodward 3-9520 
NEW YORK: Edward Kruspok, Howard E. Bradley, 51 E. 42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, 360 N. Michigan Ave., State 2-6273 
SAN FRANCISCO: Jules E. Thompson, 681 Market St., Douglas 2-8547 
LOS ANGELES: Robert E. Clark, 6000 Sunset Bivd., Hollywood 3-4111 
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MARKET NO. 2 
AUTOMOTIVE 
MANUFACTURERS 


AUTOMOTIVE NEWS is the Number 1 publication in readership 
and preference among Automotive Manufacturers. 


This is the finding of a new independent readership survey, How To 
Reach The Men Who Have The Buying Power In America’s No. 1 
Industry . . a survey that is available to you now . . . a survey that 
is truly aunet reading if you want to reach the men who make the 
buying decisions. 


This survey, conducted by R. L. Polk, determined readership and pref- 
erence among men in the following titles: Chairman of Board, Presi- 
dent, General Manager, Ass’t General Manager, Vice-President, V/P 
Engineering, V/P Sales, General Sales Manager, Ass’t General Sales 
Manager, Car/Truck Sales Manager, Chief Engineer, Engineering, 
Manufacturing, Styling Executives, Purchasing Director, Service Man- 
ager, Advertising, Sales Promotion, Mdse. Manager, Public Relations. 


AUTOMOTIVE NEWS means complete, across-the-board coverage of 
every key management position, from chairman of the board to top 
engineers to sales executives. 


The Newspaper of the Industry 
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McMahan on TV Commercials... 


As TV Budgets Go Down, Selling 
Effectiveness Must Go Up 


By Harry W. McMahan 


A little recession is the Metrecal of cre- 
ativity—makes it trimmer, slimmer, gives 
it lots more protein. 

Tv budgets are taking a slicing these 
days and the commercial boys are rising 
to the occasion. 
There will be fewer 
commercials this 
year. And better 
ones. 

With air time cut 
and over-plush 
commercial produc- 
tion taboo, the basic 
selling effectiveness 
of the tv ad now be- 
comes more impor- 
tant than ever. The 
fat must go, the pro- 
tein must be boosted. It’s a healthy idea, 
any way you look at it. 

Take automobiles, for instance. (Detroit 
wishes you would. . .) The budgets are 
whacking. Time is running short. And one 
of the car boys has decided to do some- 
thing about it and make every second 
count. Literally. 


Harry W. McMahan 


Falcon’s Ticking Clock 
“Every 30 seconds of every working day 
someone buys a brand new Ford Falcon 
...” The clock ticks it off in tempo. 
“Why are so many people sold on this 
particular compact car? One reason: low 
price. Up to $505 lower than other com- 


pact cars...” 
Then the story of features. Plenty of 
room for six. Then: “—Economy! It costs 


as little as a penny a mile to drive because 
it goes up to 30 miles a gallon...” 

Make it graphic with a penny for the 0 
in 30. Finally, as the minute ticks out: 

“Why don’t you be the next person to 
buy a Falcon from your Ford dealer? You 
have exactly 30 seconds, starting now...” 

It’s a powerhouse. Informative. Compet- 
itive. Persuasive. And it’s almost hypnotic 
in its tick-tick-ticking off of reasons. 

J. Walter Thompson is the agency. Film- 
ways produced, with Gifford-Kim on the 
animation. 


Mr. McMahan's April speeches include: Michigan 
State University, April 5; Assn. of National Ad- 
vertisers, spring meeting, Washington D.C., April 
17; Harvard Business School, April 22; Alpha Delta 
Sigma, national convention, Minneapolis, April 28. 


It’s the hardest-working car commercial 
I’ve seen since a compact was just some- 
thing a woman carried in her purse. 


Mars, Poster and TV 

Mars candy has a lot of nutrition, for 
my money, because they hold to my old 
theory that tv-poster is a solid combina- 
tion for getting the most from a limited 
budget. 

Freshness of design—distinctive art—is 
a vital key here. The posters—and sub- 
way car cards—again play back the story 
that tv has been telling ’em. 

Needham, Louis & Brorby is the agen- 
cy. Playhouse, Hollywood, did the tv, de- 
signed the poster illustrations. 


Dog Gone International 

Out Chicago way, there’s a word to be 
said for the good job being done for Red 
Heart dog food. 

It takes off on the theme, “Why can’t 
dogs eat as well as people do?” and then 
deftly goes into the story of “all the nu- 
trients of a complete steak dinner in one 
can of Red Heart.” 

In television, this takes on international 
aspects as famous film players and canine 
nationals set the scene. There’s Scottish 
Tudor Owens and a Scottie, British Patric 
Knowles and an English bulldog, Gallic 
Fritz Feld and a French poodle, etc. 

Stills of the same are being used in dou- 
ble-page spreads in Reader’s Digest, with 
radio and point of sale tie-ins. Fine job of 
integration. 

John W. Shaw is the agency, with 


Ford Falcon 


George Filipetti as the versatile creative 
head. Cascade, Hollywood, produced the 
tv. 


Meanwhile, Gravy Train 

There’s another dog food we’ve been 
meaning to mention for some weeks now: 
Gravy Train. 

It would be hard to miss with a name 
like that and a product to make it work. 
But methinks Benton & Bowles has added 
an extra plus with the tv commercial, 
“Alexander.” Believability for the story 
is heightened as two boys’ voices carry the 
sales story in rather ingratiating dialog, 
off-screen. EUE produced. 

“World’s only dog food that makes its 


Red Heart 


Advertising Age, March 20, 1961 


TV Commercial 


30 RICH IN Milt 
1k ALMOST Macs 


Mars Candy (Poster) 


’ 


own gravy” is a potent line. There’s a 
good graphic in the cartoon train from 
print that chugs across the screen at the 
end of the tv commercial. 

After test marketing in Indianapolis and 
Wichita, the product is now national. But 
the Gaines plant is still working three 
shifts a day, seven days a week, to supply 


the demand. 

And my wife had to make five trips to 
the supermarket to finally find it in 
stock... 


Complications with Gas 

When H. K. McCann left trust-busted 
Standard Oil in 1912 to turn his advertis- 
ing post into McCann-Erickson, little did 
he see what a half century would do to 
both sides of the operation. 

On the one hand, McCann-Erickson fol- 
lowed the flag of Standard Oil around the 
world and today is four agencies under 
the banner of Interpublic Inc. 

On the other hand, the half dozen trust- 
fragmented pieces of Standard Oil now 


are in competition. Standard of California 
now sells in the East under the Chevron 
name. Standard of Indiana now has Am- 
oco in the East and Utoco in the West so 
it can sell nationally as American. And 
Standard of New Jersey takes its Humble, 
Oklahoma, Carter, Pate sections and 
builds a new coast-to-coast empire as it 
gradually changes from Esso to Enco and 
takes the new corporate working title of 
Humble. 

In tv advertising, one of the most in- 
teresting transitions in this new world of 
energy fuels is what is happening in the 
Middle West. Oklahoma, a successful in- 
dependent before it joined Standard of 
New Jersey, has long had a considerable 
investment in a jingle, like: “Your motor 
will purrrrr . ” and an oh-so-visual 
tiger to demonstrate that “Tiger in Your 
Tank.” 

Loath to leave it in this transition to 
Humble, they simply refurbished the jin- 
gle to “Let your motor say Hummmmm- 
ble...” And hold that tiger, they do. 

NL&B again is the agency. Ad-Staff, 
Hollywood, are the jingleers. Fred Niles, 
Chicago, produced the commercials. 


Beer, Two for One 

In Detroit we saw two good beer series. 
Pfeiffer’s has a rousing good beer jingle, 
“Great Lakes Country,” with some of the 
best directed action scenes we've seen 
lately. 

" But, most intriguing is the way they’ve 
fitted these same action scenes, in tempo, 
to a completely different jingle for 
Schmidt beer, over Minnesota-way 

(Continued on Page 94) 


Gravy Train 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


Census experts are now predicting that California will conditions to attract even more people and industry. 
surpass New York in population within the next few This prediction only emphasizes the fact, of course, that 
years to make the Golden State the most populous in the advertising men everywhere already recognize Metro- 
nation. It is not difficult to foresee that such explosive politan Oakland (Alameda County) as one of the great 
growth will have its greatest impact on metropolitan markets of America today. 

areas like Oakland, which already provide the ideal FRED WITTNER,. President 
combination of land area, facilities, and desireable living FRED WITTNER COMPANY, New York 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


®Makland Tribune 


COVERS METROPOLITAN OAKLAND *® 


Greatest Home Delivered Circulation *Two out of three of the more than 250,000 
in Northern California families in Metropolitan Oakland (Alameda 


National Representatives: County) are Tribune subscribers 


CRESMER & WOODWARD, INC. 


Member Metro Sunday Comics Network 
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Oklahoma 


(“Schmidt Country’). Both good. 

Schmidt, a Pfeiffer subsidiary, also is a 
Maxon account. Robert Lawrence 
duced. 


Bud and Schlitz 

On the subject of beer, the two leaders 
are both doing exemplary work in the 
field of getting-in-on-the-product. SAG 
repayments being what they are today, 
all advertisers can take a good look at 
these two series. (Though saving on tal- 
ent was not the prime consideration in 
either creative gambit.) 

Budweiser continues its ‘Where There’s 
Life, There’s Bud . . . ” series on which 
nearly 200 commercials have been pro- 
duced. All have exceptionally fine music 
tracks, in many interesting variations, 
with only a couple dozen words at the 
end, for narration. 

Some tell stories with hands. Some tell 
stories with titles. Some tell stories with 
people, of course. But actors’ faces never 
get in the way and only show up when 
needed. Others might well study the tech- 
niques of Bob Johnson who writes, pro- 
duces and directs the long-run series. He’s 
tv creative head of D’Arcy, St. Louis. MPO 
produces, with animation by Pelican. 

Meantime Schlitz, while probably mak- 
ing faces at Bud in the battle for top of 
the market, is not making faces at the 
camera (or SAG) in one of its new series. 
Here’s a model series, too, that other ad- 
vertisers in all fields well might study. 

No actors are seen, but the camera pans 
slowly down a table of snacks, food, 
hands, beer. On the sound track we hear 
the conversations—choice bits of dialog, 
off-screen above the hands, as the talk 
ranges from golf to painting to cooking to 
beer. Well written, ingeniously staged. 
And aptly titled: “Viewpoints.” 

J. Walter Thompson, Chicago, created 
the series and, it might be noted in pass- 
ing, this has all the long-run potentials 
that the no-faces Kraft series has proved 
(they did that, too, of course). Experi- 
mentation was done in JWT’s New York 
in-agency live tv workshop. Finished pro- 
duction was done on film at Wilding, Chi- 
cago 


pro- 


Followups 

It’s always difficult to convey all the 
dimensions of a tv commercial in a word 
report or in a single picture. So, to give 
a more complete idea of the unique Esso 
Oil heat spot which won the Hollywood 
IBA grand prize, we've dug up a whole 
series of stills from the commercials. In 
fetching design it uses words as things. 
The c-a-t wiggles its t tail and walks. The 
E-S-S-O door to the belettered house 
opens wide. A cry comes from the B-a-b-y 
crib. Our unseen man walks u-p- 
s-t-a-i-r-s, the letters popping on diag- 


onally upward with each creaking foot- 
step. And so to B-e-D as the mattress e 
settles down for the night. 

This charmer helped Elektra, New York, 
to four of the nine tv awards at the Hol- 
lywood International event and_ surely 
will win its share of the other upcoming 
competitions. MacLaren, Toronto, is the 
agency. 

A followup on Speidel: Bud Cantor, 
sales promotion manager for the Gold 
Filled Manufacturers Assn. Inc., takes me 


Esso Oil Heat 


to task for my recent crack at their use 
of the line “gold-filled, not gold-plated 
...’ I thought the words meant the same. 
Not so, Cantor points out: 

Gold-filled means a layer of karat gold 
bonded by heat and pressure to a rein- 
forcing metal. Gold plate or gold overlay 
are legal synonyms, but frowned on by 
the association. 

Gold electroplate means a layer of gold 
deposited electrolytically on the base met- 
al, equal to or in excess of seven mil- 


Pfeiffer’s 


Budweiser 
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lionths of an inch in thickness. The FTC 
rules it is improper to refer to such an 
electroplated item as gold plate. If the 
thickness of the finish is less than seven 
millionths, the terms gold washed or gold 
flashed may be used. 

The terms Duragold, Noblegold and 
Goldine complicate the picture a bit more, 
but I won’t bore you. I’ll just stand cor- 
rected, albeit confused. My apologies to 
Speidel. My sympathy to the agency that 
lost the account. + 
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Concentrated 


i 


Health and growth depend largely upon attention to the 
really important things. 

Similarly, a business grows and prospers when the 
marketing program provides for the use of FIRST 3 
MARKETS GROUP to attract and sell the heavy-spending 
families of New York, Chicago and Philadelphia — Con- 
centrated COVERAGE where it counts most. 

The average family in these 3 enormous markets enjoys 
an Effective Buying Income that is 28% greater than that 
of the remainder of the nation, and consequently spends 
10% more money for All Retail purchases, 18% more for 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE « COLORGRAVURE 


COVERAGE where i 


Food, 24% more for Furniture, Furnishings and Appliances, 
and 84% more for Apparel than the average family in the 
rest of the United States. 

Within the most profitable sales areas of New York, 
Chicago and Philadelphia — where competition is keenest 
and sales rewards are greatest — there is no substitute for 
FIRST 3 MARKETS’ solid 54% COVERAGE of all 
families. 

To make your advertising sell more where more is sold 
— Concentrate COVERAGE where it counts — with FIRST 
3 MARKETS GROUP. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


s] 


NEW YORK 17,N.Y.,News Building, 220 East 42nd Street, MUrray Hill 7-4894 + CHICAGO 11, Ill, Tribune Tower, SUperior 7-0043 « SAN FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


PHOTO BY CORRY 


tcounts... 
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Older Admen Still as 
Capable as Young Ones 

To the Editor: Some of your 
classified advertisers seem ‘to. 
overlook a bet limiting response | 
from “young men” or “not over 
35.” Many, much older and capa- | 
ble, must be available. 

At the age of 76 I can think 
up as many new, aggressive, hon- 
est promotions as I did in my 
younger days ... and I have an 
enviable worldwide record. 

Semi-retired, I confine my ac- 
tivities to consultations around the 
San Francisco Bay Area. I also en- 
joy taking an occasional small re- 
tailer with an annual $3,000 budget 
and producing successful results. 

If a person has the natural gift 
for creative selling it is with him 
throughout his days unless physi-' 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


cal or mental misfortunes inter- 
vene. I started “on the road” at 


|the age of 16 and have been a 


“star” salesman ever since. 
Sid Sidley, 
San Francisco. 
. 

To the Editor: I’m very sensitive 
to the mysterious barrier of age 40 
which so many ad agencies set up 
in their help wanted ads. There- 
fore when I read a story such as 


|the one in your Feb. 27 issue an- 


nouncing the retirement of Stanley 
Resor from JWT at 82 after 53 
years with the company it makes 
me wonder. 

Could you or your readers give 
me a satisfactory answer to the 
following questions? 

Should an adman hold on to 


whatever job he has at 40 and be| 


REGIONAL COVERAGE _ 
Is OLD HAT! 


At least it’s old hat in the Syracuse Market. Deliv- 
ering regional coverage has been accomplished by 
Syracuse Newspapers for years and years. 


Localized editions in both the Primary and Sec- 
ondary areas of the BIG Syracuse Market have 
provided advertisers with “localized impact” for a 


long time. 


The advertiser seeking regional coverage gets 
it. . . PLUS he gets “localized credibility” in each 
of the 13 separate editions of Syracuse Newspapers 
which DELIVER the full 15-county Syracuse Market 


every day! 


There’s only one effective way to sell ALL of the 
Syracuse Market: The Syracuse Newspapers. 


No other combination of media delivers com- 
parable coverage at comparable cost. 


old are the executives who impose 


tion for an advertising man and the 


decline? 


job so long? 
Van Kaatz, 
Van Kaatz Advertising, Los 
Angeles. 


Spell the Name Right! 

To the Editor: I think your an- 
nual agency billing issue is ter- 
rific. Incidentally, if you ever get 
around to editing various sections 
of it, you might take a crack at the 
proper name of this agency, as per 
'the letterhead... 

Peter Finney, 
Peter Finney & Co., Miami. 


Peter Finney & Co. appeared as 
Peter Finnen & Co. in AA Feb. 27. 
We apologize. 

= 


Objects to Debasement of 
English in Advertisements 

To the Editor: My objection to 
a Sara Lee cake being described 
as “all butter” (“Voice of the Ad- 

vertiser,” Feb. 6, Feb. 27), is not 
fear of misrepresentation, but 
rather the debasement of lan- 
guage involved. We have another 
nationwide example in tires which 
are advertised as “all nylon.” 
Probably this does not deceive a 
| tire buyer, but it does create a 
problem for the writer who must 
describe a product (a girdle, per- 
haps) which is really all nylon 
. no rubber at all. 

The same kind of debasement 
has already ruined the word “free,” 
which has now simply come to 
| mean a cut-price combination sale. 
| Thus the writer who has something 
to give away without obligation (a 
travel booklet, say) is forced into 
some circumlocution: “Absolutely 
without cost or obligation of any 
kind,” to express the thought 
which the debased word once con- 
noted. 

It is probably too late to do 
anything about “the advertising 
comparative”: fresher; whiter; 
cheaper. Now, however, in airlines 
advertising particularly, we find 
ourselves confronted with what 
|might be called the “dead-heat 
| superlative.” That is, the headline 
|claims the fastest plane or the 
|lowest fare, when the facts are 
|that competitors have flights just 
las fast or fares just as low. 
“Fastest” has been debased to 
/mean “none faster.” As a result, 

|the writer who can legitimately 


| tage or fare advantage again finds | 


happy just to be working? How) 


And, if this last is true, how in} 
hell did Mr. Resor hold on to his) 


| 


this restriction? Why do they do it? | 
Is 40 actually the acme of perfec- | 


rest of his years a period of sharp | 


| 
| 


| claim an exclusive speed advan- | ‘Denver BBB Violates Own 
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of 4 ssctan the a in MOBILGAS for carburetor dre 


. © CARBURETOR CONGESTION. 
“y=, FAST-FAST-FAST! 
» BETTER THAN ANY OTHER 


: leading survey of the me 
A.M.A; TAmerican 

Mechanics Association) 
reveals that 3 out of 4 
leading mechanics use 5 
of the ingredients in 
MOBILGAS to relieve : 
carburetor congestion. - 


Mere TCP with hg engl 
contains only one con~- 
gestion reliever. 


MOBILGAS contains a ; 
number of mechanically 
proven ingredients, in- 
cluding special mechan- 
isms that not only re- 

lieve congestion incred- 
ibly fast, but also re- = 
lax engine pressure and 
) felease fuel power ae: 

| you neéd it most. i 


Get. MOBILGAS today! 


MOBILORS gives you the rung... AT BOTH ENDS! 


| in the advertising profession was 
| evidently aware of: “The aim of 


“ele |any client is better sales and prof- 
To the Editor: We read with | its.” As Mr. Elgin said, “That’s 


great interest the reports that a quite an advertising philosophy.” 


book on advertising had so much | And because Mr. Reeves thought 
to do with the acquisition of an ‘of it, we feel he really deserves 


account (AA, March 6). The book oe Socony account... and vice 

by Rosser Reeves (née Claude rsa. 

Hopkins). The account: Socony | Not only that, in genuine grate- 

Mobil. _ | fulness to Mr. Reeves for discover- 
We, the members of Copywrit- be this philosophy, we have writ- 

ers’ Anonymous were grateful that | ten his first Mobilgas ad in the 

J. D. Elgin, advertising manager | style that has gained for Bates so 

of Socony Mobil Co., chose Bates | many kudos . in government 

because he discovered from Mr. | circles. 

Reeves’ book something no one | Name Withheld by Request. 


He Contributes Mobilgas Ad 
Done in the Bates Manner 


Doyle Dane Bernbach and Benson |of those who unquestioningly ac- 
& Hedges. How, please, can a dis- | cept all the criticism of the op- 
agreement be anything but mutual? |portunists who are getting rich 

Well, that’s not all. In a whop-| these days attacking advertising. 
ping big ad series aired in Home | Anyone in the business—or any- 
Furnishings Daily, RCA says for all | one who would take the trouble to 
to read: ‘No wonder more dealers| find out about it—would know 
sell RCA Victor than any other| advertising is 99 and 44/100% 
brand.” I couldn’t help it, I wrote| pure. It’s characteristically con- 


‘em. They didn’t answer. Maybe | scientious. It has to be. 
they didn’t care. I do. Do you? Or Joan Wilke, 
maybe you don’t see what’s wrong! Advertising Counselors, Phoe- 
You see, this is what I fight against nix. 
constantly! People think I’m nuts. | e e e 

It’s a very lonely life. 


To Advertise Is to Inform 


| To the Editor: Jack Kneass’ let- 
|ter in your March 6 issue, wherein 


Sadly . 
Gertrude H. Rogers, 
Advertising Department, Sig- 


net Club Plan, Cambridge, he outlines “basic facts of the ad- 
Mass. |vertising business,’ does not in- 
e e ° |clude its one absolute basic func- 


tion. 
This has never been so clearly 


There's no other way to get REGIONAL 
coverage with such LOCALIZED impact 
at such a low cost! 


FULL COLOR AVAILABLE— 
Daily & Sunday 


Results of 
Selling Research Inc. 

latest Test 
Market Survey 


"SRDS ¢ 
Market Data 


the SYRACUSE NEWSPAPERS 


onvumer 


HERALD-JOURNAL & HERALD-AMERICAN THE POST STANDARD 
Evening Sunday Morning & Sunday 
Represented Nationally by MOLONEY, REGAN & SCIHIMITT 


{} CIRCULATION: Combined Daily 230,814 © Sunday Herald-American 202.467 © Sunday Post Standard 102.966 


‘that straightforward, simple Eng- Code with Emblem. She Says 
lish has lost its effect. To the Editor: Re: “Emblem of 
How long can this kind of thing | Truth” in Feb. 27 issue. 
/go on, I wonder, before modern | Maybe there should be a Better 
| advertising—like modern poetry— | Business Bureau to look into the 
loses all contact with the real | Better Business Bureaus. 
world, and leaves us wondering | Among the many unfortunate 
why we have lost our audience? | aspects of the “Emblem of Truth 
E. Scott Pattison, being sold for $180 a year by the 
White Plains, N. Y. Denver Better Business 
is the fact that the emblem vio- 
e 


lates its own code. 

To the Editor: I die hard, I| For example—Point 8: .. . “re- 
know. But I still see red when frain from attacking competitors 
those who really ought to know or reflecting unfairly upon their 
better make great big grammatical | products, services, or methods of 
goofs in print. Sure, all of us make doing business.” And Point 10: 
them in conversation...and I’ve “Avoid all tricky devices and 
reached the point where I only | schemes . . . which prey upon hu- 
wince inwardly when that famous | man ignorance and gullibility.” 
old phrase, “Like a cigaret should,”| Certainly it is misleading and 
assails ear or eye. unfair to infer that ads not dis- 

But when a big account parts | playing this symbol are untruth- 
company with its agency because of ful. 

a “mutual disagreement”—I am What next? The greatest evi- 
defeated. Yup, you quoted it on the | dence of “human ignorance and 
front page of the Feb. 27 issue.’ gullibility” I believe, is on the part 


stated as by Noah Webster when he 

|/used only two words to define the 

verb “advertise.” He said it means 

to inform. All else is commentary. 

B. Frisch, 

Division Advertising-Promotion 
Manager, Cities Service Oil Co., 
Boston. 


Why Name Florida 
Agency for Boston Account? 

To the Editor: As a former agen- 
cy man, I was both amused and in- 
trigued at a recent series of news- 
paper advertisements which have 
broken in the Greater Boston area 
over the logo of the Metropolitan 
Chevrolet Dealers’ Assn. of Boston. 

The theme of the entire cam- 
paign apparently is based on— 
“cars made in Massachusetts, make 
Massachusetts”—“buy Massachu- 
setts cars,” etc. 

The kicker in the whole thing 
was a recent notice that the Boston 
Metropolitan Chevrolet Dealers’ 


Bureau | 
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Assn. has transferred its account| plates advertising as a profession. 
from a Boston agency to an agency | If these figures gave a true picture, 
in, of all places, Clearwater, Fla. | they would be rather thought pro- 
There is, of course, precedent for | voking, but they do not. 
an account moving from Boston to! I think that the key word in 
New York, although I believe this) Mr. Kleppner’s letter is “retired.” 
is basically unsound. But, how does| At what age did the good profes- 
one ever justify going to Clear- sors retire? The fact that they 
water, Fla. for an agency to had reached retirement age knocks 
service a Boston account which has/| hell out of any comparative fig- 
as its theme “buy locally”? ‘ures. They had already licked 


Name Withheld by Request | 


They Think Hat Corp. Ad 
Is Major League Caliber 

To the Editor: The Creative 
Man’s natural desire to call “strike | 
three” on an ad most everybody | 
else is boosting meets with sym-| 
pathy. But in this case, I have to 
vote with the crowd in favor of | 
the Hat Corp.’s now-familiar beat- 
nik. 

The Creative Man says the ad- 
vertiser starts with a strike against 
him because the beatnik photo 
must necessarily make the reader 
“feel repulsed.” Maybe I don’t 
have a naturally healthy ego. I felt 
superior; therefore amused; there- 
fore good. 

Not strike one; ball one. 

The copy suggests a hat makes 
the road to the top “a little easier 
to travel.” Now I’m nodding, be- 
cause I’ve seen that in evidence. 
Ball two. 

Agreed, Kennedy did make it 
without a hat. But who else among 
us has Kennedy’s combination of 
brains, talent, drive, charm and 
money? Most of us substitute hats. 
Ball three. : 

Why take a full page in the 
Times? Well, why generate a little | 
amused thought among potential 
hat wearers; why stimulate a little 
winter enthusiasm among retail- 
ers; why fill demands for photo- 
stats to liven up dead show win- 
dows; why honor requests for 
newspaper mats from _ retailers 
across the country? (Hmmm.) 
Ball four. 

Take your base, Hat Corp. I 
hope you make it home. 

And you’d better put something 
on your head, Ump. I think you’re 
in for a rain of pop bottles. 

P. Donovan Cragin, 

Marsteller, Rickard, Gebhardt 

& Reed, New York. 

o 

To the Editor: As an umpire, 
the author of Creative Man’s Cor- 
ner (March 6) is strictly bush 
league. 

His subject—the Hat Corp. of 
America beatnik ad—(1l) Com- 


many of the things that young 
admen were dying of all year. 

It would be just as fair to com- 
pare the ages at death in 1960 of 
Harvard professors with the ages 
at death in 1960 of Civil War vet- 
erans. Using such figures, one 


| would assume that war is more 
| conducive to long life than teach- 


ing. 

Mr. Kleppner, the moral to all 
this is, “Don’t couple words with 
numbers in such a way as to scare 
hell out of all us young guys in 
advertising.”’ Up to now, I had not 
thought of replacing Neil Borden, 
but 22.8 years is a long, long time. 

Byron M. Flynn, 
Freehold, N. Y. 


The Chemistry of WO, 
or, Vive la Difference 

To the Editor: Obviously, you 
were referring to a specific, not a 
general element in your “Atten- 
tion, Male Copywriter” reprint on 


| issue! 
Because the general element 
“Woman. Symbol: WO. Atomic 
Wt. 120. Occurences: Found where 
she can create; on many occasions 
wherever a man is found. 
“Physical properties: Curved. 
Boils when chemistry is disturbed. 
Freezes under aggravating circum- 
stances. Melts when properly 
treated. Bitter if foolishly used. 
“Chemical properties: Disturb- 
ingly active. Possesses great af- 
|finity for nice things, children 
;and small pets. Tends to be pen- 
sive and doubtful when left alone 
for lengths of time. Absorption of 
food—moderate for physical pur- 
poses. Association with better look- 
ing specimen creates urge to im- 
prove self-lacking qualities or be- 
come slightly tinged with green 


'the editorial page of your March 6) 


should have been described thusly: | 


manded my attention, (2) Aroused 
my interest, (3) Stimulated my 


desire to the point that I bought | 


a new hat. 

He quoted Time’s 
that the President of the U. S. got 
to the top without a hat. You can 
bet that the now-President wore 


a headpiece in the Navy, and I} 


note that even now he at least 
carries a hat on occasion. I'll ven- 
ture to guess that the President 
owns more hats than most others. 
Even so, Time’s crack doesn’t make 
the President a success. 

Certainly, “there are some men 
a hat won’t help.” Maybe the au- 
thor of your March 6 Creative 
Man’s Corner is one of them. 

George P. MacKnight, 

Evanston, III. 

e 


You Can't Compare Apples 
With Oranges, Reader Says 

To the Editor: Figures are very 
misleading, especially when they 
are mixed up with a hodgepodge 
of words. I was reminded of this 
fact after reading Otto Kleppner’s 
letter (AA, March 6). 

Personally, I don’t confuse my 
mind with endless figures and per- 
centages so I’ll go along with Mr. 
Kleppner’s suppositions. Namely, 
that advertising personnel die at 61 
while professors at Harvard die 
at 83.8. 

As it stands, that sounds fore- 
boding for anyone who contem- 


implication | 


coloring. 

“Uses: Highly ornamental, but 
obviously necessary for practicali- 
ties, and building Man’s (symbol: 
MA) ego. Helpful as a tonic in 
acceleration of low spirits, etc. 
Equalizes the distribution of wealth 
and maintains healthy national 


/economy. 


“Caution: Can be destroyed by 
inexperienced or invidious speci- 


|mens.” And I have an addition: 


“Man. Symbol: MA. Atomic 

t. 175. Occurences: Found wher- 
ever wine, woman or song is 
found. Pretense: Free state. Ac- 
tuality: Desires to belong—to 
someone, to something, cr some 
place. 

“Physical properties: Generally 
in tall, angular form. Boils fre- 
quently, sometimes disastrously. 
Melts at slightest application of 
warmth. Bitter if neglected. Stub- 
born. : 

“Chemical Properties: Disturb- 
ingly active and violently posses- 
sive. Possesses great affinity for 
piscary, tv and WO. Childish re- 
actions when left alone. Able to 


97 


| absorb great quantities of food. 
| Turns green when placed beside a 
better looking, more capable spec- 
| imen. 

“Uses: Decorative, companion- 
able, stimulating and practically 
|productive. Equalizes distribution 
|of wealth. Is probably the most 
contrary agent known. 

“Caution: Dangerous if loaded.” 

I rest my case. 


Lee Houska, 
Chicago. 


Your, Addneda: Chicago's 
magnificent gold coast 


Enjoy superlative luxury only 
five minutes from downtown 


steps from famous 

restaurants and exclusive 

ca North Michigan Avenue 
stores. Superb ap 

Pointments and friendly 

service. Rooms, suites and 


apartments by the day, 
month or year. 
Donald O. Cronin, Mar. 


| LAKE SHORE 
|) || DRIVE HOTEL 


181 E. Lake Shore Dr. - SU 7-8500 


“MEET THE WOMAN IN THE TEAM AT THE TOP! 


@@ By its very nature, real estate is fast-moving and challenging,” says Leone J. Peters, President 
of Cushman & Wakefield, Inc., leading New York realty firm. “The secretary to any executive in 
this field must have trigger reactions and a great capacity for hard work. My secretary, Miss 
Madelyn Smith, has these qualities. Her recommendations are invaluable. ee More and more 
advertisers are recognizing the importance of the secretary as part of the management team. 
Her recommendations influence —and often control — many office purchases, particularly office 


supplies and equipment. That’s why, during 1960, 168 companies advertised to secretaries 
through their own magazine, TODAY'S SECRETARY. It’s the only magazine with a nation-wide 
paid circulation of secretaries in business and training. Your advertising message in TODAY’S 
SECRETARY reaches 151,000 subscribers (ABC-audited), plus 345,000 additional pass-along 
readers every month. Sell the secretary — just as your best salesmen do! For more information, 


phone or write for Fact File on TODAY'S SECRETARY and the secretarial market. 


A GREGG-McGRAW-HILL PUBLICATION «+ 


TODAY’S SECRETARY 


SECRETARY 
K - J ~ 


...the magazine that sells the secretary — sells the boss 


330 WEST 42ND STREET, NEW YORK > 


LONGACRE 4-3000 
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Pearson, Harris 
Get New Posts in 
ITC Sales Shuffle 


New York, March 14—In a re- 
organization of its foreign sales 
force, Independent Television 
Corp. has named John Pearson as- 
sistant director of international 
sales, working out of its New York 


INVESTIGATE: 


Determine for yourself whether 
your company can use the extra 
pulling power and the plus values 
that increase sales when premiums 
and incentives are used in your 
merchandising. 


Find out how to do it by discussing 
your problems with the experts and 
leaders of this 2!/2 billion dollar 
industry. 


GET THE FACTS! OBTAIN THE ANSWERS! 
Attend 
28th annual 
National Premium 
Buyers Exposition 
. hub of the premium and 
incentive merchandising industry 
NAVY PIER e CHICAGO 
APRIL 10-11-12-13, 1961 
¢ For more information and advance 
registration, please contact 
A. B. COFFMAN ASSOCIATES 
Exposition Managers 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE is under the auspices of the Premium 
Advertising Association of America, Inc. 


headquarters. He formerly 
general manager of ITC of Canada. 

Hershel Harris, who was pre- 
viously in charge of national sales 
for ITC of Canada, has moved up 
to sales manager of the Canadian 
subsidiary. Samuel Gang, former- 
ly director of international sales 
for the Bernard Schubert Organi- 
zation, has joined the tv film pro- 
ducer-distributor’s new Mexico 
City office as Mexican and Central 
American division manager. John 
Darnton, previously a freelancer 
who represented ITC in Sydney, 
has been named manager of ITC’s 
new Far East sales division. 


s Onthe dom: © front, Carl Rus- 
sell has been ,..vmoted from head 
of regional sales for the central 
division to sales manager of that 
division. Berf Weiland, formerly 
ITC’s Midwest division manager, 
has moved to New York as man- 
ager of syndicated sales adminis- 
tration. 

Added to the domestic syndicat- 
ed sales force were: In upper New 
York state and New England, Hal 
Danson, formerly the New York | 
sales manager of the tv syndica- 
tion department of Paramount | 
Television Products; in the Mid- | 
west, Chris Remington, formerly | 
an account executive with Official | 
Films; in the South, Tony Wy-| 
socki, previously with WALA-TYV, | 
Mobile; and in the Southwest, 
John Howley, formerly with} 
KWTV, Oklahoma City. # 


Times-Mirror to Buy Gousha | 

Times-Mirror Co., Los Angeles, | 
has reached agreement with the 
principai stockholders of H. M. 
Gousha Co., San Jose, Cal., to buy 
the road map company for an un- | 
disclosed amount of money. The 
Gousha board of directors has ap- 
proved the agreement and will ask | 
the shareholders to ratify it at a 
meeting on March 20. 


Old Mexico, 


750, 950 consumers in southern 
“New Mexico, West Texas, and Juarez, 
look and listen to El Paso, 
big Sth city of Texas, 
thriving, vital Southwestern market rates well 
within the nation’s top fifty. El Paso Broadcasters 
give you 100-proof coverage of the Big Sth, where 
the population’s popping and sales are soaring. 7 
the Big 5th... El Paso, Texas.. 


a — 9... 
EL PASO BROADCASTERS: KELP-TV 
KELP / KHEY  KINT / KIZZ / KROD-TV 
pa 800 KSET / KTSM-TV ~~ 


See XEJ / XELO =, 


for buying news. This 


.and help yourself! 


was | 


John P. Hurley Jr., 


a 
PLAY BALL—Former Dodgers catcher Roy Campanella is shown with 


advertising manager, Tasty Baking Co., Phila- 


delphia, as he signs up for a series of radio commercials. Tastykake 


and Tastykake pie are now being marketed in nine states on the | 
Eastern Seaboard. Aitkin-Kynett is the agency. 


Dollar Volume in 10 
Canadian Magazines 
in 1960° 


(Source: Magazine Advertising 
Bureau of Canada) 


Invest- | 


ment 

Investment Number of % of 

Size Advertisers Dollars Total 
$100,000 or more .... 43....$8,750,592 39.2) 
50,000 to $99,999 .. 69.... 4,774,026 21.4) 
40,000 to 49,999 .... 42... 1,911,763 8.6) 


30,000 to 39,999 .... 46.... 
20,000 to 29,999 .... 72... 
10,000 to 19,999 ....126.... 


1,588,653 7.1 
1,785,191 8.0 
1,722,307. 7.7 


5,000 to 9,999 ........ 144.... 1,024,758 4.6 
3,000 to 4,999 ........ oF... 382,178 1.7) 
Less than 3,000 ...... 337 389,173 i 
EE - icine dioica 976..$22,328,641 100.0. 


Dollar Volume in 11 
Canadian Magazines 
in 1959° | 


(Source: Magazine Advertising 
Bureau of Canada) 


Invest- 

ment 

Investment Number of % of 
Size Advertisers Dollars Total 
$100,000 or more 45.. $8,638,850 41.4 
50,000 to $99,999 60.. 4,047,692 19.4 


40,000 to 49,999 28.. 
30,000 to 39,999 54.. 
20,000 to 29,999 54.. 
10,000 to 19,999 140.. 


1,250,372 6.0 
1,869,526 8.9 
1,349,649 6.5 
2,001,216 9.6 


5,000 to 9,999 ....  128.. 919,802 4.4 
3,000 to 4,999 .... Ps 384,815 18 
Less than 3,000 . 419. 407,976 2.0 
WO incseeteiiiitness 1,027..$20,869,898 100.0 


+ The magazines were Canadian 
Homes, Chatelaine, Chatelaine-La 
Revue Moderne, La Revue Popu- 
laire, Le Samedi, Liberty, Mac- 
lean’s Magazine, Reader’s Digest, 
Saturday Night and Time. 

La Revue Moderne became Chat- 
elaine-La Revue Moderne effec- 
tive October, 1960. In December, 
1959, Mayfair ceased publication. + 


Campbell-Mithun Adds Two 

Frank Miller, formerly copy di- 
rector of Knox Reeves, has joined 
Campbell-Mithun, Minneapolis, as 
an account executive. Ray Mc- 
Weeny, former broadcast and print 
media manager of Tatham-Laird, 
Chicago, has joined the agency’s 
Minneapolis office as an associate 
media director. Mr. Miller will be 
on the Iowa Power & Light Co. 
account. Mr. McWeeny has been 
assigned to media planning for 
Pillsbury Co. 


Future, Batten Says 


| booklet detailing the facts about 


|}icans come to depend more on 


|Free Society,” 


People Will Depend 
More on Dailies in 


PHILADELPHIA, March 14—Harry 
A. Batten, chairman of the board 
of N. W. Ayer & Son, has declared 
that reliance on newspapers for 
information and interpretation is | 
certain to grow in the decades | 
ahead. 

In an introduction to a 20-page 


the coming 3lst annual newspaper 
contest for the Ayer Cup, Mr. 
Batten pointed out that as Amer- 


their newspapers, “they also will 
be regarding the product with even | 
greater discernment than they ad 
today. 

“They will look for more esti | 
ground knowledge and insight in | 


ithe news columns, more imagin- | 


ativeness in the presentation of | 
advertising and more refinement | 
in appearance and readability.” | 
# In the article, “Newspapers in a | 
the Ayer board 
chairman explained that television 
is capable, on occasion, of present- 
ing news with greater dramatic 
impact, and that radio is able to 
do it with greater speed and flex- 
ibility. 

“At the same time,” he said, “I 
do not believe that my friends 
connected with other media would 
deny that newspapers bring the 
greatest volume of information to 
the American people, and present 
it with the greatest breadth and 
depth of interpretation.” 

Newspapers, he added, bear the 
major share of responsibility for 
the dissemination of facts and 
opinions upon which the proper 
functioning of a democratic society 
depends. + 


Interest Grows in 
Reaching Specialized 


Audiences: Beard 


St. Louris, March 14—One of the 
newer developments on the busi- 
ness advertising scene is the grow- 
ing interest in reaching specialized 
audiences, according to William K. 
Beard, president of Associated 
Business Publications. 

He told an advanced seminar 
on advertising sponsored by the 
Advertising Club of St. Louis, that 
rising costs and marketing com- 
plexities “are attractiig advertis- 
ers to the efficiency and economy 


,that are built 


Advertising Age, March 20, 1961 


into publications 
serving specialized fields.” 


= He added: “Business advertising 
calls for people of particular ex- 
perience to select the right media 
and to create the right custom- 
tailored copy. It’s no job for ‘jun- 
ior,’ the boy ‘growing up’ to con- 


|sumer advertising. (This is an as- 
| signment for pro’s.” + 


Clissold Publishing Buys 


“Drive-In Restaurant’ 


Drive-In Restaurant, a monthly 
owned for the past six years by 
Robert L. Cribb, Pratt, Kan., pub- 
lisher of the Pratt Tribune, has 
been bought by Clissold Publish- 
ing Co., Chicago. Effective with the 
May, 1961, issue, it will be pub- 
lished as a division of Clissold. 

Robert A. Johnson, with the 
monthly for the past four years, 
will remain general manager in 
the Pratt office, which will con- 
tinue printing and circulation ac- 
tivities. Other functions will move 


| to Clissold’s home office. 
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Advertising Age, March 20, 1961 


NBC Trims Down 
on ‘Monitor’ 

New York, March 14—NBC Ra- 
dio is cutting back on the number 
of hours programmed on ‘Moni- 
tor” and is bringing in practically 
a whole new team of hosts for this 
weekend attraction. 

Lopped off in the cutback are 
the two-and-one-half hours of 
“Monitor” that have been carried 
on Friday night and six hours of 
the Saturday and Sunday schedule. 
As of March 11, “Monitor” will 
consist of five separate three-hour 
programming blocks, three on Sat- 
urday and two on Sunday. Other 
NBC weekend news and public 
affairs features will continue. 

Hosts for the weekend service 
will be Mel Allen, Hugh Downs, 
Betty Furness, Wayne Howell, 
Lindsey Nelson, Bert Parks, Gene 
Rayburn, and Dave Garroway. 


® Friday night “Monitor” was 
dropped because it is not compati- 


| ble with the music-based program- 
|ming that the NBC-owned radio 
|stations are now carrying. The 
| weekend cutback involved sustain- 
| ing parts of the show that were 
offered in station option time. 

NBC reports that ‘‘Monitor” sales 
in network option time are excel- 
lent, with about 20 sponsors 
participating during the average 
weekend. Among the more or less 
regulars on the show are American 
Motors; Chrysler; Curtis Publish- 
ing Co.; General Mills; Liggett & 
Myers; Mennen Co.; Lever Bros.; 
R. J. Reynolds Tobacco Co.; Pep- 
si-Cola Co.; Sylvania; William 
Wrigley Jr.; Mogen David Wine; 
and Ex-Lax. Schedules run from 
about three to 20 announcements 
during the weekend. + 


Boland Joins KVIL, Dallas 


Charles H. Boland, formerly 
Dallas district manager of Headley- 
Reed, national station representa- 
tive, has been appointed commer- 
cial manager of KVIL, Dallas ra- 


dio station. 


O'Connor 


IRISH PROMOTION— 
Kevin Durnin, 
general manager 
for North Ameri- 
ca of the Irish 
Tourist Office, 
and John de Gar- 
mo, president, de 
Garmo Inc., the 
tourist office’s 
agency, give Ed- 
ward O’Connor, 
president, Thos. 
Cook & Son, a 
preview of a 6’ 
wall display and 
information book 
prepared by the 
agency. 


2 Agencies Are Charter Tenants 
in 41-Story Chicago Tower 

Aubrey, Finlay, Marley & Hodg- 
son, Young & Rubicam and Lily- 
Tulip Cup Corp. are the first 
tenants to sign leases for space in 
the 4l-story United of America 
Bldg., Chicago, scheduled for com- 
pletion in January, 1962. Young & 
Rubicam, which has leased the 
16th and 17th floors for 20 years 
beginning Oct. 1, 1961, will move 
in before the completion of the 
entire structure. Aubrey, Finlay, 
the first tenant, has leased the 
14th floor and one-half of the 13th 
floor, for 10 years beginning Feb. 
1, 1962. Lily-Tulip has leased 4,000 
sq. ft. on the 13th floor for 10 
years. 


SALES LETTERS 


Letters with “instantaneous appeal,’’ 
that beckon to be read, that impel and 
sell. One series 31 years old. Free circular. 


pe Fen Wott : N 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 


San Diego County, California, is 4th in apparel sales on the West Coast. To dress San Diegans, address them 
through the advertising columns of The San Diego Union and Evening Tribune. 81.2% of the families in the San 


Diego Urban Area — where 85% of retail sales are made — regularly read the weekday Union and/or Evening 


Tribune. 86.9% regularly read the Sunday Union and/or Evening Tribune.* 


* Facts Consolidated 


~ 


lid, 


\ 


Copley Newspapers: 15 Hometown Daily Newspapers covering San Diego, California — Greater Los 
Angeles — Springfield, Illinois — and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


(Nelson Roberts & Associates) 


he San Diego Union 


“The Ring of Trath: 6 Newspapers 
| EVENING TRIBUNE 
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CHICAGO @ DETROIT 


GOOMATIOH 


*Inciudes unattached individuals 


Source: U.S. Dept of Commerce; McGraw-Hill Dept. of Economics 


CHART NO. 26 


REDISTRIBUTION OF INCOME—A REVOLUTION 
Percent distribution of families and unattached individuals in income class.* 


1929 


$10,000 AND 
OVER 
7,500-9,999 
5,000-7,499 
4,000-4,999 
3,000-3,999 
2,000-2,999 
1,000-1,999 


UNDER 1,000 


Percent 


*1960 Dollars 
Source: McGraw-Hill Dept. of Economics 


CHART NO. 27 


SENSATIONAL GROWTH IN CONSUMER EXPENDITURES* 
UP 88% BY 1975 


1960 


1975 


*includes: Housing 


Source: 
McGraw-Hill Dept. of Economics 


PROGNOSTICATIONS—These three bar charts are taken from the report 
by the department of economics of McGraw-Hill Publishing Co. en- 
Economy—Prospects for Growth Through 
They are taken from the section dealing with 


titled “The American 
1975” (AA, Feb. 27). 
the “ 


new market for consumer goods.” 


The top chart illustrates the 


40% rise of family income (after taxes) in 1975 over 1960, in terms 
of 1960 dollars. The middle chart shows the revolution in redistribu- 


tion of income which has been taking place since 1929. 


The bottom 


chart graphically illustrates the rapid growth of consumer expendi- 
tures (in 1960 dollars) between now and 1975. 


Tire Industry Again 
Under FTC Scrutiny 


WASHINGTON, March 14—The 
Federal Trade Commission report- 
ed last week that it is having trou- 
ble with the tire industry again, 
this time on deceptive pricing and 
guarantees. 

The commission’s office of con- 
sultation has circularized the in- 
dustry with letters asking whether 
dealers are being supplied with 
ads involving comparative prices 
and guarantee terms. 

Two years ago the tire industry 
was among the first to come under 
the commission’s pepped up “con- 
sultation” program. Tire industry 
guides were adopted at that time, 
and manufacturers eliminated the 
use of deceptive brand names, 
which sometimes implied that sec- 
ond and third line tires actually 
were of higher quality than the 
best line. 


® One of the big problems with 
respect to guarantees, according to 
John Heim, director of the bureau 
of consultation, has been that the 
guarantee adjustment is sometimes 


based on a fictitious price. 

FTC told tire industry members 
they can stay out of trouble if they 
base their guarantee adjustment 
on: (1) The tire’s actual selling 
price; (2) the customary retail 
price in the trade area; or (3) the 
advertiser’s customary price in the 
recent, regular course of business. 


Wash N’ Dri Names NC&K 

Norman, Craig & Kummel, New 
York, has been appointed to handle 
advertising for Wash N’ Dri, major 
product of Unexcelled Chemical 
Corp. which was recently pur- 
chased by Colgate. The agency al- 
ready handles Veto and Poise de- 
odorants, Cashmere Bouquet and 
other Colgate products. Wash N’ 
Dri’s last agency of record was 
Warwick & Legler. 


Storer to McCann-Marschalk 
Storer Broadcasting Co., Miami, 
has named McCann-Marschalk, 
Miami, to handle corporate adver- 
tising. Peter Finney Advertising 
Co., Miami, formerly had the ac- 
count. Stanton P. Kettler, Storer 
exec vp for operations, said that 
each of Storer’s seven radio and 
five tv stations will retain its pres- 
ent agency in its local market. 


‘We'll Try All Kinds 
of Things’ on Pay 


TV, Hayward Says 


| ideas 


Cuicaco, March 14—A few more 
of what Hartford viewers 


| will see when the pay tv experi- 


ment begins there later this year 
were revealed here last week. 

Leland Hayward, Broadway pro- 
ducer and consultant on the proj- 
ect, told the Investment Analysts 
Society of Chicago that RKO-Gen- 
eral, which is running the test, 
would probably present news 
coverage in depth, formal courses 
in language and other subjects, 
and children’s shows based on clas- 
sic stories, in addition to dramas, 
movies and sports events. 

“We're going to try all kinds of 
crazy things—experiments—to find 
out what the people want,” Mr. 
Hayward said. 


Mr. Hayward appeared on a 


panel with T. F. O’Neil, president | 


of RKO-General, and Joseph S. 
Wright, president of Zenith Radio 
Corp., whose Phonevision system 
of over-the-air transmission will 
be used in the three-year test. 


e Mr. O’Neil indicated that the 
backers will attempt to present 
fine programming at a lower cost 
by convincing the suppliers of en- 
tertainment that it is to their ulti- 


| mate advantage to see the pay tv 


test succeed. 

As an example, he said that if 
movie distributors would supply 
films to pay tv on the same basis 
as they do to movie houses—taking 
a percentage of the income—they 
could receive greater income from 
nationwide pay tv—when that be- 
comes a reality—-than they could 
through movie houses. 

Mr. O'Neil told the investment 
analysts that he figured the break- 
even point for pay tv in Hartford 
was about $75 per set per year, 
figured on the basis of 50,000 sets. 

Mr. Wright said he was unsure 
of the exact potential of pay tv. 
“But all of the market surveys 
that we have seen show that ap- 
proximately 25% of the viewing 
public would be enthusiastic to 
have the service, and at least an- 
other 25% indicate that they 
probably would like to have it,” 
he said. 


s “While Zenith’s equipment and 
systems are going to be the last 


‘The oation's Leaders prefer ,, 


ANTIQUE SCORE—Carillon Importers, 
New York, launched a series of 
b&w page ads for Antiquary 
Scotch whisky with this one in The 
New Yorker March 4. The figure 
was created by Tomi Ungerer; 
Chester Gore Co., New York, is 
the agency. 


word in electronic distribution, the 
public will either be buying or 
ignoring specific programs; and 
the only way to make this business 
successful is by doing an outstand- 
ing job of programming. This 
means not only obtaining the 
cream of the new Hollywood 
product and of the stage and 
concert hall, but merchandising it 
in an attractive way,” he said. 
Mr. Wright noted that Zenith 


| believes nationwide use of pay tv 


would stimulate sales of color sets 
and receivers with larger screens, 
since people would want to get 
the most enjoyment out of pay tv 
fare. + 


Burnard Heads Lanolin Int'] 

John M. Burnard, formerly di- 
rector of marketing of Miles Labo- 
ratories Pan American Inc., has 
been named director of interna- 
tional operations of Lanolin Plus, 
New York. 


Leader in the Western 
Equestrian Field 
6 Months Ending 
1960, 
28 


June 30, 
113 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


Fort Wayne $7,484 


South Bend- 
Mishawaka $6,993 


Fort Wayne Has More 
Buying Power Per Family 
Than Any Other Metro 
Area In Indiana” 


Here Are The C.S.1. Facts 


Gary-Hammond- 
Indianapolis $7,139 East Chicago $6,528 
Evansville $6,012 


*26TH IN NATION 


SOURCE: SRDS Feb. 15, 1961 


WRITE FOR FREE 15-COUNTY 
MARKET FACTS BOOK 


FORT WAYNE 


FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel © THE JouRNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 
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Advertising Age, March 20, 1961 
Dixon Seeks to 
Speed FTC Work 


(Continued from Page 1) 
pledge aggressive enforcement of 
FTC’s powers in the advertising 
field. 

“With respect to advertising,” 
he told the committee, “FTC has 
its fullest responsibility. False ad- 
vertising hurts the consumer, and 
it is also a tool of monopoly, for 
false advertising can help a com- 
pany acquire a -substantial share 
of the market.” 

Mr. Dixon was pressed to ex- 
plain his feeling about portions of 
the 1958 Kefauver committee re- 
port on administered prices in the 
auto industry, which declared that 
advertising once performed “a 
socially desirable” purpose by 
building the market for cars, but 
now merely adds to the cost of 
cars, by shifting prospects from 
one make to another. 

Under committee questioning 
Mr. Dixon said he regards this as 
an appropriate description of the 
role of advertising on the auto in- 
dustry, on the basis of testimony 
which the committee received 
from competent economists. “It 
was their testimony,” he said, 
“that the significant way to in- 
crease auto sales is to reduce 
prices.” 


® As for his feeling about adver- 
tising, he told the committee, 
“Without advertising, much of our 
mass production could not have 
happened. Even if you made a bet- 
ter mousetrap, without advertising 
you couldn’t sell it.” 

Sen. Norris Cotton (R., N.H.) 
expressed fear that the “socially 
desirable” concept might color Mr. 
Dixon’s approach to advertising 
problems at FTC. “FTC’s job,” the 
nominee replied, “is to keep ad- 
vertising honest. FTC acts on the 
basis of law. Whether advertising 
is expanding the market or de- 
creasing it, or whether advertising 
is socially desirable wouldn’t be to 
the point.” 

Time and again he returned to 
what is clearly his most overriding 
ambition: To pull together “the 
beginning date and ending date” 
of FTC’s cases. 


# Mr. Dixon outlined extensive 
plans for reorganization of the 
commission, which he hopes to 
sell his four colleagues: 

e Cut down the present bureau 
of investigation. Under existing 
arrangements, the bureau “is the 
center” of the commission, “yet it 
does not have the trial experience” 
to qualify it for all the responsi- 
bility that it is trying to exercise, 
he told the committee. As a result, 
he said, “Papers are worn out by 
handling them too much.” 

Under his plan the development 
of cases will be centered in three 
bureaus, one for deceptive prac- 
tices cases, a second for restraints 
(anti-monopoly), and a third for 
textile labeling. The bureau of in- 
vestigation will function largely as 
a field organization, doing “leg 
work.” 

e Break the trial examiner bot- 
tleneck: One of FTC’s most criti- 
cal problems, he told the commit- 
tee, is that it has only 15 hearing 
examiners to handle all the cases 
that go to trial. They are at least 
three years behind in their work, 
he said. 

e Eliminate long delays: He told 
the committee he proposes to 
establish a procedure by which a 
case will be designated for trial, 
with the trial continuing until all 
the evidence is in. As an indica- 
tion of what he has in mind, he 
cited the rules of administrative 
procedure in the federal courts, 
where cases are designated for 
trial, and the trial completed at a 
single session. = 


FTC Finds Protective 
Shield Ads Deceptive; 


Alcoa Accepts Decree 


(Continued from Page 1) 
nothing untruthful about the in- 
visible shield ads. 

Commissioner Kern wrote that 
it is unnecessary to rely on “visual 
innuendo” to find that the Colgate 
ad implied complete protection. 

“The audio portion of the com- 
mercial specifically claims that 
Colgate’s Gardol forms an invisible 
protective shield around the teeth 
and states that this protecion is the 
same as that afforded the an- 
nouncer by the invisible shield in 
the commercial. 


s “The picture accompanying this 
statement plainly shows that the 
announcer was completely protect- 
ed. The fact that the shield was not 
visible in the commercial is obvi- 
ously respondent’s method of in- 
dicating the manner in which Col- 
gate’s with Gardol works, which 
is not at issue in this proceeding.” 

Commissioner Kern noted that 
Colgate has been cooperative in 
the past and has admitted that no 
dentifrice provides complete pro- 
tection. While it abandoned these 
ads, at an expense of more than 
$100,000, after the complaint was 
issued, the order is necessary be- 
cause it has continued to insist the 
ads were not false. 

He shrugged off Colgate’s con- 
tention that it had no reason to 
believe FTC was dissatisfied with 
the ads, since there had been fre- 
quent consultation in the past. 
“There is no evidence that the 
commission’s staff gave respondent 
any reason to believe its protec- 
tive shield theme was not decep- 


tive,” he wrote. “To the contrary, | 


respondent was advised by the 
staff on three occasions prior to the 
issuance of the complaint that its 
advertising, in which the protec- 
tive shield was featured, was still 
under investigation.” 


# The Alcoa order stems from a 
complaint issued Jan. 8, 1960, at 
the peak of the tv advertising 
cleanup drive (AA, Jan. 18, ’60). 
It was based on a demonstration 
showing two hams side by side. 
The ham “protected by ordinary 
wrap” was dried out, while the 
ham covered with Super-Strength 
Alcoa Wrap was fresh and juicy. 

In the complaint, FTC said that 
actually the “ordinary wrap” had 
been deliberately torn and severe- 
ly wrinkled, and the ham covered 
by “ordinary wrap” had been aged 
longer than the ham covered by 
“Alcoa Wrap.” 

The order said the three com- 
panies must stop using demon- 
strations purporting to prove Al- 
coa Wrap’s properties in preserv- 
ing food or its strength when such 
proof is not actually given; and 
disparaging competitive products 
by untruthful statements or de- 


|ceptive or misleading methods. + 


No Pain Killer Is 
Fastest, Says FTC 


(Continued from Page 1) 
these claims by competing anal- 
gesics: 

Anacin: “A far faster . 

. incredibly fast relief.” 

Bayer aspirin: “Bayer brings 
fastest relief.” 

St. Joseph aspirin: “Ready to go 
to work faster ... than all three 
other leading pain relief tablets.” 

Anacin and Excedrin were both 
challenged on another point. Nei- 
ther will relax tension or act as an 
anti-depressant, although both are 
so advertised, FTC said. 

FTC said ads covered by the 
complaints were used on radio and 
tv, in newspapers and magazines 
and other media. = 


. . faster 


. 


Last Minute News Flashes 


_ARF Unit to Propose New Media Evaluation Basis 


CuicaGco, March 17—The audience concepts committee of Advertising 
Research Foundation, in a report to be published within the next sev- 
eral weeks, is recommending a concept of “perception” as more valid 
than media circulation, ad exposure and other conventional measure- 
ments as a basis for media comparisons. “Perception,” consisting of all 
reactions (of people exposed to given ads) that would not have ex- 
isted without this exposure, was termed the “purest” measure to an 
advertiser of the combined effect of his ads and the media used. The 
group admitted that the concept cannot be stated precisely in terms of 
a statistical device and that it is not an absolute measure of media ef- 
fectiveness but stressed that measurements commonly used are not di- 
rectly useful to advertisers making media choices. The report was sum- 
marized last night by Dr. Seymour Banks, vp of Leo Burnett Co. and 


committee chairman, at a meeting of the Chicago chapter of the Amer- 
ican Marketing Assn. 


Booraem Resigns as Ogilvy Broadcast VP 


New York, March 17—Hendrik (Hank) Booraem Jr. is resigning 


April 1 as vp in charge of the broadcast department of Ogilvy, Benson 
& Mather. 


Klein Succeeds Manheimer at Macftadden 


New York, Marcn 17—Frederick A. Klein, formerly co-publisher of 
West Park Publishing Co., has been appointed vp and general manager 
of Macfadden Publications, succeeding Irving S. Manheimer, recently 


Epithet Rivalry ... 
Falcon Futura to 


Be Ford's Reply 


advanced to board chairman (AA, Feb. 27) via purchase of Macfadden | 


by Bartell Broadcasting Corp. 


Wiley Acquires Agency, Forms Wiley-Kiernan 
New York, March 17—Walter Wiley Advertising has bought out its 


to Corvair Monza 


Pontiac, Buick, Olds 
Also Ready Sporty Lines 
to Hypo Spring Sales 


Detroit, March 16—Makers of 
five compact car lines soon will an- 
nounce their own versions of sul- 
phur and molasses—a spring busi- 
ness tonic in the form of sporty 
new models. The new compacts are 
special prescriptions to end winter 
doldrums and perk up lagging 
sales. 

First on the market will be 
Ford’s Falcon Futura, a two-door 
sedan with bucket front seats and 
a Thunderbird-like console be- 


| tween the seats. The Futura, which 
will be announced at a press con- 


affiliate, Frank Kiernan & Co. The operation, at 15 William St., will | 


be known as Wiley-Kiernan Inc. Ownership rests with Walter Wiley 
and Mrs. Dorothy F. Wiley. Mr. Wiley is president, while J. Russell 
Kiernan is chairman. Combined billings were put at $1,000,000. 


Senator Errs on Ads: U.S.; Other Late News 

e The U. S. Defense Department today labeled as “far in excess of the 
true figure” the $500,000,000 tag which Sen. Howard Cannon (D., Nev.) 
said was spent on government-paid advertising done by defense con- 
tractors (see story on Page 10). Deputy Assistant Defense Secretary 
Graeme C. Bannerman said a spot check turned up no instances where 
companies were charging the government for non-allowable ads. 


e The Federal Communications Commission has asked the Justice De- 
partment to bring contempt action against Music Corp. of America wit- 
nesses who refused to talk about arrangements with talent, tv produc- 
ers, and networks at a Los Angeles hearing last week. 


e Procter & Gamble will sponsor a closed circuit telecast for dentists 
in 36 cities April 26. The postgraduate educational program—the first 
of its type ever presented for the dental profession—will originate from 


ference March 20, will be available 
after April 15. 

Ford will launch the Futura, 
billed as the “compact cousin of the 
Thunderbird,” the week of April 
20. Four-color pages in Life, Look, 
The New Yorker, Parade, Playbill, 
The Saturday Evening Post, Sun- 
set Magazine and This Week Maga- 
zine will announce the car. These 
will be augmented by a campaign 
in 106 newspapers in 60 major 


' markets, tv commercials that week 


the University of Pennsylvania School of Dentistry and the University | 


of Southern California. P&G’s commercial messages (presumably for 
Crest) “will be limited to a single, brief segment during the 90 min- 
utes,” according to the American Dental Assn. 


e Thayer Laboratories, a division of Revlon Inc., New York, has named 
Casper Pinsker, onetime direct mail specialist, and more recently own- 
er of a recording company, to succeed Emanuel Goren as general man- 
ager. Mr. Goren said he will announce his future plans in several weeks. 


e Willizm E. Holden, vp and director of Doherty, Clifford, Steers & 
Shenfield, will join Fuller & Smith & Ross, New York, May i as senior 
vp, board member and manager of the New York office. Mr. Holden 
replaces Ralph Nicholson, who recently was named Assistant Postmas- 
ter General. 

e Sudler & Hennessey, New York, citing ‘‘a difference of opinion con- 
cerning agency responsibilities,” has announced the resignation of the 
Music Corp. of America (MCA) account, which it added last year. One 
of the agencies in contention for the business is Ritter, Sanford, Miller 
& Kampf. At the same time, the Sudler agency announced acquisition 
of Hamilton-Electrona Inc., distributor of a new electron beam welding 
and drilling unit developed by Germany’s Car] Zeiss. The unit is being 
made here by United Aircraft’s Hamilton Standard division. Hamilton- 
Electrona was previously handled by Wilson, Haight & Welch, Hart- 
ford, the Hamilton Standard agency. 


e Macbeth Corp., Newburgh, N. Y., manufacturer of electronic instru- 
ments for the measurement of light, has named Hazard Advertising 
Co., New York, as its agency. 


e The Federal Trade Commission changeover will take place this 
weekend, with Paul Rand Dixon assuming the chairmanship and Earl 
Kintner leaving for private law practice in Washington. The Senate 
rushed through Mr. Dixon’s confirmation this week so he can represent 
FTC at budget hearings March 20. 


e Walter A. Schwartz has been named national radio sales manager of 
Westinghouse Broadcasting Co, New York, replacing Perry Bascom, 
who some time ago was appointed general manager of Westinghouse’s 
KYW, Cleveland. Mr. Schwartz formerly was head of the Detroit 
office of AM Radio Sales, a Westinghouse subsidiary. 


e General Foods is testing Post Instant Brim in Albany, Schenectady, 
Troy and in other regions, via tv spots and cut-ins in GF network 
shows and newspaper r.o.p. color pages. Brim (‘“‘breakfast in a glass’’) 
is a powder that supplies vitamins and minerals when milk is added, 
GF said. It won’t be marketed as a weight reducer. Young & Rubicam 
is the agency. 


e H. J. Heinz Co., Pittsburgh, apparently is ready to hit the U. S. mar- 
ket with a new dehydrated tomato soup, AA learned this week. Heinz 
officials would not confirm introduction of the new product. The com- 
pany already markets dehydrated soups in Scotland and in Canada. 
Maxon Inc., Detroit, is the Heinz agency. 


e Producers of the Garry Moore show on NBC-TV were denied a pe- 
tition for a permanent injunction to prevent Carol Lawrence from ap- 
pearing on a Bing Crosby show over ABC-TV March 20. The contrac- 
tual dispute was heard in New York country supreme court. General 
Motors will sponsor the Crosby show 


on the Tennessee Ernie Ford and 
“Wagon Train” shows, and a spe- 
cial schedule of radio spots. 

Other makers are expected to cut 
loose similar introduction cam- 
paigns, but no plans have been an- 
nounced. 


® Futura and the other new com- 
pacts obviously are going after 
some of the lucrative market that 
Chevrolet’s Corvair Monza now is 
getting. Monza currently accounts 
for more than 46% of total Cor- 
vair production. 

Mercury’s Comet S-22, like the 
Futura, will feature bucket front 
seats and a beefed-up interior in a 
two-door hardtop model. Mechani- 
cally it will be no different from 
the regular Comet series. 

Buick, Oldsmobile and Pontiac 
will follow in early May with 
sports compacts—also, two-door 
models with bucket front seats. 


® Pontiac will unveil its new Tem- 
pest model April 1 at the Interna- 
tional Auto Show in New York. No 
special name is being given to the 
new Tempest version. Buick and 
Oldsmobile, however, may come 
out with stimulating names such 
as Skylark and Cutlass. 

No special spring “booster” mod- 
els are expected from Chrysler 
Corp., although Dodge did make a 
running change recently on _ its 
Dart and Polara tail lights to make 
them more attractive. + 


Bristol Reelected Chairman 
of Advertising Counsil 

Lee H. Bristol, chairman of Bris- 
tol-Myers Co., New York, has been 
reelected chairman of the Adver- 
tising Council. He has served on 
the council board since 1945. Re- 
elected vice-chairmen were Leo 
Burnett, chairman of Leo Burnett 
Co., Chicago; Edwin W. Ebel, vp 
of advertising of General Foods 
Corp., New York; and Edward C. 
Von Tress, senior vp of Curtis 
Publishing Co., Philadelphia. 


L. L. Schmidt Elected President 
Lorenz L. Schmidt has been 
elected president of Schmidt Lith- 
ograph Co., San Francisco, suc- 
ceeding Carl R. Schmidt, who has 
been named chairman of the board. 
The new president was formerly 
exec vp and general manager. 
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Tire Sales Deals | 
With Gas Stations 
‘Unfair, Says FTC 


(Continued from Page 3) 
companies, on combined sales to- 
taling $47,000,000. 

Chairman Kintner wrote that al- 
though both oil companies have 
tried vigorously to create an image 
of the typical lessee-dealer as a 
stoutly independent business man, 
able to close up show as a Shell 
or Atlantic lessee on Saturday 
night and reopen down the street 
in some other oil company’s station 
on Monday morning, “the record 
as a whole suggests that this is a 
romanticized picture of a small 
business man who is, more often 
than not, in a woefully weak bar- 
gaining position vis-a-vis his oil 
company lessor.” 

The coercion of dealers, accord- 
ing to the decision, was really only 
a symptom of the more fundamen- 
tal restraint in the sales commis- 
sion system itself, FTC argued. 
“The more dramatic and immedi- 
ate impact of this system, to be 
sure, is upon retail service station 
dealers of Shell and Atlantic and 
other oil dealers similarly situated. 
Their freedom to buy and sell is 
shown to be less complete in prac- 
tice than in theory. 

“Yet from the point of view of 
the anti-trust laws, it is the devas- 
tating competitive effects of the 
sales commission system on com- 
petitors of Firestone and Goodyear 
which raises the most grave ques- 
tion.” 


s While the commission arrange- 
ments were not exclusive fran- 
chises, “joint merchandising” with 
the oil companies gave the Fire- 
stone and Goodyear people a prime 
advantage over other rubber com- 


Put Quality Shows 
in Prime Time; Cut 
Violence, Collins Asks 


(Continued from Page 2) 
try to get it.” 


| 
| 
| 
| 
| 


@ Mr. Collins offered detailed sug- | 
gestions as to how advertisers and | 
agencies could help in this effort 
to improve prime time tv program- 
ming. This was his four-point ap- 
peal to buyers: 


e “Realize the grave responsibil- 
ities that are involved in the tre- 
mendous power that radio and 
television wield over men’s minds. 


e “To the extent to which you in- 
fluence program material, place 
your force and influence on the 
side of quality and integrity. Be 
less concerned with squeezing the 
last decimal point from a program 
rating. 


e “Be sure your advertising copy 
meets obvious and _ acceptable 
standards of good taste. These 
standards are not so nebulous as 
some people would have them 
seem. . . 

“You and I quickly can appre- 
ciate advertising copy which is 
original, creative, fresh and vig- 
orous. And you and I quickly can 
detect advertising copy which falls 
below the standards of acceptable 
taste—that panders to the cheap, 
the vulgar and the lewd, that 
stretches the truth by saying or 
implying things that are not quite 
so, that deliberately misleads sim- 
ply for the purpose of making a 
fast buck. . . 


e “Support the efforts of broad- 
casters who are trying to improve 
the quality of their services. Give 
this support by doing business 
with those who adhere to the in- 
dustry codes.” + 


panies, FTC found. They got ad- 
vance word about new stations, 
and were in a position to solicit the 
initial stocking order, which 
amounts to as much as_ $3,000. 
They participated in cost-sharing 
promotions, like Shell’s “banner 
day,” and they had the use of 
Shell and Atlantic credit card fa- 
cilities. 

“Double teaming”’—joint salés 
trips by oil and rubber company 
representatives—helped eliminate 
any chance of an outside brand 
getting into a station, the commis- 
sion said. “One reason for this 
might be that the evaluation of 
Shell and Atlantic salesmen of 


dealers is a large factor when | SUCCESS sTorY—Ted Cramer makes 
decisions are made on extending | the presentation which won the 


dealers’ leases.” 


s For the small tire companies, the 
sales commission plan inaugurates 
a “vicious cycle” of injurious com- 
petitive effects, FTC said. “Small 
companies are unable to compete 
in the first place for the contract 
because they lack widespread dis- 
tribution at the wholesale and re- 
tail level; and yet the operation 
of the plan stands as a bar to fu- 
ture expansion of the smaller tire 
company’s distributive systems 
since they are thereby foreclosed 
from a substantial segment of the 
wholesale and retail market.” 


A third case involving similar | Three agencies have held the ac-| 
between Goodrich | count in 


arrangements 
and the Texas Co. was also before 
the commission. Hearing examiner 
Kolb had recommended an order 
against the Texas Co., and dismis- 
sal as to Goodrich. FTC 


N. Carolina Shifts 


| 


| 


| 
| 
| 


sent it} 


back to him with a request that he | 


get more information about the 
competitive effect of this contract, 
and then decide whether he wishes 
to change his own decision. 


FIRESTONE WILL 


APPEAL FTC ORDER 


AKRON, March 16—Firestone 
Tire & Rubber Co. said 
file an appeal of the cease and de- 
sist order of the Federal Trade 
Commission, outlawing the sales 
commission plan 
stone and Shell Oil Co. + 


National BBB Raps 
Denver Truth Drive 


as Rule Violation 


(Continued from Page 1) 
Phoenix. 

The memorandum also pointed 
out that such an emblem “would 
lead the public to believe that it 
can with confidence trade with 
those displaying or advertising this 
emblem, when such may not al- 
ways be the case. Those businesses 
not displaying the emblem would 
be mentally blacklisted by the 
public. 


ADCLUB PLANS RESPONSE 

DENVER, March 15—Jim Austin, 
of Colorado Rancher & Farmer, 
president of the Denver adclub, 
said his group was “not ready to 
take a stated position” on the mat- 
ter. W. Dan Bell, general manager 
of the Denver BBB, will respond to 
Mr. Foster at the adclub’s March 
30 meeting. + 


‘Farm & Ranch’ to Reduce 
Circulation Guarantee 

Farm & Ranch, Nashville, will 
reduce its circulation guarantee by 
40,000, to 1,100,000, effective with 
its July issue, and to an even 1.,- 
000,000 circulation effective with 
its January, 1962, issue. Tom An- 
derson, publisher, said these are 
the second and third steps in a 
long-range plan to bring circula- 
tion volume into line with major 
reductions in farm population. The 
magazine previously had reduced 
space rates and cut 150,000 from 
the guarantee with its January is- 
sue. Rates will not be reduced in 
mid-1961. 


North Carolina tourism and indus- 
trial development account for Ben- 
nett-Advertising, High Point. 


$375,000 Account 
Back to Bennett 


(Continued from Page 1) 
able billings and is awarded for a 
two-year period, beginning July 1. 


its 24-year existence: 
Eastman-Scott, Atlanta; Bennett, 
which lost it four years ago after 
an eight-year tenure; and present 
agency, Ayer & Gillett, of Char- 
lotte, one of today’s finalists. 

The six-man advertising com- 
mittee of the Board of Conserva- 
tion & Development paid rapt at- 
tention to the presentations; there 
was a tie vote on the first ballot. 


e The occasion 
opportunity for 


provided a 
outsiders to 


rare 
ob- 


|serve intimately a series of com- 


it will | 


petitive presentations for a single 
account, plus the detailed thinking 


|of a grass-roots ad committee as 


between Fire- | 


it painstakingly worked its way to 
a decision. 


Also present during the _ ten- 


| hour session were Charles Parker, 
|state advertising director; the di- 


rector and assistant director of the 


| Board of Conservation & Develop- 


ment; staff members; reporters 


|from three state dailies, a repre- 
|sentative of ADVERTISING AGE; and 
|\the six-man executive committee 


of the state board, who did not 
hear the presentations but arrived 
late in the afternoon, as the bal- 
loting was about to begin. 

Only the advertising committee 
voted. The first ballot produced a 
tie between the incumbent, Ayer 
& Gillett, and Bennett-Advertising. 
At this point one suggestion was 
for the executive committee to 
break the tie. But before that 
could be acted upon Mr. Parker 
was asked for his comments on 
the two agencies. 

He had been silent most of the 
day, on the theory that he would 
have to work with whatever agen- 
cy was selected and did not want 


to express any leanings. Now he} 


spoke out, and his remarks swung 
the vote to Bennett. 


® Earlier, at the conclusion of the 
formal presentations, the commit- 
tee had adjourned for what was to 
be a social, but private, lunch. It 
was obvious when they returned, 
after an hour and 45 minutes, that 
the talk hadn’t all been social, be- 
cause the group had compiled a 
list of four agencies they wanted 
called back for further questions. 
The four: The Charlotte office of 


Cargill, Wilson & Acree, Rich- 
mond; Kastor, Hilton, Chesley, 
Clifford & Atherton, New York; 


3ennett-Advertising; and Ayer & 
Gillett. 

The committee chairman, Hugh 
M. Morton, explained to all nine 
agencies (the other five were 
Stephen Goerl Associates, New 
York; Hege, Middleton & Neal, 


Greensboro; Harry Gianaris & As- 
sociates, Charleston, S. C.; Graem 
Yates Advertising, Charlotte; and 
Dorr M. Depew Advertising, Char- 
lotte) that this didn’t mean the 
four were finalists. 

“We already know all we need 
to know about the rest of you,” 
based o:: their presentations and 
the questionnaires they had an- 
swered earlier, Mr. Morton said. 

But from that moment on, none 
of the five agencies entered the 
deliberations. 


= In the recall, the queries took 
this line: 

e Kastor, Hilton was asked how 
| much time state people would have 
to spend in New York and how 
much agency executives would be 
|/in Raleigh. 

(Each non-local agency had said 

|earlier it would open a Raleigh 
office if chosen.) 
e Bennett-Advertising was ques- 
tioned intensively about its inter- 
| nal and external pr facilities; the 
dividing line between free and 
charged-for pr work (out-of-pock- 
|et expenses out of North Carolina 
land fees on extended trips would 
|be asked for). 

The committee wanted to know 

the authorship of a taped singing 
|commercial that highlighted the 
|earlier presentation and played a 
major role in Bennett’s selection. 
Account executive Ted Cramer, 
who had delivered the agency 
presentation, was the lyricist, and 
New York musician Don Elliot 
(who scored Broadway’s ‘‘Thur- 
_ ber Carnival” and other plays and 
tv shows) was the composer, the 
committee was told. 
e All four agencies were asked 
pointedly about facilities and man- 
power available in Raleigh, but in 
the recall quiz of Ayer & Gillett, 
political undercurrents involved in 
this state account also became ap- 
parent. 

It was no secret among observ- 
ers in the Tarheel capital 
political favoritism may have 
played a dominant role in the pre- 
vious selection of Ayer & Gillett, 
and that it might do the same in 
the reappointment of Bennett. 
Such reports had already circu- 
lated in the daily press, and some 
of the reasons—justified or not— 
were readily apparent. 

Ed Rankin, manager of Ayer & 
Gillett’s office, was a former sec- 
retary to Luther Hodges, former 
governor and now Secretary of 
Commerce. Mr. Rankin also 
worked, simultaneously, for John 
Harden Associates, public relations 
counsel to Gov. Hodges. Mr. Hard- 
en, among other activities, had 
worked on Gov. Hodges’ well-pub- 
licized trade mission to Europe last 
year and had accompanied him on 
the trip. 

Secondly, Ted Cramer, of Ben- 
nett, 
publicity for the present governor, 


had handled radio and tv. 
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Terry Sanford. The governor has 
said that he paid Bennett for all its 
services, but nevertheless, state- 
house talk had the $375,000 plum 
“all sewed up” for Bennett. 


® This and a lot of other political 
talk bubbled over at the commit- 
tee meeting, when Roy Wilder, as- 
sistant director of the Board of 
Conservation & Development and 
a Gov. Sanford campaign worker, 
pointedly asked Mr. Rankin, “Do 
you work for John Harden or do 
you work for Ayer & Gillett?” 
Mr. Harden and Mr. Rankin 
combined forces to explain that 
Mr. Rankin, although he is a 
Harden employe, works for both; 
in fact, the Ayer & Gillett and 
Harden Associates names both ap- 
pear on the door of the Raleigh 
office. 
Mr. 


Wilder wondered if there 


| Was any truth to the “gossip that 


you [Ayer & Gillett] had to hire 
Harden if you wanted to get the 
account?” 

“No sir, that’s not true,” said 
Mr. Ayer. “That’s the first time 
I’ve heard that.” 

Mr. Wilder asked, “Does Ayer 
& Gillett work for John Harden 
Associates, or does John Harden 
Associates work for Ayer and Gil- 
lett?” 

“John Harden Associates works 
for Ayer & Gillett,” replied Mr. 
Ayer. 


® Following the four-agency quiz, 


the approximately 30 admen 
camped hopefully outside the 


locked committee room door in the 
Sir Walter Hotel. 

Inside the room, talk turned to 
creativity, communications, and 
compatibility, and how each of the 
agencies stacked up. 

“T feel like it’s the end of the 
Civil War,’ Mr. Morton said at 
last. “We’ve been divided and con- 
quered and have no leadership. I 
guess we just better pass out the 


| ballots and count your vote.” 
that 


The vote was three to three— 
Ayer & Gillett and Bennett. 

Someone said: ‘‘Let’s ask Char- 
lie Parker again. After all, he’s 
got to work with them.” 

Mr. Parker stood up. “Of course 
I would work with any agency that 
we presented,” he said. “The agen- 
cy I was leaning toward didn’t get 
a single vote.” 

He then said that there seems to 
be a “custom these days” to switch 
agencies and “spread the account 
around.” A new agency provides 
“new talent” and sometimes new 
creative ideas, he said. 

“Ayer & Gillett is perfectly 
qualified to handle the account. 
Bennett is the largest agency in the 
state. I can work with them.” 


s The committee man who asked 
for Mr. Parker’s views spoke out: 
“You’ve given us the direction we 
needed, Charlie. Let’s vote again.” 
It was five to one, for Bennett. + 


Dairy Group Hits Magazines Using ‘Scare’ 
Articles on Nutrition; Cuts Back Schedules 


CuicaGo, March 14—Charging 
that some magazines have been ex- 
ploiting articles on nutrition and 
diets, M. J. Framberger, general 
manager of the American Dairy 
Assn., yesterday urged magazines 
to make a closer examination of 
such stories to determine if such 
stories are in the public interest. 

In a talk before the Agate Club 
of Chicago, Mr. Framberger 
charged that a number of stories 
on nutrition and crash diets have 
appeared in some magazines which 
were detrimental to the readers of 
those publications. 

He lashed some of the magazines 
for “premature reporting” and “ir- 
responsible journalism” and 
charged that “scare articles are be- 
ing exploited in the circulation 
race.” 


s While making it clear that the 
ADA will not try to influence the 


editorial matter in magazines, he 
added that the ADA will advertise 
only “in magazines which have re- 
spect for editorial integrity.” 

In discussing other problems 
faced by the dairy industry, Mr. 
Framberger asserted that “‘mount- 
ing rate schedules have forced us 
to concentrate in fewer maga- 
zines.”” He added that “this trend 
can be dangerous to you and us.” 


s The ADA invested $2,306,851 in 
magazines in 1960—more_ than 
twice as much as it spent in the 
medium in 1959, Mr. Framberger 
said. He said that ADA has in- 
vested $15,000,000 in magazines in 
the past ten years. 

ADA will use more public re- 
lations this year and will concen- 
trate on teen agers, he said. Sports 
booklets will be issued in an effort 
to get the attention of the teen 
market. = 
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Short of crippling storm 
or Ca fastrophe a @ @ Nothing stops nearly two million New Yorkers 


from leaving home and loved ones, hustling 
to the nearest store or stand, digging down in 
their change pockets—and buying the 

New York News. Every day in the year! 

Nobody has any obligation to buy this 
newspaper. Carrier delivery is limited largely 
to the suburbs. 

But more than 90% of News circulation is 
delivered by News drivers, who dump the papers 
off trucks. Dealers display them. People come 
and get them. The largest newspaper circulation 
in these United States is a self-shopped 
cafeteria copy-for-copy buy! 

And it is read by 4,700,000 people every day 
(Profile-2nd Edition). More people with good 
jobs, high incomes, owned homes, kids and 
college degrees than any other New York City 
newspaper can give you. 

When you can put your advertising in such 
a newspaper, with such coverage, in such 
a market as New York, at such a low rate 
—what are you waiting for? 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11—634 Buhl 
Building, Detroit 26—1405 Locust St., Philadelphia 2—3460 Wilshire Boulevard, Los Angeles 5—407 Lincoln 
Road, Miami Beach 39—155 Montgomery St., San Francisco 4—3 & 5 Warwick House St., London, $.W. 1, England 
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Advertising Council Readies New Campaign to Stress Confidence in a Growing America 


Another good reason for Confidence in a growing America 


SEED MONEY—S$12 BILLION A YEAR! 


Spent in research, it's sure to produce the hnggest crop ever of new products and new johs 


Ancther good reavm oe Confidence in a growing America 


— 


Mis 


FASTEST-GROWING U.S. INDUSTRY! 


panied reavarch, and you 


That's 


YES—THIS IS A RADIO! 


stow we changing pour life 


wees weeeanee © 


hare @ stake on ite future 


ee 
cone meeeemes © 


wont sso 


Another good reasem tor Confidence in a growing A 


merica 


ALL READY FOR USE—The Advertising Council has prepared a complete kit of materials for 
a new “Confidence in a Growing America” campaign to help overcome recession think- 
ing. Mats of the newspaper and magazine ads shown here, in a variety of sizes, are 
available without charge to advertisers, agencies, and media. Also available for the 
asking are complete kits, including a variety of radio and television announcements 
and film spots, ads and editorials for house magazines, drop-in spots for ads, logo- 
types, etc. Copies of the basic book upon which the campaign is based, “The Promise 


of America,” are also available without charge, and bulk orders for quantities to be 
distributed to employes and others may be had for a nominal charge. Write to The 
Advertising Council, 45 W. 45th St., New York 17, or to Advertising Council offices in 
Chicago, Los Angeles, San Francisco or Washington. Materials in the “Confidence” 
campaign were developed by McCann-Erickson, working as a task force agency with 
campaign coordinator Robert M. Gray, manager of the advertising-sales promotion di- 
vision of Esso Standard Oil Co. 


@ 


$250,000 TV Drive 
Backs Dell Comics 
Contest, Premiums 


New York, March 15—The com- 
ics book industry’s biggest safari 
into tv—a $250,000 venture via 36 
major markets—is being launched 
today by Dell Publishing Co. The 
promotion kicks off a Dell comics 
contest and trading post premium 
program to small fry. 

Theme of the comics contest is, 
“Who is your favorite Dell comic 
character ... and why” in 25 words. 
Participants must send along two 
Dell “cover strips’”—a portion that 
bears Dell’s new seal—to have a 
chance to win any of 3,000 prizes. 
The contest ends June 30. 


# Under the trading post premium 
plan, youngsters can order 12 dif- 
ferent items by sending in a spec- 
ified number of cover strips plus 
cash. 

Through Fuller & Smith & Ross, 
New York, the combination ani- 
mation-and-people tv spots will 
run weekdays and Saturdays for 
eight weeks. = 


Webb Elects Lund to Board 

Bert O. Lund, advertising man- 
ager of the Farmer, has been elect- 
ed to the board of Webb Publish- 
ing Co., St. Paul. 


Late Billings Reports in 
From Four Overseas Agencies 

Four late billings reports have 
been received from overseas agen- 
cies. Agence Yves Alexandre, 
Paris, reported 1960 billings of $7,- 
900,000, compared with $7,200,000 
for 1959. The agency added five 
new accounts and placed 54% of 
its volume in print media. 

Hijos de Valeriano Perez, Ma- 
drid, reported billings of $1,500,- 
000 for 1960, compared with $1,- 
120,000 in 1959. The agency added 
four new accounts and put 40% 
of its billings into newspapers. 
Australia’s Goldberg Advertising 
billed $3,814,338 in 1960, compared 
with $2,631,953 in 1959. It added 
four new accounts and put 64% 
of its billings into newspapers. 
Tal & Ariely in Israel billed $1,- 
100,000 in 1960, compared with 
$775,000 in 1959. Newspapers took 
49% of billings. ADVERTISING AGE 
reported on the billings of more 
than 200 foreign agencies in its 
Feb. 27 issue. 


Hain Foods Names Weinberg 

Hain Pure Foods, Los Angeles, 
has appointed Milton Weinberg 
Advertising Co., Los Angeles, to 
handle its advertising. Hain is 
planning a newspaper and health 
food magazine campaign for its 
foods, which are sold exclusively 
through health food stores. 


TVS pecials 


Not Very 


Special; Cutbacks Loom 


(Continued from Page 3) 

ized this approach was a mistake 
and, during the 1960-’61 season, 
didn’t set aside any weekly peri- 
ods for them, Mr. Hollender point- 
ed out. He said it was obvious 
there will be a sharp decline in 
the number of specials next season, 
with the cut amounting to 60% 
or more. 

With most specials, not enough 
attention has been given to time- 
slot selection, Mr. Hollender said. 

Grey’s philosophy has been to 
run only specials with personal- 
ities or formats so exciting that 
both networks and the regularly 
scheduled show sponsor have been 
willing to give up good time pe- 
riods. 


HOLLENDER COMMENT 
AGREES WITH NETS’ 


New YorkK, March 14—As Ap- 
VERTISING AGE reported last month, 
some of the bloom is off the spe- 
cials for the networks, too (AA, 
Feb. 20). 

Columbia Broadcasting System 
has informed advertisers that there 
will be fewer pre-emptions for 


specials in the 1961-’62 season. 
This move is being taken to keep 
the highest possible rating levels 
for the regularly scheduled shows. 
Pre-emptions will be for the kind 
of programs that CBS feels will be 
special enough “to enhance rather 
than diminish” the value of the 
time periods involved. 

National Broadcasting Co. re- 
mains a strong specials booster, but 
it will cut the number of specs to 
spark interest in those that re- 
main. And no weekly specials are 
planned. 

American Broadcasting Co. pre- 
empts only for what it considers 
major news, public service or en- 
tertainment attractions. + 


Cash Named to KTVI Post 

Charles H. Cash Jr., formerly 
promotion manager of WSM-TV, 
Nashville, has been appointed di- 
rector of sales promotion of KTVI, 
St. Louis tv station, effective April 
10. He succeeds Don. B. Curran, 
who has resigned to accept the new 
position of director of publicity and 
promotion of American Broadcast- 
ing Co.’s owned and operated radio 
stations. 


Chilton Sets Income 
Record in ‘60; Net 
Profits Hit $1,090,796 


PHILADELPHIA, March 14—A new 
alltime high in gross income and 
a substantial improvement in net 
profits were recorded by Chilton 
Co. in 1960, G. Carroll Buzby, pres- 
ident, announced in the company’s 
annual report. 

Gross income for the year was 
$18,103,752, against $15,291,324 in 
1959, while net profit was $1,090,- 
796 compared to $532,011 for the 
previous year. 

In reporting on two new maga- 
zines acquired by Chilton, the 
company president reported that 
Food Engineering’s circulation will 
be increased to 40,000 from 28,500. 
Initial reaction to Marine Products 
Magazine, he said, has been very 
encouraging. + 


Estreich Heads TV Industries 

Basil Estreich has been named 
president and chief executive of- 
ficer of Television Industries, tv 
film distribution company, replac- 
ing Matthew Fox, who resigned. 
Mr. Estreich moved up from the 
post of senior vp. Mr. Fox, who 
left to devote his full time to Tele- 
vision of America, a subscription 
tv company, will retain his stock 
in Television Industries. 
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THE DAY LEONARDO DA VINCI 
DEVELOPED “THE ABSOLUTE WEAPON” 


Some 500 years ago, give or take a few, one of the 
world’s first design engineers applied noncircular gears 
to the crossbow for added tension and power. Social 
and religious groups were horrified. “It’s the abso- 
lute weapon!” they screamed. “There is no defense!” 


We could, we suppose, have called this 
“The Case of the Cockeyed Gears.” 
Just look at them! But then listen to 
PRODUCT ENGINEERING’S editors .. . 
“Noncircular gears are not new—but 
generally are not understood, or em- 
ployed very frequently. Yet they offer 
distinct advantages over linkages and 
cams. Here’sa...” 

This is the foreword to another of 
PE’s exclusive ‘‘Special Reports.” 
Others you may have heard your 
customers talking about include 
“Computers in Design’’.. .““Which 
Decision-Making Electrical Control?” 
...‘Heat Protectors for Electric Mo- 
tors”.. .“Roller and Thrust Bearings” 
...’Designtown, U.S.A.” 

“Why,” you might well ask “is sueh 
original, staff-written material found 
only in PRODUCT ENGINEERING?” Be- 
cause, intriguingly enough, the initial 
objective of PE’s editors coincides 
neatly with your own initial adver- 
tising objective... i.e. to develop 
readers. 


No newspaper news, no stale tips, 
no speeches, no roundups... 


No textbook chapters, no rehash of 
old stuff, no souffle of technical soci- 
ety papers...these are a few of the 
“negatives” PE’s editors are highly 
in favor of. On the positive side, 
they’re just as tough: 

“We want the reader to recognize 
our content as all new—that he will 
be seeing it for the first time as he 
reads it in PRODUCT ENGINEERING. We 
seek exclusive material—previously 
unpublished anywhere—and with 
growing emphasis on staff-produced 
content.” (Manufacturers who have 
worked with our editors on joint 
projects understand and respect this 
policy. ) 


How does the reader react? 
Strictly from hunger, See... 


In 1959 we offered reprints of 65 
hard-core, design engineering arti- 


cles. During the year, these articles 
brought more than 180,000 individual 
requests—an average of 2,800 re- 
quests per reprint. Over 22,000 indi- 
vidual requests for just one series of 
editorial reprints... over 13,000 for 
another ... over 7,500 for another... 
over 4,000 for several more. Are you 
impressed? Believe us, we are! 

Like some more stimulating statis- 
tics? Better than 2 out of 5 PRoDUCT 
ENGINEERING subscribers have been 
reading this publication from 3 to 6 
years. Better than 1 out of 3, from 6 
to 10 years. 3 of every 4 read every 
issue, 89% average 3 or better issues 
per month. Surrender? 


Perhaps you've got an‘absolute weapon” 
here in PRODUCT ENGINEERING... 


Could be that some of the principles 
of noncircular gears apply. Certainly 
the curves are fascinating. Circula- 
tion, for instance, from 36,000 to over 


er See te 


50,000 since PE went weekly. In the 
past ten years, an increase in average 
net paid subscriptions on every six- 
month ABC report without a miss. 
And talk about “‘wantedness”’. . . wnso- 
licited mail subscription sales doubled 
from ’58 to ’59—tripled in 1960! 

How about the inquiry curve? Sort 
of seductive. In three fast years 
(from monthly to weekly issues), 
Reader Service Cards received-per- 
month multiplied 700%. Each weekly 
issue now produces almost double the 
number of cards produced by each 
monthly issue. And on top of this, 
advertisers tell us that PE generates 
more letterhead inquiries than any 
other OEM publication. 


How to keep your advertising 
from going around in circles 


Cockeyed, or otherwise. Because the 


straight and shortest line between 
your product and a bonafide design 


engineer prospect is PRODUCT 
ENGINEERING. This, remember, is the 
publication that leads design think- 
ing. Everything PE’s editors do (and 
there are more editors doing more 
here than any other magazine in this 
market) makes your advertising job 
that much easier to do. The harder 
they work, the easier your advertis- 
ing works. 

This is a personal, provocative pub- 
lication for thinking readers and 
thinking advertisers. No, it’s not as 
effective as your best salesman across 
the desk from your best prospect, but 
used properly, it can be a close second 
... and it gets in to see a lot of busy 
design engineers your men can’t catch 
up with. What’s more, it is big 
enough, responsible enough, and so 
well-read and highly regarded, that it 
can do your total job in this field. 

So if you, too, want to lead design 
thinking in your direction... 


PRODUCT ENGINEERING 


“,.. it leads design thinking!" 


McGraw-Hill Weekly for Design Engineers @® GD 330 w. 420 st., New YoRK 36, N. ¥. 
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The Advertising Market Place | 


AVERAGE PAID 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, March 20, 1961 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line, 


Add two lines for box number. Closing 
office not later than noon, Wednesday 
Coast Representative (Classified only) : 


deadline: Copy in written form in Chicago 
5 days preceding publication date. Pacific 
Classified Departments, Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


CIRCULATION FOR 6 MONTHS ENDING JUNE 30.1960 4.9, 928 


POSITIONS WANTED 


POSITIONS WANTED 


ASSISTANT PROMOTION MANAGER 
THE WASHINGTON POST 
Creative self-starter with proven ability to 
write well and fast—who knows layout 
and can develop and direct production of 

editorial and advertising promotion. 


We want an experienced and conscientious 
fellow around 30 who is a good speaker, 
likes to work with people and will apply 
himself to all phases of newspaper promo- 
tion and public relations 


This is an excellent opportunity with one 
of the world’s most honored and respected 
newspapers. Good salary, private office 
and generous benefits to man who quali- 
fies. 


Write, enclosing resume, photograph and 
salary requirements to 

Personnel Manager 

The Washington Post 
1515 L Street, NW 
Washington 5, -D.C. 
ADVERTISING SALES 

POSITION OPEN 
For a young man with an earnest desire 
to hit the top as an advertising space 
salesman here is a real opportunity. A 
publisher's representative organization in 
Chicago with a list of some of the finest 
business magazines has an opening for a 
man to assist in a sales territory. He should 
be uncer 30, have good educational and 
family background, sales experience and 
be willing to travel. Compensation will be 
salary and expenses with commission ar- 
rangement when qualified. Please give 
complete information on points outlined 
when replying 

Box 4666, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


“Space representative. Excellent opportu- 
nity in building construction field for a 
creative, hard-working man desiring fu- 
ture with one of the largest publishing 
companies in the country. Territory New 
York-Pennsylvania. Salary open. Send res- 
ume and reply to 
Box 4669, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DISPLAY SALESMAN 
Experienced for New York and surround- 
ing territory. With good contacts and fol- 
lowing. Must be producer with volume 
sales record. We manufacture vacuum- 
formed displays in full color, silk screen, 
or litho. and have creative dept. Drawing 
acct. against commission. Chance to be 
sales mgr., if you do job. Also interested 
doing custom vacuum-forming work out- 
side display field. Write full details for 
appointment. Write 
Box 4672, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE COPYWRITERS 
Small agency, mainly industrial, needs re- 
liable heip with peak loads throughout 
the year. All you need is a good, imagina- 
tive approach and some spare time that 
isn’t making you any money. Don't snow 
us under with fancy presentations just 
send basic information about yourself and 
what you've done. Pick your two or three 
best samples we'll return them 
Box 4675, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Layout Artist 4A Agency with consumer 

and industrial aecounts. No chance for 

boredom. Many rewards, financial and 

otherwise. Profit sharing. Send full de- 

tails, experience and salary. 

Edward C. Michener Associates, Inc. 
1007 N. Front Street 

Harrisburg, Pa. 


MOLENE PERSONNEL SERVICE 


publicity a cs editors 
adv. managers sovescoscesssccess COPY WHICErS 
Artists media production sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 
HELP WANTED 
Editor with background or interest in con- 
struction for challenging position with 
building publication. Able to mingle with 
architects, contractors, engineers; bring in 
field-written stories with technical facts 
correctly, concisely presented; photos by 
editor or arranged for. Located Chicago, 
some travel. Unprecedented opportunity. 
Salary commensurate with experience and | 
ability. Writing samples will be returned. | 

Submit resume’ to 
Box 4658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment | 
154 E. Erie St., SU 7-2255, Chicago. 
Is HE HERE? 
Expanding company has challenging op- | 
portunity for seasoned salesman to sell | 
package Direct Mail Advertising Program | 
to Chicago area companies. Art, copy lay- | 
out helpful but ability and desire to sell | 
vital. Salary & incentive compensation. | 
Complete resume should include present | 
earnings schedule. In confidence, of course 
Write 
Box 4679, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
Excellent opportunity for writer, 25-35, in | 
advertising department of national finance 
organization, located downtown Chicago 
Prefer college graduate with some experi- 
ence in both broadcast and direct mail, 
but strong creative copy ability is our | 
prime concern. Send complete resume and | 
salary requirernents. | 
Box 4680, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GROWING FLORIDA AGENCY 
NEEDS ART DIRECTOR 
Be able to do crisp roughs and compre- | 
hensives, specify type; some paste-up 
Must understand production and prepara- 
tion of mechanicals. Send resume, repre- | 
sentative samples (indicating how much is | 
your work), and beginning salary 
P.O. Box 6444, Jacksonville 5, Fla. 
ADVERTISING SALES MANAGER 
Outstanding industrial-electrical advertis- 
ing salesman to manage space sales and | 
promotion, work directly with publisher of | 
two prominent national electrical maga- | 
zines, and sell a midwest territory. 
Must carry responsibility, value independ- 
ence and flexibility, and want to help 
small firm continue to grow. Top earn- 
ings. Apply in confidence and sell us on 
your ability, potential, desire, industry, 
and intelligence. 
Box 4681, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: COLLEGE GRADS 


Planning to send your kids to col- 
lege? $25 a month plus time plus 
right investment could swing financ- 
ing. Write for free prospectus. Could 
be your greatest investment return, 
for college degree adds $'!4 million 
lifetime earnings. Box 526, Wall St. 
Station, New York 5. 


PUBLISHED AUTHOR AVAILABLE 


for booklets, speeches, feature stories, 
articles. First time in 3 years this 
writer has time for new assignments. 
You'll know my name. 

Box 657, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wednesday March 29th. 


ARGENTINE ADVERTISING MAN 


with thorough knowledge of the Argentine market, owner of a 
young progressive advertising Agency in Buenos Aires, wishes 
to establish connection with American Advertising Agency or 
with American Manufacturer 
Market. For interview, kindly call Walter Martinez, Plaza 
5-1400, New York City, between Monday March 27th and 


’ 


interested in the Argentine 


to publishers. 


coming to Duluth. 


Duluth 2, Minnesota 


DO YOU KNOW ABOUT 
THE GROWING GRAPHIC ARTS 
CENTER IN DULUTH? 


There are over 25 periodicals — monthlies, weeklies, an- 
nuals — now being printed and distributed from Duluth. 

This new and growing graphic arts center enjoys low cost, 
central distribution, liberal financing and other advantages 


Maybe you can effect savings and improved service by 


May we give you details and reasons why. 


The Duluth Industrial Bureau 


| 30-year-old 


| communications agency 


CIRCULATION MANAGER 
Thoroughly experienced all phases na- 


tional business publications audit, pro- 
metion and fulfillment. Interested in 
change. 


Box 4610, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VISUAL COMMUNICATIONS 
Unique bg. in TV programming, Mot. Pix 
Prod. & A-V Aids. Inventive mind. Strong 
on accomplishments with team members. 
Best spot-Group head or Right hand man. 
Box 4644, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
AD OR SALES PROMOTION MGR. 
15 years experience in consumer and in- 
dustrial advertising. Good creative plan- 
ner with solid copy background. Capable 
of administering complete program and 
know how to handle marketing planning. 
Mid-thirties; married. $9-10,000 
Box 4659, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXCEPTIONAL OPPORTUNITY 
First time available in years: Talented, 
creative writer-producer-di- 
rector of Radio-TV-Films-Recordings. Sol- 
id background in news, features. Not a 
“specialist."" Now head of own general 
Growing family 
requires steady income. This offer is lim- 


ited to challenging employment with big 
| future. 


Box 4663, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKETING-ADVERTISING 
DIRECTOR AVAILABLE 


Creative, top-flight organizer Proven 
ability to develop unusually complete and 
successful merchandising campaigns in- 


PUBLIC RELATIONS 
Offer: 7 years with major corporations in 
all phases of public relations; 2 years as 
newspaperman; 1 year in sales; 1 year 
with major ad agency. Currently (since 
1957) assistant PR/Ad manager for multi- 
plant, multi-product manufacturer. 
Seek: opportunity to make own security 
in Southeast or Southwest. Aggressive 
Southerner, 33, family, health excellent. 
Resume and samples on request. 
Box 4677, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Is there an opportunity as Adv Mgr, A/E 
for knowledgable ad man experienced 10 
yrs. in automotive, petroleum, TBA fields? 
Now Detroit, will relocate. $12-15M. Write 
Box 4678, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE COPY, LAYOUT, PROD. 
ads, catalogs, folders, sales lit. Skilled pro, 
imaginative ideas. Varied cons.-indust. 
exp. Art-to-prod. Reasonable. 
Box 4667, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Successful public relations director em- 
ployed by leading Wall Street firm seeks 
opportunity in general public relations or 
on editorial staff of magazine. Highest ref- 
erences both press and personal 
Box 4668, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
THE AD AGENCY OR ADVERTISER 
requiring accelerated creative and mer- 


| chandising activity may find my 15 years 


agency experience a valuable asset. Ex- 
ecutive experience as well as media, mer- 


| chandising, copy, radio-TV production and 


cluding market studies, sales and ad pro- | 


grams. Skilled in working with sales 
organizations and ad agencies. Broad ex- 
perience with marine products and major 
appliance manufacturers. Also ad agency 
and own agency experience. Age 34. Pre- 
fer midwest manufacturer. Minimum 
$15,000 
Box 4660, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALESMAN 
Proven selling abilities direct or phone. 
Heavy bkgrd with adv agencies and mfrs. 


Creative, knows merchandising and mar- | 
| keting. Eager for good oppty. Will travel. 


Box 4662, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
AD/S.P. MGR. Stymied in #2 post in top 
NYC corp. Seeks new opportunity (32). 
Box 4664, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ART DIRECTOR 
Young (31) and experienced in all phases 
(8 yrs.) Creative know-how, enthusiasm! 
Stymied in present position. Family man. 
Box 4665, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALES REPRESENTATIVE 
Well established Point of Sale Man- 
ufacturer desires Sales Representa- 
tion in the areas of St. Louis, Dallas, 
Chicago, Detroit, Atlanta and 
Florida. 

Please send resume to: 

Box 654, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


IMMEDIATE OPENINGS—— 
Available through America's most 
highly-regarded procurement & 
placement source for advertising 
& related manpower. 


ART DIRECTOR ....... .....To $15,000 

real ‘‘ad-maker’’—design type & 
creative—not detail. 

ASST. ART DIRECTOR |. .$10,000-$12,000 


Right hand man for top art director 
in fine midwest agency. 

THREE COPY MEN ...... $10,000-$15,000 
Chicago Agencies—one Industrial, one 
Building Materials, one food & sports 
equipment. 

ETC $5,000-$8 000 
Several openings—agencies and manu- 
facturers. Creative and production. 


Contact Cliff Knoble on above 
x * * 


ACCOUNT SUPERVISOR ...... to $20,000 
Heavy client contact, merchandising & 
marketing background in drugs & 
proprietaries. Midwest agency. 

CREATIVE DIRECTOR ..... .. to $22,000 
Versatile in all media with product 
exposure in varied consumer lines & 
light industrials. Eastern Agency. 

MGR.—PROMOTIONAL MATERIAL $15,000 
Solid histury in collateral, promotion 


& direct mail areas. Must know graphic 
arts & be efficient in supervisory & 
client contact functions. 


| 
| COPYWRITER ............... to $18,000 
} Specialist in technical literature, pro- 
| motional pieces & direct mail. Must 
possess unusual creative flair. 

| 

| Contact George E. Pylkas on above 


x &* * 


CADILLAC ASSOCIATES, INC, 
29 E. Madison Bidg., Chicago 2, Fi 6-9400 


sales promotion. Unusually strong back- 
ground in petroleum, airlines, farm sales, 
grocery and department store products 
Salary open. Will relocate anywhere but 
prefer Central or Far West. 
Box 4670, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PROMOTION—COPY—PLANNING 
Keyword: Versatility! Package includes 


broadcast, retail, agency experience. One | 


| salary buys all. Write for resume. 


Box 4673, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
MERCHANDISER—AD MGR. 
7 yrs. with lg. Mail Order Co. Selected 
merch., prepared catalogs, etc. Know top 
items, right media. Top-level info, ability 


| for mail order, mfr. or importer. 


Box 4674, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| Young Agency Production Man available 
| for Chicago agency 


production depart- 
ment. Seven years experience handling 
production on major accounts. Married. 
Box 4676, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKET ANALYST 


Excellent opportunity for ‘college 
graduate with one to three years’ 
experience in market research with 
emphasis in the consumer research 
area. Good statistical background 
desirable. This position is with a 
midwestern pharmaceutical firm and 
offers a variety of assignments as 
well as growth potential. Good sal- 
ary plus superior benefits including 
profit sharing. Please send complete 
resume of jobs held, salaries earned, 
expected salary and personal data to: 
Box 658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ARE YOU THE RIGHT 
ADVERTISING MANAGER 
FOR OUR CLIENT? 


We are the ad agency for a 
growing direct selling company 
located in a large southern city. 
Our client needs an aggressive, 
young ad manager who can 
write and produce materials to 
supplement the agency. The 
right man will have an excel- 
lent opportunity for advance- 
ment and a good starting in- 
come. Interested? Drop us a 
note and we'll get together for 
an interview. Box 652, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


BUDGET ONE-DISH FEAST 

1 prime, well-seasoned male (not aged) 
Liberal amounts of executive experience 
Generous dash of creativity 

Raw drive and enthusiasm 

Combine all ingredients and roast well 
over any tests you can conjure. Spread 
over consumer hard goods or industrial 
accounts. Garnish with a challe. ging as- 
signment such as AE; Adv, SP or PR 
Mer.; copy-contact or copy Formerly 
served at top 4A agency for $9,000—May 
cost you much less depending on garnish. 

Box 4661, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 
FREE LANCE COPYWRITER 
Agency, retail, industrial experience. Hard 
and soft lines, hard and soft sell. All 
media. Sensible rates. Comes thru in the 
clutch. Chicago area. 
Call FAculty 8-7211 


REPRESENTATIVES WANTED 


AGGRESSIVE SALESMAN TO PRESENT 
LEADING CLOTH ADVERTISING LINE 
& CUSTOM DESIGNED CREATIVE 
SELLING AIDS TO TOP MANAGEMENT 
EXCEL. COMM. BACKED BY NAT'L 
ADV. 

“Box 4652, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

BOATING FPUSINESS MAGAZINE 

NEEDS NYC-NEW ENGLAND REP 
We need a good representative in the 
New York-New England area for West- 
ern Marine Dealer, a two-year-old trade 
magazine covering the 19 Western states 
Book is audited, has good page rate, and 
we offer standard deal and protection 
Send us territory you cover and books 
now representing. Western Marine Dealer, 
79 Columbia St., Seattle, Wash. 
Merchandising business publication seeks 
energetic publisher’s rep for Eastern ter- 
ritory. Growing field, growing book. 
} Box 4671, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


REPRESENTATIVES AVAILABLE 


Experienced Publisher's Rep. Chicago 
area. Available to represent additional 
pubs. 


Box 4593, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


THE SECRET OF PUBLIC RELATIONS 
—Send 50¢ for New Booklet— 
Edmond D. Boles & Associates 
1041 N. Fulton St., Fresno, Calif. 

ONE MAN AGENCY has private office 

space; loop; for another one man agency; 

freelance layout man; or publisher’s rep 

Phone: FRanklin 2-1072. 


COPYWRITING 
CONSUMER AND INDUSTRIAL 


Prompt...professional. 
We do a full-time job 
for a part-time fee! 


HOLDEN ADV. 
AVenue 2-3367 (Chi.) 


Our 50th Year 
COPYWRITER—Man, TV-Radio 
exp. req. good oppty, Chicago 
firm $8,000 
ACCOUNT SUPERVISOR—<drug 
exp. nec. excellent potential 


Chicago agcy 10-12,000 
BRAND ADV. MGR.—must have 
food or dairy bkgrnd—Chicago 8-10,000 


MANY MORE—MAIL RESUME 


GLADER CORPORATION 


11¢ S. Dearborn St., CHICAGO, Ill. 
Phone: CEntral 6-5353 


Wanted: 


EASTERN SALES MANAGER 
FOR MODERN METALS 


Who understands; can prove he has 
sold basic industrial markets. 
Position open in growth industrial 
magazine for intelligent and expe- 
rienced sales producer. (Others: 
please—no.) 
Territory: Four major Eastern 
states 


| 
Money: $10,000 plus; plus profit 
| 


sharing, to start. 
Contact: Be awful specific in 
resume and send photo to: 
Box 659, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Il. 


of confidential handling. 


DIRECTOR OF ADVERTISING 


Dynamic and nationally-known consumer goods manufacturer 
seeks outstanding individual to direct advertising at corporate policy 
level. Man preferred will be in late 30’s to middle 40’s and have a 
successful record of accomplishment with an agency, retail chain or 
manufacturer. He should be an expressive, mature, and commanding 
leader who thoroughly understands graphic arts and can also im- 
mediately direct agency relations and sales promotion. Ability to 
become a future candidate for the top marketing position is essential. 
Location in the midwest. Compensation and bonus opportunities 
commensurate with responsibilities. Reply in full with assurance 


Box 660, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 
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Advertising Age, March 20, 1961 


ARE YOU AN UNAPPRECIATED 
FARM OR INDUSTRIAL 
COPYWRITER? 


We hear tell that farm and industrial writers have to play 
second fiddle to package goods specialists way back east of the 
Mississippi. But they’re the fair-haired boys in our shop. (And 
if you're tops in both farm and industrial copy, you can just 
about write your own ticket!) 


If you’re a “pro” who’d like some daily appreciation along with 
your semi-monthly paycheck (plus profit-sharing) let’s get 
acquainted. And the sooner the better. Send complete resume 
and recent photo to Box 656, AD AGE, 200 East Illinois Street, 
Chicago 11, Illinois. 


Publications for Industry 
Moves to Great Neck, N. Y. 

| Publications for Industry, New 
/York, publisher of American In- 
dustry and Industrial Purchasing 
Agent, has moved its advertising 
and editorial office to 21 Russell 
Woods Rd., Great Neck, N. Y. The 
circulation department remains in 
Manhattan. 


Frontier Electronics to Stahl 
Frontier Electronics, Phoenix, 

manufacturer of portable automa- 

tic marine direction finders, has 


named Charles N. Stahl Adver- 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON + SUITE1418 
CHICAGO 2, III. 
CEntral 6-5670 


DON HARRIS NEEDS .. . 


ALL-MEDIA SUPERVISOR to work most 
of all with network and spot TV, some 
radio. A top national agency. Client con- 
tact. Network dealing, no negotiations 
Man strong in presentations that integrate 
with marketing plans $15-$17M 
CONSUMER RESEARCH PROJECT MAN- 
AGER—ALSO JUNIOR VERSION. Another 
top national agency. The brilliant boss 
develops ambitious men fast. Some psy- 
chology, sociology, both jobs. Senior must 
know all consumer research techniques, 


BIRCH 


Personnel 
service, 
Inc. 


needn't be heavy yet in any one. Better 
growth jobs than many paying more money 
Senior $12M 
Junior 6M 
DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago. WA 2-9400 


FOR SALE: CHEAP 
100,000 
PRODUCT IMPRESSIONS 
We'll personally place your client's 
advertising circular directly into the 
hands of up to one million Chicago- 
land wage earners at an unheard of 
cost of only 1¢ per individual. Phe- 


tising Agency, Los Angeles, as its 
agency. The company plans to 
spend $30,000 on advertising in 
the second quarter this year. 


Fisher Agency Joins NFAA 

| M.M. Fisher Associates, Chica- 
go, has joined the National Fed- 
jeration of Advertising Agencies, 
| Los Angeles. 


A BLIND AD ABOUT 


—an advertising and pro- 


nomenal? Find out for yourself 
Also, we offer to sample all or part 


motion executive with rec- 
ord on largest national 


of this group with your client's 
product. No charge for distribution 
if it is a suitable sample. What do 
you want distributed? Give details | 
Write or phone 
THILLENS, INC. 
Industrial payroll check cashing service 
2351 W. Devon Avenue 
Chicago 45, Ill. 
Phone: SH 3-5140 


ARE YOU A GAL WRITER... 


looking for the opportunity and the va- 
riety to match your creative talents? Can 
you edit a national magazine, put punch 
in a sales promotion program, direct the 
creative talents of others? This is a mid- 
west location; fast-growing company, ex- 
cellent salary 


Box 655, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


| 
| 
brands in their fields. 
Advertising and Promotion Manager 
for aggressive manufacturer. Ac- 
count man with best of one of the 
top ten agencies. Specialist on high- 
ly competitive package goods. Cre- 
ative, good knowledge of merchan- 


| dising, graphic arts. Hard worker. 
| 
| 


Box 653, Advertising Age 
200 E. Ilinois St., Chicago 11, Ilinois 


WANTED: 
SPACE SALESMAN 


Written applications now being 
received. Territory involves sev- 
eral midwestern states, travel 
every other week mandatory. 
Previous business publication 
sales experience necessary. 


Address Miss Ethel Sayers at: 
Buttenheim Publishing Corp. 
400 West Madison Street 
Chicago 6, Illinois 


* ADVERTISING 
FOR: + PUBLIC RELATIONS 
*¢ SALES PROMOTION 
EDWARD F. PAZDUR, INC. 
WRITE: 


185 N. WABASH AVENUE 
CHICAGO 1, ILLINOIS 


WRITE OR PHONE US FOR A 
BROCHURE ABOUT OUR SERVICES! 


’ ees Aa ee 28 ots 


= 6¢ 


Lewis 


Walsh Sudler Monday 

PROJECT HOPE—Dr. William B. Walsh, president and founder of Proj- 
ect Hope, told the Pharmaceutical Advertising Club of New York 
about projects to meet health emergencies in under-developed areas. 
Among drug marketers on hand were Thomas Lewis, Tailby-Nason; 
Arthur E. Sudler, Sudler & Hennessey; and Wilbur H. Monday, 

Roche Laboratories. 

Webb Names Marvin Hahn 

| Jervis B. Webb Co., Detroit, has 

| appointed Marvin Hahn Inc., Bir- 

/mingham, Mich., to handle its ad- 

| vertising. Included in the account 


are Webb’s Bulk Systems divisicn; 
Spanmaster Crane division; Webb 
Forging Co.; and Control Engineer- 
ing Co. Gray & Kilgore, Detroit, is 
the previous agency of record. 


es 


This Survey Sizzles 


MAGAZINE EDITORS 
EXPLODE PUBLICITY’S 
SACRED COWS 


Now advertising, sales, public re- 
lations men and others responsible 
for publicity material can check 
releases against the ground rules 
of the editor—the man who dis- 


states. Send your 
in duplicate to 


confidential resume 


Ave., Los Angeles 8, Calif. 


FOSSSOS OSS OOS OOOO OSOSOOOOOOEOOOOOOO% 


cards dozens for each one he prints. 


“CHECK LIST FOR 


For Your Copy in Booklet Form 


J 
ADVERTISING $ ELECTRONIC ADVERTISING $ PRINT PUBLICITY” 
POSITIONS AVAILABLE Pee on fen LICITY 
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Advertising Division 


STURM-BURROWS & CO. 


Send $2.00 


P Executive Search and _ 
ene, JINGLES 
If you know what they are 
If you have a car 
If you will travel extensively 
If your background is in or 
about radio 
If you are capable of earning 
$20 to $30,000 dollars per year 
We would like to discuss the 
possibility of your becoming 
associated with the world’s 
largest producer of jingles. 
Commission plus weekly salary. 
Write—tThe Jingle Mill, Inc. 
143 West 51st St. 
New York, New York 


POWERHOUSE A.E. 


OWNERSHIP IN GOING AGENCY 
AT NO INVESTMENT 


(Prefer shock and martini seasoned 
maturity of 35-45) 


WRITE YOUR OWN TICKET TO 
20-25 M PER YEAR. HIGHLY CRE- 
ATIVE, REPUTABLE AND WELL 
EQUIPPED AGENCY, OPERATING 


Jean Clohesey, Creative Service, Inc. 
1331 Bayberry Lane, Deerfield, Ill. 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 


ARE YOU OUR MAN? 


Major oil company wants a 
man who can WRITE. Previous 
experience in house organ or 
publication writing especially 
desirable. 

In addition to this know-how, 
the man we want will be writing 
copy for broadsides, folders, 
direct mail programs and con- 
sumer advertising. He will have 


FROM BEAUTIFUL SOUTHERN 
CALIFORNIA SUBURBAN AREA, 


a chance to develop point-of- 
sale displays. As he grows, he 


NEEDS EFFECTIVE SALES AND 
CONTACT PERSONALITY. 


TOP CREATIVE MAN 
FOR S.E. AGENCY 


Growing southern agency primari- 


A completely organized and ex- 
tremely efficient “machine” needs 


will work with our advertising 
agency on campaigns. 
College graduate with at least 


five years of responsible experi- 
ence preferred. 


new business volume. 10°, of pro- 
duction and 5% of media billing, 
payable on date of invoice to ag- 
gressive, capable, dependable, re- 
sponsible and well groomed advertis- 
ing executive. Immediate interim 
expenses. Results rewarded by stock 
ownership up to 50%, over and 
above 10 & 5 commissions. 


Box 270118, Advertising Age 
4041 Marlton Ave. 
Los Angeles 8, Calif. 


ly in national and regional packaged 
goods seeks a copy chief who can 
quickly prove himself capable of 
becoming creative director 


Must be able to find major sales 
idea in a product and convert it into 
a unique sales approach that sells 
the product 

Opportunity to become stockhold- 
er. Profit Sharing Trust Plan now in 
effect 

Send complete resume of experi- 
ence, education, salary range to 

President 

Henderson Advertising Agency, Inc. 

P.0. Box 5308 

Greenville, South Carolina 


An exceptional opportunity to 
display versatility, creativity 
and initiative. Excellent possi- 
bilities for advancement. 

Worth exploring! Just write a 
letter, in strict confidence of 
course, and sell us on why you 
think you are our man. 


Send complete resume of edu- 


cation, experience, particular 
qualifications and salary re- 
quirements. 


Box A 632, 125 W. 41 St., N.Y. 36 


and card discounts, size and frequency apply. 


1 am enclosing $ 


My Name 
Street 
City 1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif. 


Clip and mail 


this form to: 
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Maidenform Dreams Up New Product 
—Swimsuit; Augments Media Lineup 


(Continued from Page 3) 
introduction of a line of swimsuits 
—with the inevitable name of 
dream suits. Advertising this spring 
will consist of a color page each in 
the April Harper’s Bazaar and May 
Glamour. The ad pictures two 
“dreamlined bathing beauties,” 
with the headline: “Look what 
Maidenform has dreamed up now 
. . . dream suits.’”’ The copy points 
out that the “inside story” of the 
suits is a built-in Maidenform bra 
and “torso trimmer.” 

For its bra campaign this spring, 
the company is augmenting its 
long-standing magazine push with 
a newspaper campaign and sales 
promotion package. More than 300 
product ads will appear in news- 
papers in 89 cities between March 


and June. These are all factory 
paid, not co-op. 

| Also, 36 full-page bra ads, many 
in color, are appearing in 14 mag- 
azines; in addition, 10 pages are 
scheduled in nine magazines to 
promote Maidenform girdles. The 
media list: American Girl, Family 
Circle, Glamour, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Mademoiselle, Modern 
Screen, New York Times Maga- 
zine, Photoplay, Seventeen, True 
Story and Vogue. A similar sched- 
ule will run this fall. | 
|@ The spring sales promotion | 
package is the “most detailed” in 
the company’s history and includes 
the traditional retail aids such as 
billing inserts, counter cards, 
streamers and giant blowups of the 


THE FIRST DREAM—This ad in 1949 | 
started it all, and now hangs, with | 
as much honor as a Picasso, in the | 

company’s New York office. 


ads at dream meetings, as they 
have come to be known. These 


| dreamed I was cut out for fun” or 


| line: “I dreamed I covered the 
| Paris collections, etc.” 
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30% of the accepted themes are 
generated at the meeting, rather 
than coming from the cards. If not 


IN PRIVATE AND STATE TESTS 


Scot Gasolines Have Been 


a a 2 forthcoming, Proven Equal To, Or Better Than, 
the meeting is adjourned for a few ‘ > 

weeks; then the dreamers start all Nationally Advertised Brands 
over again, with a fresh comple- annie 


ment of dream themes. The final 
result is arrived at, not by vote, 
but by mutual agreement. 

Each theme must pass three 
tests: It must have shock value, it 
must be in good taste; it must offer 
an opportunity for beauty in pre- 
senting the product. 


You Save 2c to 7c A Gallon on Scot Gaso- 


e For example, a youthful bra to 
be advertised in a junior maga- 
zine may have the headline: “I 


“I dreamed I was tied to the tele- 
phone 25 hours a day.” For fashion 


| magazines, a model may be shown 


| OCTANE STORY—Scot Gas, regional 
|chain with headquarters in Wash- 
| ington, is now running an ad week- 
| ly in the Washington Star. It is ex- 
The company has a particular) panding into nearby Maryland, 


in a bra and high-style costume 
at a fashion show, with the head- 


ads, plus special sales incentives 


| penchant for a theme with a dou- | 


To National 
Advertisers 


Which of New York's seven 
dailies is first in Used Car 
advertising and second in 
all Automotive advertising? 
The Mirror. 

In three years The Mirror 
gained 10,000 readers 
among New Yorkers owning 
high-priced cars such as 
Cadillacs, Lincolns and Im- 
perials. Get the cream of the 
mass market. 


Make 
The Mirror 
a MUST! 


sessions are attended by the top | 
officials at Maidenform: Dr. Jo-| 
seph A. Coleman, president; Mrs. 
Beatrice Coleman, vp in charge of | 
dreamed I was a knockout in my|design; and Ed Kantrowitz, ad/| 
Maidenform bra,” and offers three | manager. From the agency come 
contests for stores. A “Knockout|Norman B. Norman, president; | 
over the years” is a consumer}David Kaplan, Kay Daly, Jerry 
guessing contest for stores to run.|Shapiro, Joe Albanese and Marion 
A “10 round” sales incentive com-| Gorman. 
petition encourages sales clerks to| These nine sit down twice a 
try to top one another in sales; and | year to a unique card game, play- 
a display and merchandising con- ing with a marked deck in which 
test is open to all store personnel. | each card carries a dream theme 
| suggestion. As ad manager Kan- 
| trowitz explains it: “We know we 
| have so many products we want to 
|advertise and to which customers 
they will sell best; so our assign- 
ment is to come up with a dream 


and traffic builders. 
This sales promotion program is 
built around an ad headlined: “I 


s The dream campaign was born 
in 1949, when Norman, Craig & 
Kummel (still the company’s agen- 
cy) was casting about for a con- 
tinuing theme that would draw at- 
tention and interest by putting a| theme directed to each _ specific 
bra in an unusual, unexpected sit- | Market.” 

uation. When the first dream ads| 

ran, there was considerable con- 
cern about their shock impact. But 
the company has since decided that 
this shock quality is the very thing 
that gains readership and builds 
sales—as long as the presentation 


@ There is a pack of dream-theme 
|cards for each bra that is to 
|be advertised, and everyone goes 
|through each card, one at a time, 
until they arrive at the one which 
they feel does the best job. Al- 
is in the “highest possible taste.” though a card theme may be dis- 

Through the years, a routine has| carded, it still may spark a new 
been established for creating the| theme, with the result that about 


The Ivy League, from whence come many good ad men. 


O 


Ad Page Exposure — the first and only media measure that tells an ad man what 
he really wants to know: Who sees my ad page and how often? 


Get the data, ‘gator, from The Saturday Evening Post. 


|ning from February tnrough June | 


‘Woman's Day’ Ad Head 


|and holster, pointing a gun at the 


ble meaning, “as long as it’s de- 
cent.” Such a double entendre was 
used last December in an ad show- 
ing a model decked out in her 
Maidenform, a cowboy hat, gun 


| dreamed | walked a tightrope 
in my Mmeedéenforme bra 


Daeet Mie” owe Mandenbaem bee Sn oe 
Soe re rer er 


oe haat Some men 


1961 DREAM—The Maidenform mod- | 
el’s dreams have become more | 
frenetic with the years. Now she| 
walks a tightrope in this ad run- | 


in 12 magazines. 


|reader in the style of a western | 


| the 


“wanted” poster. The headline 
read: “I dreamed I was wanted in | 
my Maidenform bra.” 

When the company had this ad 
pre-tested by Gallup Robinson, | 
ad rated the highest name} 
registration of any Maidenform ad | 
—and also of any ad ever tested | 
by Gallup Robinson. The score was | 
51; the average score for*bras and | 
girdles: 17. | 

Some of the other ads which the | 
company deems as noteworthy suc- 
cesses had such themes as: “I| 
dreamed I played Cleopatra,” | 
“I dreamed I won the election,” “I | 
dreamed I was a private eye,” and | 
“I dreamed I sang Carmen.” 
= The company started in 1923,) 
when Mrs. Ida Rosenthal was co- | 
partner in a dress business which | 
gave bras away as part of the) 
dresses to make the styles of the 
’20s more shapely. Soon the cus- 
tomers were asking for bras only, 
and Maidenform was founded. 

In the early days it had ten em- 
ployes; today it has 4,000, in 17 
plants, exporting to 115 countries. 
In addition there are license agree- 
ments in 12 foreign countries. 

Mrs. Rosenthal, at 74, is still the 
energetic board chairman and 
“personality” of the company. Her 
daughter, Mrs. Beatrice Coleman, 
is vp in charge of design, while her 
son-in-law, Dr. Joseph Coleman, is 
president. + 


Kemper Names Burnap 

Kemper Bros., Richmond, manu- 
facturer of kitchen cabinets, has 
appointed David K. Burnap Inc., 
Dayton, to handle its advertising. 


Delaware and Pennsylvania. M. 
Belmont Ver Standig is the agency. 


N.Y. Magazine Strike 
Ends After 7 Days 


New YorK, March 14—New 
York’s one-week magazine strike 
came to a halt today as regular 
route deliveries of all major pub- 
lications began reaching news- 
stands throughout the city. 

The strike, called by the News- 
paper & Mailers Delivery Union 
(AA, March 13) against the seven- 
member Metropolitan Magazine 
Distributors Assn., occurred over 
union demands for standardized 
working conditions. 

It forced all major magazine 
publishers, for seven days, to cir- 
culate issues via expensive mail 
deliveries. 

Obviously elated over delivery 
resumption, wholesalers’ reactions 
today were that “‘all’s fine with the 
status quo” as they described yes- 
terday’s general union body vote 
which put route men back in their 
trucks. + 


Mortimer Berkowitz Appointed 


Mortimer Berkowitz Jr. has been 
appointed national advertising 
sales manager of Woman’s Day, 
published by 
Fawcett Publi- 
cations, New 

ork. 

For the past 
four years, Mr. 
Berkowitz was 
vp and account 
supervisor on 
all General 
Mills products 
with Batten, 
Barton, Dur- 
stine & Osborn, 
New York. Pre- 
viously, he was with Woman’s 
Home Companion, The American 
Weekly and various newspapers. 


Mortimer Berkowitz 


Moomey Joins Schlitz 

Bill G. Moomey, formerly adver- 
tising manager of Adolph Coors 
Co., Denver brewer, has been 
named regional brands advertising 
manager of Jos. Schlitz Brewing 
Co., Milwaukee. An award-winning 
illustrator, artist and film produc- 
er, he will be responsible for ad- 
vertising of Old Milwaukee, the 
company’s popular-priced beer. He 
succeeds Roy J. Bernier, who has 
resigned. 


Koret Plans Ad Drive 


Koret of California, San Fran- 
cisco, will promote its “California 
kaleidoscope” line for 1961 with 
color pages in Glamour, Mademoi- 
selle, New York Times Magazine 
and Seventeen in July and August. 
Trade ads will run in March in 
Women’s Wear Daily. Wyman Co., 
San Francisco, is the agency. 
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Ad Field Not Seriously 
Hit by Slump, AA Finds 


(Continued from Page 1) 
across the board, about 10%. 


es A company in the packaging in- 
dustry admitted it had cut back 
its trade advertising by 75%, put- 
ting much of the money into direct 
selling aids instead. This company 
has also trimmed its corporate ad- 
vertising, and is aiming its ads 
toward industries least affected by 
the recession (foods, toiletries, 
etc). 


= Fletcher Richards, Calkins & 


Holden, New York, said that while | 


no client had cut an appropriation 
officially, “some are not spending 
what they’ve budgeted.” The agen- 
cy said many clients are worrying 


about a recession, adding that) 


“Washington is talking up a big 
recession.” As a kind of precau- 
tionary. measure, the agency has 
instituted a 10% cut in salaries. 


s At General Motors, cutbacks in 
ad expenditures reflect the drop in 
new car and truck sales. Magazine 
schedules have been particularly 
hard hit, since most of them were 
purchased last fall when optimism 
was running high. Chevrolet has 
cancelled ads in at least 20 maga- 
zines and supplements, for both 
cars and trucks. Both consumer 
and trade books were hit. These 
cancellations will come mostly 
after June 30, in the final quarter 
of the 1961 model year. 

A D. P. Brother source says 
Oldsmobile cut its newspaper 
spending in February and March 
with the view of a “strong return” 
in April and May, starting about 
the last part of March, but maga- 
zines have continued strong and 
it will sponsor the Bing Crosby tv 
special on March 20. Chevy General 
Manager E. N. Cole said recently 
that improvement in truck mart is 
“particularly significant as an in- 
dication of general economic im- 
provement in the months immedi- 
ately ahead. With this hopeful sign 
coming this early in the year, pros- 
pects for a general business im- 
provement are enhanced.” 


paring the total billing forecast for 
the year 1961 with the actual bill- 
ing of the same accounts in 1960, 
total billing is off 4% in 1961,” the 
agency said. “However, forecasts 
at this time of year tend to be con- 
servative. Last year our billing 
forecast at this time of year was 
about 3% below the actual billing 
for the year.” The agency added 
that the figures do not include 
clients who were not with the 
agency during all of 1960. 
Burnett said that there appear 
to be some soft spots in hard goods 


with last year. “However, there 
are indications of improvements 
between now and the end of the 
year,” the agency said. “There are 
also offsetting gains in other areas.” 


= Distillers Corp.-Seagrams Ltd., 
|New York, expects its ad budget 
| for the year ending July 31 to be 
| “nearly $39,000,000,” or about 5% 
|over the 1959-’60 fiscal period. 
| From what Seagram has learned, 
| its industry’s over-all budget pic- 
ture has been see-saw. In the face 
of recessiona]l pinches, producers 
have accelerated still further the 
tendency to shift extra sums toward 
promotion of “new, hot brands,” 
at the expense of others. 

Seagram contended, however, 
that its own budget boost was 
“across the board,” including the 
group of Seagram and Browne 
Vintners brands (Hunter, Wilson, 
White Horse and others) handled 
by Compton Advertising, New 
York. Compton, though, was silent 
on client budgets. 


= Compton Advertising said reces- 
sion had wrought no “measurable 
effect,” dollar-wise, and that the 
agency “did not notice any upturn 
or downturn.” Another Compton 
source said, “Some client budgets 
have been increased.” 


= There have been no _ budget 
slashes at Dancer-Fitzgerald-Sam- 
ple, New York, and no indication of 
any cuts to come—‘“and we don’t 
think we have our heads in the 


s Zenith Radio Corp., Chicago, is 
spending more money for advertis- 
ing “at all levels”—retail, distrib- 
utor and factory—than last year, 
according to Leonard Truesdell, vp | 
and director of sales. ““We are do- 
ing far better than the industry” 
in sales, he said. The company is 
spending more dollars in this re- | 
cession period because “I don’t see | 
how you can keep the fire going if | 
you don’t pour on the coal,” the | 


Zenith vp said. He estimated ad | 
volume is up 10% to 15%. Zenith’s 
sales for 1960 were 2% below 1959, 
the company’s biggest year. 


s Ross Roy, president of Ross Roy- 
BSF&D, reports no advertising 
budget cuts at his agency due to 
recession. In fact, two or three 
accounts, including two liquor ac- 
counts, have increased their budg- 
ets. There have been minor cut- 
backs in merchandising expendi- 
tures, “but these don’t amount to 
much,” he says. He does not see 
any cuts coming, either. Mr. Roy 
says his agency has been “beating 
the bushes for new business” and 
turned up some good prospects. 
This activity has rubbed off a feel- 
ing of vitality on employes, he 
adds, creating good internal atmos- 
phere. 

He has heard of cutbacks in ad 
outlays at agencies handling auto- 
mobile accounts, but he is not di- 
rectly involved since he no longer 
has a car or truck account. 


= Leo Burnett Co. said there have 
been minor cuts in some 1961 ad 
budgets compared to 1960. “Com- 


sand,” the agency told AA. As for 
the situation at other agencies 
“Automobile manufacturers obvi- 
ously have cut back, but I don’t 
think they are typical of the rest 
of the consumer business. I have 


heard no other talk about big 
budget cuts,” said one D-F-S 
source. 


= At General Foods, ADVERTISING 


| AGE was told: “We contemplate a 


modest increase in advertising ex- 
penditures for next year.” (The 


billings for this year as compared | 


(RT MAYONNAISE 


Cash Bonus Prizes for 
the winners, tow!, ..in the 


WESTERN PUSH—Kraft Mayonnaise kicks off its Western Cabinetstakes 
promotion, exclusively for West Coast consumers, with a four-color 
| spread plus one b&w page in Sunset, Sunday newspapers supple- 

ments and b&w ads in newspapers. The contest will also be promot- 
ed with one-minute cut-in commercials on the West Coast segments | 


ay Aa oF 


WESTERN” CABINSTAKES" 
- 


the Cat, mena na 


of the Perry Como show. J. Walter Thompson is the agency. 


|senior vp of Benton & Bowles, re- 
|ports that, “averagely,” budgets 
at the agency are up slightly. “It 


subject,” he said, “since some 


particularly in the package goods 
area.’’ Most budget increases at the 


said—new brands on the upswing, 
new markets to be developed, or 
established brands with unusual 
success, such as Crest toothpaste. 

Mr. Pooler did not feel the sit- 
uation at his agency was average. 
“An agency with a different cli- 
ent mix would have a different 
picture. If an agency has autos or 
appliances, then it’s another cup 
of tea,” he said. 


es A number of companies appear 
to be still uncertain about the 1961 
picture. 

For example, Interpublic Inc., the 
corporate umbrella for McCann- 
Erickson and McCann-Marschalk, 
reported that billings so far have 
held “about even” with last year— 
some clients are up, some down. 
Automotive is one category def- 
initely running behind 1960. 

There is much talk about the 
long awaited economic upturn. 
Interpublic’s feelings were well 
expressed in a research report it 
put out this week, pointing out 
that the stage is set for a mild 
recovery in the second or third 
quarters, with the possibility of a 
“rapid recovery by late in the 
year.” 


s The Interpublic study predicted 
that four basic product categories 
—food and beverages, clothing and 
shoes, automobiles and furniture 
}and household equipment—will 
| reach peak sales levels in the sec- 


|“still too early” to tell about the | 


is difficult to generalize on the| either. 


budgets are up and some are down, e American Cyanamid Co., a $20,- 


agency are not tied to economic) be “down slightly,” although this 
changes but to marketing need, he | may change as the year goes on. 


whole year. As of today, it didn’t | 
look good—but it didn’t look bad | 


000,000 advertiser, reported that 
its total ad budget will probably 


American Cyanamid is a diver- 
sified chemical company which 
recently reported a profit decline 
for 1960. T. M. Wennergren, man- 
ager of institutional advertising, 
said 1961 budgets vary by divi- 
sions. The fibers division, still in- 
volved in the Creslan introduction, 
will probably “spend more’’; Led- 
erle Laboratories, the pharmaceu- 
tical division, will spend “about | 
the same”; industrial chemicals | 
and plastics will be “down.” Insti- 
tutional advertising definitely will 
be down, both in the number of | 
magazines used and the number | 
of insertions. 

Mr. Wennergren conceded that | 
in a squeeze the institutional budg- | 
et tends to be attacked first. He | 
added, however, that conditions 
“could change” later in the year, 
and “we can always re-sell man- | 
agement.” 


| 
® Douglas L. Smith, director of | 
advertising and merchandising of 
S. C. Johnson & Son, Racine, Wis., 
said, “Our advertising expendi- 
tures have been maintained fully, 
in accordance with our budget, and 
there has been no cutback from 
the budget set last fall. Sales are 
doing well, and we are happy with 
the way they are going.” 

He named himself and his com- | 
pany as among those who believe 
that there has been “too much 
conversation” about recession, and | 


|he added, “We take a positive at-| 


109 
but sees it beginning right now. 


s Fuller & Smith & Ross reported 
that appropriations are coming on 
“about even with last year.” 

An agency executive said he be- 
lieved this is not typical of the 
advertising business in general, 
which is “basically down 5% to 
7%.” He added: “When I say that 
we are even, I am taking into con- 
sideration that media costs are up 
3%-5%-7%.” 

While he was unwilling to speak 
for other agencies, his impre -ion 
was that in general, ad budgets 
are either even or down. He fore- 
saw no general upturn. However, 
he detected no feeling of real 
gloom. On the whole, clients ap- 
pear to be optimistic about the 


|rest of the year, he indicated. 


s At Cunningham & Walsh, agen- 


|cy president Robert Newell said 


appropriations are slightly up over 
last year. He declined to speak for 
the rest of the agency field. 

Without specifying the upturns 
or downturns in particular sections 
of his client list, he said that the 
increase represented a “taking of 
the average.” 

He added that “we just hope” 
that the increase will continue. He 
had no fears that the reverse 
would happen. 


= Radio Corp. of America reported 
that the budget for the year was at 
“about the same pace as last year.” 
The appropriation for the first 
quarter was also about the same. 

There was no significant varia- 
tion of divisional expenditures— 
some were down and some up. 

The company’s one big change 
in emphasis has been the dropping 
of sponsorship of the Saturday 
night tv “Bonanza,” and the as- 
sumption, as of next September, 
of co-sponsorship of Walt Disney’s 
“Wonderful World of Color” on 
Sundays. The Disney commitment, 
the company said, was “a 52-week 
bet.”” The company would continue 
to use all media, but would be 
heavy in color tv. This new em- 
phasis would not be at the expense 
of other media. 


s At Foote, Cone & Belding, Chi- 
cago, whose clients are predom- 
inantly in grocery and other high 
turnover fields, there is little in- 
dication of a recession. Fairfax 
Cone, chairman of the executive 
committee, said agency billings 
for the first quarter are up 5% 
over last year. Only one client—in 
the hard goods field—has cut back 
its budget. Many other clients are 
expanding budgets, Mr. Cone said, 
but noted that new products may 
account for much of the increase. 
He said also that he has found no 
slowing down of advertising ap- 
propriations among companies. 


“next year” here is a reference to | ond and third quarters. Interpub- 


fiscal 1962. Fiscal ’61 ends March | 
31, 1961, and will probably be up | 
slightly over fiscal ’60. That is, | 
over $110,000,000.) 

GF people don’t really know how 
the food field generally is going. | 
Some companies—big ones—have | 
been doing quite well; other sub- | 
stantial ones have been having | 
tough sledding. 


s Burlingame-Grossman, Chicago, 


ry last month—February—accord- 
ing to S. W. Grossman, owner. He 
said however, that many of his 
agency friends are telling a dif- 
ferent story, with billings falling 
off. He said recent new business is 
a considerable factor in the excel- 
lent past three months for the 
agency. 

Mr. Grossman said that while 
some of his clients have increased 
their appropriations, none has cut 
ad schedules. 


® Charles Pooler, administrative 


lic is thus hoping for billings in- 
creases later in the year.-As the 
study pointed out, “many of to- 
day’s advertising decisions will 
come into operation during the 


|second and third quarters of this 


| 


year in an improved business cli-| 


mate.” 


Interpublic emphasized that this | 
|analysis referred only to domestic | 


|Operations. In the international 
| field, billings were reported to be 


—again. 


s Another large agency, Young & 
Rubicam, said the picture is “spot- 
ty” and there is simply “no pat- 
tern to it.” 

Young & Rubicam stressed the 
indeterminate nature of the pic- 
ture. It noted that differences var- 
ied widely by client, and it said 
that this was comparable to the 
variations in the annual reports 
turned in for 1960—some compa- 
nies fell back, others reported 
gains in profits. 

In general, the agency said, it is 


| 


. mm | ° |running well ahead of last year) 
enjoyed the best month in its histo- | 


|same for this year: 


s William Marsteller of Marstell- 
\er, Rickard, Gebhardt & Reed, said 
| budgets have been slower in the 
making, but they have remained 
at about the same level as last 
year. In the industrial field there 
have been no cutbacks in 1961 as 
compared with 1960. This is be- 
cause the cuts were made in 1960, 
|when the downturn began to be 


titude toward our business.” 


s Harry D. Way, exec vp of Er- 
win Wasey, Ruthrauff & Ryan, 
said the last quarter of 1960 saw 
some reductions in budgets for 
some clients. The situation is the 
There “have 
been no serious cuts, with most 


advertisers maintaining existing 
budgets. But there have been ef-| 
forts to tighten budgets on the 
part of some advertisers, who are 
taking a cautious approach as they | 
wait for the upturn. Mr. Way said 
the cutbacks were not “drastic.” 


s International Harvester’s cur- 
rent ad appropriations are about 
even—over-all—with last year’s. 
They are about the same in the 
motor truck division; less than 5% 
down for construction equipment; 
and less than 5% up for farm ma- 
chinery. 

The company has felt the reces- 
sion in its 1960 sales, but it be- 
lieves these effects are disappear- 
ing. IH not only expects an upturn, 


felt, about mid-year. (Budgets for 
1960 had started out optimistic, in 
line with a good 1959 year.) About 
seven out of eight MRG&R indus- 
trial clients have budgets the same 


jas in ’60. 


In the agricultural field there 
have not been budget cutbacks 
among Marsteller clients, who are 
mostly in feeds, fertilizers, etc., 
although the agency president said 
he understands the farm equip- 
ment field has had cuts. 


Also, budgets in the financial 
field (banks, insurance, etc.) 
where the agency has accounts, 


have had no substantial cuts, and 
some budgets have been up mod- 
estly. 

Mr. Marsteller said he sees no 
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Ad Field Not Seriously 
Hit by Slump, AA Finds 


signs of an upturn. The general 


tenor is not greatly optimistic for | 


1961. In any event, he says there 
would be no upgrading of budgets 
in 1961 for the industrial field, be- 
cause all budgets are settled at 
the end of the year for the follow- 
ing year, and they are never 
changed, except for a downturn, 
until the following year. 


s A spokesman for National Bis- 
cuit Co., New York, the nation’s 
largest cracker and cookie baker 
and the 39th largest national ad- 
vertiser in 1959, said his company’s 
1961 plans “call for more promo- | 
tion money to be spent here and | 
abroad than in 1960.” He said the | 
increase would amount to “about | 
the same boost as 1960 got over} 
1959.” Nabisco’s ’60 ad total was} 
not given, but in 1959 it spent an| 
estimated $22,000,000. In 1958 the | 
figure was $21,013,500. He said the | 
company had its best year ever in | 
1960. 

The same source said he thought | 
his industry in good shape promo- 
tionally, with Nabisco competitors | 
“at least as active in some domes- | 
tic lines, and more active in oth- 
ers.” 


ws One of the country’s biggest | 
agencies, with headquarters 
New York, told AA: 
“The 1961 budgets for most 
small-purchase items are about 
the same as last year. For several 
of the larger-purchase items, the 
current practice seems to be to 
set authorized budgets at a slightly 
lower level than 1960 until there 
is further evidence of an upturn 


in the economy. On the increase 
side, we are encouraged by the 
activities of a number of our cli-| 
ents who are vigorously introduc- | 
ing new products, some of which} 
are already moving through 
test market phase 
distribution.” 


the | 
into national | 


s A spokesman for General Elec- 


to the agency’s original projections. 


a N. W. Ayer & Son, Philadelphia, 
reports the feeling in the agency 
is bullish and that bookings so far 
this year, compared to the same 
time in 1960, are ahead. Billings 
on the books are generally up 
across the board, credited mainly 
to diversification of accounts. The 
agency reports that many of 


accounts realize they must do a 


its | 


larger advertising job in order to} 


bring sales up. 
to the future,” 


“They are looking 


The spokesman said. | 


“For the year, we take the posi- | 


tion that if the economists 
right and the economy turns up, 
as we expect it will, our billings 
for 1961 will be substantially ahead 
|of 1960.” 


= At Wermen & Schorr Advertis- 
ing, Philadelphia, Leonard Schorr 
reported that the budgets of most 
of the accounts are up, but that 
|in some cases they had been “pared 
'down somewhat.” Most, however, 


/that had increased budgets 
| enjoying the greatest 
|they’ve ever had.” 


Chocolate and Westinghouse Elec- | 


fore too long as business improves. 


are | 


| 


NO BOTHER—Bissell Inc. 


, Grand Rapids, Mich., will use this two-and- 


a-half-page color ad in the April McCall’s to promote its full line of 
carpet sweepers. Clinton E. Frank Inc., Chicago, is the agency. 


longer coast on inventory, and 
orders will be stepped up soon. 


= Goodyear Tire & Rubber Co., 
Akron, will spend about the same 
amount of money for advertising 
this year as it did in 1960, accord- 
ing to K. C. Zonsius, director of 
advertising. 

Other major rubber companies | 


‘are holding, and several accounts | 2 maintaining about the same ad | 
“are| levels as they did last year, 
business | Said, with the exception of B. F. 
He referred to) Goodrich Co., 
| Seaboard Seed Co., 


he 


which appears to 


Blumenthal | have boosted its expenditures. 


the agency’s 1961 volume. 

He said he believes that his 
| agency’s picture may not be typical 
and that there has been a little cut- 
ting back in some areas. He be- 
lieves that a “wait and see” atti- 
tude is slowing some advertisers 
in shaping new appropriations. He 
commented that too many adver- 
| tisers were over-optimistic at the 
start of 1960, but that their opti- 
mism was merely “bad timing”; 
that the increased business they 
saw at that time will be forthcom- 
|ing in 1961 and 1962. 


Goodyear’s sales for this year | 
tric Co. Mr. Schorr predicted that| are lower than for the same period 
those budgets that are down will) | in 1960, and much of the slump is 


in | undoubtedly make a comeback be- due to a decrease in new tire sales, 


| Mr. Zonsius said. He attributed the 
| dip in the tire sales to the fact 


= Bayuk Cigars, Philadelphia, said | that fewer new cars are being 


its budget situation depends great-| |manufactured. Goodyear is 


the 


ly on sales and is about on a par| | largest supplier of original equip- 


with a year ago. The company is| ment tires. Sales of the other major | 


concentrating this 


year on loca!) 


rubber companies also are lower 


and regional promotions with na-| than last year, he said. 


tional support. One promotion is a/ 


9¢-off get-acquainted offer on its 


| Phillies Sports Cigars, and a num-| 


ber of new marketing promotions | 


are in the offing. “Our budget | 
will be based on consumer re- 
| sponse,” Bayuk said. 


| 


s Batten, Barton, Durstine & Os- | 


born, New York, said its estimates 


lon budgets “are exactly where we 


tric said it is not yet sure of its | thought they would be at this time. | 


over-all appropriation figure “be-| 
cause the consolidated figures, | 
now being prepared, won't be| 
ready for several weeks yet.” The| 
spokesman ventured, however, 
that on the basis of current fig- 
ures, “it is a selective situation; 
some of our budgets are up, some 


down.” He added that the com- 
pany is anticipating “a modest 


over-all increase in the gross na- 
tional product,” with an “upturn 
in business conditions coming in 
the second half of the year.” 


es Two agencies, billing around 
$90,000,000 each, reported opposite 


pictures. One said budgets are 
“holding up,” and the president | 
commented, “I don’t think we’ve 


got an account where the budget 
isn’t up.” | 

The other said it had a domestic 
budget drop of about 3%. Taking 
international billings into account, 
the drop was eased to about 1.5%. 
Specifically, this agency said its 
food accounts budget is 3% to 5% 
over projections (largely due to 


one client); beverage business is 
up 6% to 8%; automotive busi- 
ness is 5% to 7% below projec- 
tions; and two service accounts 
have had a drop of 7% to 10%— 
steepest of all fall-offs in the 
agency. 


This agency thought it was per- 
haps in slightly better shape than 
its contemporaries, thanks to the 
food and beverage increases. It 
also felt there are good signs of an 
upturn evident, such as increased 
auto rail shippings. By about June 
1, this agency believed, the up- 
swing should bring things back 


| Ave.,” 
| appropriations on appliances and | 


We estimated we would get quite a | 
bit more advertising money than | 
| we had this time a year ago, and 
we have. This comes from in- 
creased new business, in part, and 
from a favorable balance 


as be-| 


The bright spot at Goodyear is | 


a sales gain for renewal tires. The 
company, which is involved in 
nine other fields besides tires, also 
is recording sales gains in some of 
|its other operations, including | 
flooring and films products, Mr. 
Zonsius said. 


= Needham, Louis & Brorby has) 
not noted any budget cutting. (The | 
)agency’s billings at this time are 
|roughly 5% ahead of last year.) 
No slowness in appropriations has 


| been noted. Billings have been up 


|to the agency’s projections, 


made 


| several months ago. 


tween decisions on budgets by old | 


clients.” 
had 


BBDO said 
cut back, “but 


some clients 
we've seen 


nothing significant in these deduc- | 


tions; there is no trend downward 
in any field. 

“I keep hearing on Madison 
said the BBDO man, 


building supplies and automotive 
are down. But we haven’t felt this 
as yet.” 


@ Jay M. Sharp, manager of gen- 
eral advertising, Aluminum Co. of 
America, Pittsburgh, said: ‘“Ad- 
vertising appropriations at Alcoa 
are down a trifle. A year ago Alcoa 
had two tv shows; now it has only 
one. But the new show that the 
company has lined up for next 
all—a one-hour drama program, 
as yet unnamed—will make up the 
difference,” he said. 

“In our advertising outlay we 
have pulled in a little, but not 
very drastically. Is this true of the 
industry? Yes, the portfolios we 
keep of our competitors’ advertis- 
ing have been a little thinner.” 

The big factor in the aluminum 
industry is price. The company 
has been showing increases in dol- 
lar volume, but where the reces- 
sion is hurting is in profits, which 
have been pinched. Alcoa econo- 
mists see signs of an upturn by 
May or June. Foremost factor: In- 
ventories are at rock bottom. The 
conviction is that customers can no 


There has been “no material 
change at all,” Harold B. Smith 
vp, said. He attributed the agency’s 
good position in part to the fact 
that most of its accounts are in the 


| consumer products field, especially 


“that | 


food. He thinks that retrenchment 
is more likely to occur 
dustrial and heavy goods field. 


® Kraft Foods is not complaining 


| about the recession. It has finished 


the biggest year in its history and 
definitely has not felt any “reces- 
sion pinch” in sales. 

Current advertising appropria- 
tions are up—by about 18%—com- 
pared to last year’s. It is an in- 
crease in all lines and includes 
new products, Robert Davis, gen- 
eral advertising manager, said. 

“In recessions, people cut back 
on other things, but they don’t 
give up good food. They spend 
more on basics,” he explained. 
Mr. Davis believes the situation is 
typical in the food industry. 


® Carroll L. Cheverie, treasurer 
of Clinton E. Frank Inc., Chicago, 
said, “Generally speaking, there 
has been no appreciable slacking 
off in ad appropriations among our 
accounts. In fact, we expect 1961 to 
be a much better year for us than 
1960.” 

He admitted that addition of im- 
portant new accounts including 
Continental Oil Co. ($3,500,000) in 
middle or late 1960 will help boost 


in the in-| 


@ George Sandell, staff advertis- 
ing administrator of Minnesota 
Mining & Mfg. Co., Minneapolis, 
said that advertising appropria- 
| tions for 3M are ahead of last year, 
despite the recession. Actually, he 
said, the company has felt the re- 
cession only in the sales of prod- 
ucts it makes for the automotive 
industry (“That’s the nice thing 
| about diversification”). In all oth- 
er sectors, he said, 3M is planning 
aggressively and is busy with new 
products and with its newly ac- 
quired Revere Camera Co. 


i. Campbell-Mithun reports that 
the ad budgets of all of its clients 
|are the same or higher than 1960, 
| with one exception. The lone ex- 
| ception is Northwest Orient Air- 
jlines, which has curtailed its ad 
|}expenditures because of a union 
| jurisdictional strike, which has 
|hampered operations. 

The agency is optimistic about 
| 1961 and predicts that its billings 
|may better the 1960 level. C-M 
|said it felt that other agencies in 
Minneapolis-St. Paul were not feel- 


,|ing the recession pinch. More than 


|half of C-M’s billings are in the 
food and grocery product fields. 


= Geyer, Morey, Madden & Bal- 
lard, New York, indicated that most 
of the agency’s clients are individ- 
ually increasing their ad budgets. 
The agency hasn’t noticed any tem- 
porary slicing off at the edges. 
Exception: It’s no secret that the 
automobile industry has_ been 
tightening its belt, ADVERTISING AGE 
was told. 


se A large industrial chemical com- 
pany, which asked to remain un- 
identified, reported companywide 
ad appropriations down, although 
corporate advertising and adver- 
tising in two divisions remain the 
same as in 1960. 

The company said that this situ- 
ation, in which ad budgets are 
down or the same as last year, pre- 
vails in its industry. This industry 
has been so used to growing in the 
past years that this slowing down 
process comes as a distinct shock 
to the industry, the company said 

Sales in 1960 were up only 2%- 
3% over 1959 sales (a smaller in- 


crease than in the past); so far 
this year they are slightly ahead 
of 1960. 


The company was unable to es- 
timate whether an upturn is in 
sight. Its sales are seasonal and 
right now farm chemicals and fer- 
tilizers sales are brisk, but it is 
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difficult to tell whether this augurs 
any upturn or whether it is sim- 
ply a seasonal spurt. 


= Eastman Kodak Co., Rochester, 
N. Y., reports that its 1961 ad 
budget is running “approximately 
the same” as last year. According 
to A. D. Johnson, advertising man- 
ager, the company is not cutting 
back advertising of any of its 
products, and expects that the to- 
tal budget by the end of the year 
| should approximate last year’s. 


|@ Kroehler Mfg. Co., Naperville, 
|Ill., the Mr. Big of furniture in- 
|dustry advertising, has been feel- 
jing the recession, with sales down 
from last year. Richard Burow, 
merchandising manager, said the 
whole industry is suffering from a 
sales drop because of the poor re- 
tail furniture business. 

Sagging sales have caused 
Kroehler’s ad budget this year to 
be reduced from last year. Ad 
budgets for both upholstered fur- 
niture and case goods have been 
reduced, but the company hopes to 
increase promotion in the fall. 

Mr. Burow said Kroehler has 
had a little pickup in sales in the 
last few weeks and hopes it will 
continue. 


s Norge division of Borg-Warner 
Corp., Chicago, while feeling the 
sales pinch common to the entire 
appliance industry, has not cut 
back its advertising, but will spend 
about $200,000 more this year than 
last. Jack Pettersen, Norge adver- 
tising manager, said that much of 
the increase is for its new coin-op- 
erated dry cleaners, which are be- 
ing heavily promoted and doing 
well saleswise. 

However, Norge has been feeling 
a general sales squeeze for the past 
11 months, Mr. Pettersen said, add- 
ing that the whole appliance in- 
dustry is down 10%-20% in sales. 
He said most of the other appli- 
ance makers have cut ad budgets, 
keeping pace with declining sales. 

During the past several weeks 
Norge has noted some increases, 
but “we have no way of knowing 
whether this will keep up,” Mr. 
Pettersen said. He said Norge dis- 
tributors have begun buying slight- 
ly more. He said everyone in the 
industry hopes for a pickup in the 
fall. 


8 Tatham-Laird, Chicago, finds 
that “generally the so-called re- 
cession has not seriously affected 
its clients,’ Kenneth Laird, presi- 
dent, said. Mr. Laird explained that 
most of its clients are in the food 
and drug business and that those 
usually are the last to feel a reces- 
sion. 

Mr. Laird said that unlike the 
hard goods fields, advertising for 
foods and drugs is the most useful 
tool to make sales when competi- 
tion is keen. 

He said that many advertisers 
in the hard goods fields have made 
cutbacks in advertising. He ex- 
plained that with many Tatham- 
Laird clients, competitive circum- 
stances, rather than a recession, 
have influenced current advertising 
| budgets, pushing some of them up, 
|rather than down. 


ws At a stockholders meeting last 
|month, Armour & Co. reported 
that first quarter earnings of its 
food division were down but added 
that earnings of Armour Chemical 
Industries were the same as in 
1960. The company has embarked 
on a $60,000,000 program of capital 
expenditures for the production of 
chemicals and will invest some 
$15,000,000 in capital expenditures 
for its food operations. 

Despite a dip in earnings, Ar- 
mour’s advertising budgets are up 
“several” percentage points over 
1960. The company estimated that 
the advertising outlays of its two 
chie Swift & Co. and 


Wilson & Co.—are about the same 
as last year. = 
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A Civil War Game: This week, in Part 
VI of its Civil War series, LIFE presents an 
exciting new game the whole family can enjoy. 
Playing “1863,” readers young and old will 
understand, as never before, the strategic de- 
cisions Northern and Southern leaders had 
to make. The board, the pieces, the rules are 
all complete in this week’s issue. 


A Civil War Tour: With LIFE’s map of 
the great battlefields of the Civil War as your 
guide, youand your family can plan an unusual 


and most satisfying summer vacation that 
will let you visit some of the most hallowed 
ground in our nation’s history. 


A Civil War Analysis: This week, 
Robert Penn Warren—third Pulitzer Prize 
winner to write for this LIFE series—tells 
why “The Civil War Lives On.”’Accompanying 
the text are brilliant color photographs. 

Also in LIFE this week: On the eve of 
St. Patrick’s Day, part one of a two-part 
salute to “The Irish In America.” 


EK’S LIFE: 


For 25 years, LIFE has givenits readers 
unique, authoritative, lucid views of history, 
past and present. This week’s LIFE is an issue 
that shows again why LIFE is the favorite 
magazine of 32,000,000 readers coast to coast 
... why LIFE has led all magazines in adver- 
tising revenue for 19 years in a row. 
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